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Decree Limits 


Agency's Clients, 


Account Activity 


FC&B Signs Consent in ‘54 
Anti-Trust Case; Resigned 
Swiss Watchmaker in ‘58 


WASHINGTON, March 11—Foote, 
Cone & Belding, New York, was 
among 13 defendants which ac- 
cepted consent judgments today 
as a result of a government anti- 
trust suit contending that Swiss 
and U.S. companies conspired to 
curb watch making in this coun- 
try and to stabilize prices. 

The complaint, issued in Octo- 
ber, 1954, involves a total of 22 
associations and manufacturers and 
is known as U. S. vs. Watchmakers 
of Switzerland. In announcing the 
13 consent decrees the Justice De- 
partment said it will proceed to 
trial against the remaining de- 
fendants. 

FC&B, which was identified as 
agency for two of the groups of 
Swiss manufacturers, was accused 
of disseminating trade information 
in support of a conspiracy. Under 
the consent settlement, it is en- 
joined from disseminating trade 
information including blacklists, 
but it may collect such information 
when it is required for the opera- 
tion of its normal business as an 
advertising agency. 

(Continued on Page 123) 


‘Kool-Aid Promotion 


Offers Summer Camp 


to Winning Essayists 


Cuicaco, March 10—General 
Foods’ Perkins division is sponsor- 
ing a contest for Kool-Aid in which 
children can win summer camp 
vacations. 

Advertising for the promotion 
will include a color page in Life 
April 4; color pages in Metro Sun- 
day Comics Network; Puck—The 
Comic Weekly and independent 
comics sections April 3 and 10; 
spots on three ABC-TV shows— 
“Rocky & His Friends,” “Rin Tin 
Tin” and “My Friend Flicka’”— 
April 4 through May 13; local tv 
spots in about 50 markets, and par- 
ticipation on “Breakfast “Club” 
(ABC Radio) April 4 through May 
13. In-store promotion material 
will include cards with entry 
blanks attached. 

In addition, entry blanks will be 
included in promotional booklets 
which the American Camping 
Assn. provides to members to send 
to prospect lists. In return, Kool- 
Aid is donating $10,000 to the asso- 
ciation’s scholarship fund to edu- 
cate camp counselors. : 


s Contest entrants must tell why 
they want to go to summer camp, 
and enclose a Kool-Aid envelope 
with the entry. Prizes include 160 
summer camp vacations (worth 
$200 each) and 500 sleeping bags. 
The entire promotion is price- 
tagged at about $350,000. 

Foote, Cone & Belding, Chicago, 
is the agency. # 


Research Is NBP Sessions’ Keynote... 


Meldrum Study Helped Republic Steel 
Hike Readership 10%, NBP Is Told 


Fahrendorf Is Awarded 
Silver Scroll; New Scepter 
to Top Goodyear Execs 


Boca Raton, March 10—Re- 
search—basic and applied—proved 
to be the focal point of interest at 
the spring meeting of National 
Business Publications here this 
week. 

Publishers got previews of two 
new, and sometimes conflicting, 
reports analyzing factors which 
contribute to effective business 
paper advertising. They also heard 
A. W. Lehman, managing direc- 
tor of Advertising Research Foun- 
dation. He complained that there 
has been so much emphasis on 
applied research that advertising is 
failing to utilize new techniques 
developed by social scientists in 
recent years which could lead to 
effective and less costly research 
methods.: 


ws For the second successive year, 
NBP also paid some attention to 
procedures to close the gap be- 
tween itself and Associated Busi- 
ness Publications. After accepting 


nifying the completion of his term 
as NBP chairman, P. M. Fahren- 


hilton Ce. suggested it| Publishing executives and leaders 
ame A yomage sal better part of wis-|in the fields of industry which 


dom” if NBP and ABP each ap- 


pointed a special committee to ex- 
plore possible areas of cooperation 
between the two groups. 

He noted that the two associa- 
tions are cooperating in a finan- 
cial, accounting and cost control 
study and said other areas which 
might be considered are relations 
with such groups as Assn. of Na- 
tional Advertisers, American Assn. 
of Advertising Agencies and Ad- 
vertising Federation of America; 
relations with government; editori- 
al training and development; sales 
management; recruiting, training 
and development; promotion, par- 
ticularly with regard to competi- 
tive media; research, and general 
management. 


s An innovation this year was the 
award of NBP’s new Silver Scep- 
ter to E. J. Thomas, chairman, and 
Russell DeYoung, president, Good- 
year Tire & Rubber Co., Akron, 
each as “market maker of the 


year.” The citation recognized 


“the marketing genius of Good- 
year’s far-flung world markets.” 
In accepting the award, Mr. De- 
Young called for better coverage 


of foreign industrial developments 
the new Silver Scroll award, sig-|to help inform U. S. industry of 
foreign competition. He also sug-_| 


gested more meetings between 


(Continued on Page 124) 
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To Bring more boys af 4 qrts the tun and adventure of summer camp — 
Lomrers its first camp contest! 
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C‘MON IN—This ad announcing 
Kool-Aid’s summer camp vacation 
contest will run in Life April 4, 
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Broadcasters 
Face Tougher 
FCC Under Ford 


Doerfer Successor Calls 
Air Freedom Compatible 
With Concern for Public 


WASHINGTON, March 10—Broad- 
casters can expect that the Federal 
Communications Commission will 
be more active in supervising their 
affairs, now that the chairmanship 
is to be exercised by Frederick W. 
Ford. 

As a commissioner since August, 
1957, he has agreed that program- 
ming responsibility must rest with 
broadcasters. But he has also em- 
phasized that the commission has 


over-all operations are in the pub- 
lic interest. 

Just a month ago he told the 
Television & Advertising Club of 
Philadelphia that no responsible 


supreme board of censors. 
But he said, “I look forward to 
the development within the com- 
(Continued on Page 123) 


a responsibility to determine that) 


“What Is an Interruption?’ ..«. 


Advertisers,Question 
Fine Print in CBS Rules 


Smaller Sponsors, Minor 
Brands, ‘Unacceptable’ 
Products May Lose Out 


By Maurine Christopher 
New York, March 11—CBS 


| Television can expect many ques- 
jtions about, and some objections 
| |to, its new rules concerning the 


permissible number of program in- 
terruptions by commercials and 
the handling of personal product 
and @rug copy (AA, March 7). 
A@vertiser and agency execu- 
tives still are pondering the revi- 
sions announced last week at the 
network’s affiliates meeting in 
Washington, but already they are 
asking such questions as: 
@ How will the limitations on the 
number of program interruptions 
affect small brands which share 
sponsorship of half or quarter-hour 
shows with several other products? 
Can these modestly budgeted 
brands afford network tv under 
the revised regulations, or must 
they return to spot for the flexibil- 
ity they need? 
e How will CBS define a program 
interruption? Will those smoothly 
integrated, highly entertaining 
commercials on some comedy 
shows be classified as “an inter- 
ruption of the main entertainment 
portion of the program” and 
counted as one of the two inter- 
ruptions allowed on _ nighttime 
quarter-hour and half-hour enter- 
tainment shows? 
e How tightly will CBS interpret 
its billboard restriction? 
e Specifically what kind of copy 
will not be acceptable for replace- 
ment on news and public affairs 
programs? 
e What kind of schematic charts 
of circulatory, respiratory or di- 


person proposes to make FCC a gestive systems will be acceptable 


as indicative of the “principle of 
relief rather than clinical details 
of discomfort”? 

These were a few of the puz- 


will be used. 


New York, March 


Last Minute News Flashes 


Colgate-Palmolive Tests Dynamo Detergent 


NEw York, March 11—Colgate-Palmolive Co. breaks advertising 
next week for a new liquid laundry detergent, Dynamo, in the Deca- 
tur-Bloomington, Ill., marketing area. Norman, Craig & Kummel is 
the agency. Newspapers, radio, and extensive sampling and couponing 


Papert, Koenig, Lois Gets Pharma-Craft's Coldene 


11—Pharma-Craft Co. has appointed Papert, 
Koenig, Lojs Inc. to handle Coldene cold medicines and a new product 
to be placed ii test markets shortly, thus completing its agency re- 
alignment. Earlier, Daniel & Charles was named for Fresh deodorants, 
Ting and another unnamed new product. J. Walter Thompson former- 
ly handled Coldene and Fresh was at Cohen, Dowd & Aleshire. Daniel 
& Charles pillijgs on the account are said to be about $1,300,000, the 
Papert, Koenig, Lois portion about $1,000,000. 


Heublein to Test Low-Price Popov Vodka 


Hartrorp, March 11—Heublein Inc. will test a new low-price vod- 


ka, Popov, wif a $150,000 newspaper and outdoor campaign in Cal- 


ifornia in June 


Victor A. Bennett Co., New York, one of Heublein’s 
three agencies, vill handle the campaign. 


(Additional News Flashes on Page 123) 


zlers raised as CBS announced 
plans for a cleanup in two of the 
areas that have disturbed tv crit- 
ics—(1) the number of times the 
program proper is_ interrupted, 
particularly as relates to news and 
public affairs fare and (2) the 
hard-hitting, overly graphic tech- 


|niques used on behalf of some 


drug products. 

As of September, CBS will limit 
the number of times a nighttime 
advertiser can break into the pro- 
gram for a word for his product, 
though there is no change in the 
amount of commercial time al- 
lowed. 

For half-hour and quarter-hour 
entertainment programs, a maxi- 
mum of three commercial posi- 
tions (in addition to billboards) 
will be permitted, but the main 
entertainment portion of the pro- 
gram may not be interrupted more 
than twice. If the major sponsor 
wishes, he may use multi-product 
commercials in one of the two po- 
sitions he gets on the show, but 
they will have to be scheduled one 
after the other, or “piggyback,” as 
CBS put it. 


s The minor sponsor also can pig- 
gyback two products in his com- 
mercial if the total number of 
products permitted on the program 
(four in the case of 15-minute and 
(Continued on Page 123) 


K&E Reassured 
(Somewhat) After 
Pepsi Session 


Agency Can Point to 
Role in Zooming Sales, 
Alumni Now with Client 


New York, March 10—Kenyon 
& Eckhardt, apparently taken by 
surprise by the Pepsi-Cola move 
to invite 11 other agencies to 
solicit the soft drink marketer’s 
business (AA, March 7), this week 
jumped to renew its hold on the 
$10,000,000 account. 

A meeting between agency and 
client brass reportedly left K&E 
people feeling they had a fight on 
their hands to retain the account 
—but that, best of all, the possi- 
bility remained that they might 
keep Pepsi. 

Kenyon & Eckhardt’s shock at 
the announcement of Pepsi’s avail- 
ability was evident against such 
background considerations as: 

e Pepsi sales and profits reached 
record levels in 1959; volume ad- 
vanced from $136,000,000 to an 
estimated $155,000,000; net income 
jumped from $11,547,000 to an 
estimated $13,500,000. 

e In 1949, Pepsi was being out- 
sold by Coca-Cola by a 4-to-1 
ratio; today the gap is less than 
2-to-1. In 1950, Pepsi accounted 


(Continued on Page 12) 
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For 1960... 


Goodrich Trims 
Magazine List, — 
Adds Newspapers 


* AKRON, March 11—In a major| 
» gift in advertising Strategy, F. B. 
€. Goodrich Co. has jacked up its 
national advertising budget 37% 
for 1960, at the same time sharply | 
slashing its magazine schedule 
from 35 magazines in 1959 to eighty 
this year. 


Newspaper spending, limited to} 


79 markets in 1959, has been ex- 
panded to 239 markets, while 
Goodrich television activity in 
1960 remains constant—co-spon- 
sorship of three “CBS Reports” 
March 17, April 21 and June 27. 

Although Goodrich has not made 
its national ad budget known, it is 
estimated that the company will 
spend some $8,000,000 in 1960. In a 
speech before the New York Soci- 
ety of Security Analysts March 7, 
J. W. Keener, president and chief 
executive officer, said the Good- 
rich “national, but not total” ad 
budget was “some 60% higher than 
in 1959.” He added that the new ad 
program is designed to show Good- 
rich for the “progressive, diversi- 
fied company that it is.” 

(B. F. Goodrich’s measurable ad 
expenditure in 1958 amounted to 
$5,200,000. If 1959 totals remained 
constant, expenditures in 1960 
would total about $8,000,000, or 
60% more than $5,000,000.) 


@ In 1959, most of Goodrich’s 
media budget went for some 256 
pages in 35 magazines. Newspaper 
advertising last year was limited 
to “at least ten” national tire ads 
in 79 markets. Television spending 
went in support of three “CBS 
Reports” shows broadcast in Oc- 
(Continued on Page 12) 


Robert Hall Clothes 
Breaks Easter Push, 
Sets 13 Openings 


New York, March 11—Robert 
Hall Clothes breaks a major cam- 
paign over the weekend with tele- 
vision schedules in 169 markets for 
its spring and Easter campaign. 

The Robert Hall musical theme, 
“Easter clothes—Robert Hall” is 
slated for 316 radio and tv stations 
in what is described by Jerry 
Besse,, exec vp of Arkwright Ad- 
vertising, the clothing chain’s ra- 
dio-tv agency, as “the most ex- 
tensive air campaign ever used by 
Robert Hall.” The budget repre- 
sents an 18% increase over last 
year, he said. 

A spring expansion program will 
see 13 new store openings this 
month, including four in one day 
in the Minneapolis-St. Paul mar- 
ket, at which special remote broad- 
casts and personal appearances by 
local broadcast personalities are 
planned. 

The company’s newspaper ad 
program embraces more than 250 
publications on a weekly basis. 
Print ads are placed direct by 
Robert Hall. The print and broad- 
cast budgets are estimated at more 
than $1,000,000 apiece over a six- 
month period. + 


Hebel Joins Gordon Best as 
VP, Old Milwaukee Supervisor 
Anthony J. Hebel: has joined 
Gordon Best Co., Chicago, as a vp 
and supervisor of the Jos. Schlitz 
Brewing Co.’s Old Milwaukee beer 


seo omens see 
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BEANS AND SEEDS—Borden Foods 
Grandma Moses flower seeds or 
den’s instant coffee label for each 
spread runs in The Saturday Evening Post, March 19. Doherty, 
Clifford, Steers & Shenfield, New York, is the agency. 


11 (UE BURBANK SEEDS 


Cay Con “ 
Hiro her own pastiny 
Either offer yours for 25 


Od tantcee | Dome Cone 


and one Borden's Instant Coffee label 


Co. is offering two premiums— 
note cards—for 25¢ and one Bor- 
set desired. This four-color center 


Syndicators’ Syndrome .. 


Traviesas Tells Rough 
Road Ahead forTV Film 


New Ways Needed to Vie 
With Nets, BBDO VP Says; 
Graff Outlines Cost Woes 


New York, March 9—The 
problems and pluses of syndication 
tv were discussed here yesterday 
at the time buying and selling 
seminar of the Radio & Television 
Executives Society. 

Herminio Traviesas, vp of Bat- 
ten, Barton, Durstine & Osborn, 
warned the syndicators to expect 
rough going ahead, with more 
intensified competition from net- 
works and stations. He suggested 
that they (1) bypass run-of-the 
mill programs, (2) stop copying 
action formats and (3) strive for 
exciting, different new shows—in 
public affairs as well as other cate- 
gories—to counterbalance what the 
networks offer. 


s “Look at the projected plans of 
the networks,” he said, in spelling 
out the type of competition syn- 
dicators face. “All three are plan- 
ning hour shows in the 7:30 to 8:30 
time slot—across the board. The 
first 20 minutes of some of the pro- 
grams will be sold locally on a 
co-op basis, thus affording an 
advertiser many of the advantages 
of syndication with a network 
property. The 10:30-11 p.m. time 


|slot also has been penciled in by 
|the networks. These time periods, 
which traditionally have been 
reserved for syndicators, are now 
unavailable to them. 


= “In addition, there is the type 
| of network buying which we call | 
the scatter plan. Today we can 
buy one-third participations in 
(Continued on Page 126) 


Wrigley’s ‘60 Ads 
to Top $9,000,000 


CuHIcaGo, March 8—Wm. Wrigley 
Jr. Co. will boost its advertising 
|expenditures this year, Philip K. 
Wrigley, president, told stockhold- 
ers this month. 

Although the company declined 
to say how much it would spend 
this year, ADVERTISING AGE learned 
that Wrigley will place a greater 
emphasis on local spot television 
this year and less emphasis on 
newspapers and outdoor. 

Wrigley also plans more adver- 
tising for its Doublemint gum and 
currently is promoting the product 
with tv spots in selected markets. 
AA learned that the gum giant 
invested an estimated $9,000,000 
in advertising last year, about the 


| ately. 


| New York, March 8—Fawcett 


| Publications has consolidated its 


|advertising-sales promotion ac- 
count into a single agency, C. J. 
LaRoche & Co., effective immedi- 


The Fawcett account was for- 
merly shared by Brown & Butcher, 
for True, and Doyle Dane Bern- 
bach Inc., for Woman’s Day. Other 
Fawcett books, including True 
Confessions, Motion Picture, Cava- 
lier, Mechanix Illustrated and 
Fawcett’s Men’s Group, Detective 


|Group and “How-To” books, were 
| previously unassigned. 


Billings were estimated at close 
to $500,000 for print advertising in 
1960. # 


Kelly-Springfield 
Sets Print Drive 


CUMBERLAND, Mb., March 10— 
Kelly-Springfield Tire Co. will use 
its “most extensive advertising- 
merchandising program” this year. 


The campaign theme will be 
“Ride the Kelly road.” 
Consumer, farm and _ business 


publications will be used, with ad 
copy saying, “The longer, safer 
Kelly road is wherever your car 
takes you—when you ride on a 
set of dependable Kellys.” 

A four-color spread in the March 
28 Life and the April 16 Saturday 
Evening Post will launch the con- 
sumer drive. Kelly-Springfield will 
use a series of b&w, two-color and 
four-color pages to round out the| 


\campaign. A similar schedule has 


been planned for farm and busi- 
ness publications. 

Compton Advertising, New York, 
is handling the campaign. # 


Dartnell Sells ‘American 
Business’ to Geyer-McAllister 
American Business, monthly 
management magazine, has been 
sold by Dartnell Publications, 
a subsidiary of Dartnell Corp., 
Chicago, to Geyer-McAllister Pub- 
lications, New York. Donald McAl- 
lister, president of Geyer-McAl- 
lister, said American Business will 
be incorporated ‘with Office Man- 
agement with the May issue and 
the combined magazine will be 
called Office Management & Amer- 
ican Business. 

B. Gordon Fyfe, Dartnell presi- 
dent, said the magazine was sold 
in order to concentrate editorial 
and research resources in the 
company’s primary field, monthly 
services for sales and personnel 


same as the 1958 total (AA, Aug. 
31, ’59). + y 


administration. 


Highlights of This Week's Issue 


Earl W. Kintner, Federal Trade Commis- 
sion chairman, sees improvement in 
creativity and truthfulness in television 
advertising 


Merrill Lynch, Pierce, Fenner & Smith 
will spend $1,800,000 in newspaper and 
magazine advertising in 1960 ......... Page 6 


Supreme Court rules that Parke, Davis & 
Co. perpetrated an anti-trust offense 
when it sought to negotiate an arrange- 
ment to stop price cutting and cut price 
advertising by retailers and wholesalers 
in non-fair trade areas ..............« Page 14 


Fairbanks, Morse & Co. launches a cam- 
paign to “restore its proper image in 
SD PENS TIN” on vecnscncnssescressererensetl Page 18 


Walter Guild, president of Guild, Bascom 
& Bonfigli, urges business men to be 
offbeat and think big ................... Page 20 


Steve Dietz, group vp, Kenyon & Eck- 


hardt, says agencies need “gen- 
eralists,” not specialists, for market- 
IND satcniccncevenesctivenennensavevenhicocoeiignll Page 23 


account. Mr. Hebel previously was 
a vp of Grant Advertising, where 
he supervised the Old Milwaukee 
account until it moved to Best last 
month (AA, Feb. 15). He previous- 
ly had been with McCann-Erick- 
son eight years. 


E. I. du Pont de Nemours & Co. survey 


finds that “spontaneous” buying is 
increasing in supermarket shop- 
ping Page 28 


| seennesbon & Co. and Hiram Walker Inc. 
will launch a joint three-month con- 
sumer magazine campaign this month 
to plug its cordials with a new line of 
McMullen summer “casual” wear de- 


signed after the cordials’ fruit col- 
ors Page 29 
Cars for Commerce, midwestern car rent- 


er, gets results from an ad offering a 
Rolls-Royce for $442.50 a month Page 30 


Hugh W. Sargent, assistant professor of 
advertising, University of Illinois, says 
a Uofl study reveals that recommenda- 
tions of “Consumer Research Bulletin’”’ 
and “Consumer Reports” have a marked 
effect on product purchases of their 
readers Page 32 


Arthur H. Motley is elected president of 
the U. S. Chamber of Commerce, effec- 
tive May 4. Page 36 


Massachusetts Outdoor Advertising Coun-| 
cil uses page one ads to fight a bill | 


near limited access highways ....Page 40 


West-Holliday shifts 15 executives in a 
general realignment of sales person- 
nel 


Five-city study shows a test promotion | 0m the Legal Front 
for Washington apples, conducted by the | Om the Merchandising Front 
Department of Agriculture with the co-| Peeled Eye Dept. 


operation of the Washington State Apple 


Commission, boosted sales by as much | Preduction Tips 


as 32% 


Rising cost of the sponsorship of the 
World Series on tv doesn’t daunt Gil- 
lette Safety Razor Co., as it signs five- 


which would ban outdoor advertising | paitorials 


year contract extending its sponsorship 
through 1966 Page 60 
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Fawcett Gives Whole Wilson Names 


Account to LaRoche 


Camphell-Mithun 


for Meat Account 


Ex-Principals of Old 
Wherry, Baker Shop Vied 
for $1,500,000 Account 


Cuicaco, March 8—Wilson & 
Co. today moved all of its meat 
advertising account into Camp- 
bell-Mithun’s larder. 

The business includes Wilson 
hams, bacon, sausage, canned 
meats, Menu-Pak and portion con- 
trolled meat products. Wilson 
estimated billings at $1,500,000, 
but other sources told ADVERTIS- 
ING AGE that billings were much 
nearer $900,000. Kenyon & Eck- 
hardt, which parted company with 
Wilson last November, is the 
former agency (AA, Nov. 23, ’59). 

Campbell-Mithun won the ac- 
count in competition with Camp- 
bell-Ewald Co.; Compton Adver- 
tising; Cunningham & Walsh; 
Erwin Wasey, Ruthrauff & Ryan, 
and Clinton E. Frank Inc. Members 
of the Campbell-Mithun team 
which made the winning presenta- 
tion included Lee Terrill, exec vp 
in charge of the Chicago office; 
William C. Lyddan, vp and board 
member, and Ernest Turner, cre- 
ative director, who is headquar- 
tered here. 


s The selection of Campbell-Mi- 
thun came as a big surprise in some 
quarters, as Compton had been 
heavily favored to acquire the 
business. Bruce A. Baker and 
Louis E. Tilden, senior vp and vp 
respectively of Compton, formerly- 
were principals—with Harry D. 
Barger, now Wilson’s manager of 
advertising and sales promotion— 
in Baker, Tilden, Bolgard & Barger, 
which merged with Compton last 
month (AA, Feb. 8). In addition, 
Mr. Barger’s brother, Cecil, is a 
vp of Compton and a former mem- 
ber of the Baker, Tilden agency. 
A stronger factor in Campbell- 
Mithun’s favor, however, was the 
presence of Larry A. Wherry, 
former president of Wherry, Baker 
& Tilden (predecessor of Baker, 
Tilden, Bolgard & Barger), who 
resigned last summer and joined 
Campbell-Mithun two months ago 
as an account executive and mar- 
keting specialist. 

Mr. Wherry, who headed up the 
Oscar Mayer & Co. account while 
at Wherry, Baker & Tilden, helped 
prepare the Campbell-Mithun ap- 
proach to Wilson although he did 
not make the presentation. 

The account will be handled out 
of Campbell-Mithun’s Chicago of- 
fice, and William C. Lyddan has 
been named account group head. 
The effective take-over date has 
|not been set, although the new 
|agency is expected to start work 
immediately. 


|™ The acquisition of Wilson marks 
\the second major account landed 
| by C-M’s Chicago office in the last 
‘five months. Last October, the 
agency snared some $2,000,000 in 
Helene Curtis Industries billings 
(AA, Oct. 26). 

This also marks C-M’s reentry 
into the meat packing field after an 
18-month absence. The agency for- 
merly handled meats and Red 
Heart dog and cat foods for John 
Morrell & Co., losing the last of 
that business Oct. 1, 1958. 

Roche, Rickerd & Cleary, Wil- 
son’s other agency, will continue 
to handle Wilson Sporting Goods 
Co., Ideal dog food, Wilson’s BV 
and other products. # 


Murray Platte Named VP 

Murray Platte, general manager 
of Smith/Greenland, New York, 
has been elected a vp. 
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Advertising Age, March 14, 1960 
9 Small Brewers 
Form Ad Co-op, 


Budget $1,000,000 


Common Ad Symbol Is 
Keynote of Effort to 
Fight Off Big Brewers 


PITTSBURGH, March 8—Under the 
leadership of a Pittsburgh agen- 
cy, a group of five small inde- 
pendent brewing companies have 
formed a new trade association to 
strengthen their advertising and 
marketing efforts. 

Their primary object is to stay 
alive in the face of the’ growing 
competition being offered by the | 
industry’s giants. | 

The name of the new association 
is United Breweries of America, | 
which is pretty much the brain- | 
child of Cavanaugh Morris Ad-| 
vertising. Howard D. Morris, presi- 
dent of the agency, reports that | 
the association expects to add two| 
or three more member companies | 
to its roll in the near future. 


Harwood 


Kees 


This Duff Gordon bar display in 


| MERCHANDISING THE CLIENT—Fuller & Smith & Ross has set up the 
first of 20 mobile reception room displays demonstrating client 
products and services. Each display will have a two-weeks run at 
each of the agency’s eight offices and will demonstrate client prod- 
ucts and services in the food, cosmetics, travel, house paint, power 
tool, clothing, appliance, home furnishings and several other fields. 


for Munson G. Shaw Co. At the rail are Valere Kees, Shaw exec 
vp, and Lee Harwood, account executive, and Edwin W. Bodensiek, 
vp, merchandising, 


Once Madison Ave. of 
| Latin America, Its Ad 
Level Dips $8-10,000,000 


By Milton Moskowitz 


Havana, March 8—The Cuban 
advertising industry, once the most 
vigorous in Latin America, is 
marking time under Fidel Castro. 

Cuban admen are walking 


“4 
ay 


af 
be ba 
‘ 


¥ 


|clinging to a slender hope that 
conditions will take a turn for the 
better. But they are not optimistic. 

Advertising expenditures here 


Bodensiek 


$38,000,000 to $40,000,000. This was 
the highest per capita expenditure 


P&G Testing Puff, 
White Cloud Tissues 
and Push Button Lilt 


the New York reception room is 


both of F&S&R. 


As now constituted, with five | . 
members, the association repre-| They Don't Toy with TV... 
sents annual sales of about 650,000 
bbls. of beer and a total ad budget | 4 
this year of about $1,000,000. Toy Men See 60 | 


If the UBA becomes a nation- 


| Crncrnnati, March 10—Procter 


& Gamble is observing market 
New Nelson, Pedersen. activity on three new products 
Agency Successor to | 


now in test. 
| tissue and White Cloud bathroom 


around Havana with long faces,| 


had previously reached a level of | 


The products are Puff facial! 


wide organization, as Mr. Morris 
hopes, this volume and this budget 
would both grow considerably, 
making possible more market re- 
search and improved marketing 
efforts. 


# Present membership includes 
Jones Brewing Co., Smithton, Pa.; 
Holihan Bros., Brewers, Lawrence, 
Mass.; Fred Koch Brewery, Dun- 


Compton in Portland 


| 
TV Ads To in | PORTLAND, ORE., March 9—Carvel 
pp g Nelson, W. Sherman Pedersen and 
“59's $6,000,000 
Jd § D0,UUU, 


Donald Allen, veteran Portland ad- 

vertising executives, have formed 
| New York, March 10—For the | 
| second year in a row the toy busi- | 


| ness expects to break all sales and 
| advertising records in 1960, ac- 


vertising, p.r. and marketing serv- 
ices formerly 
provided by the 
Portland office 
of Compton Ad- 


a new agency to take over the ad-| 


| tissue, both made by the Charmin | 
Paper Products Co. division, and 
Push Button Lilt. 

Puff tissue was introduced in 
|four markets—Cleveland, St. Louis, 
Kansas City and Columbia-Jeffer- | 
son City—the first week in Decem- 
ber. It comes in 200 and 400 packs, 
the latter in four colors. The soft-| 
ness and strength of the product is 
stressed in a teievision advertising 


3 


Cuba Ad Business Gets 
Shellacking by Castro 


|in Latin America, since Cuba has a 
| population of less than 7,000,000. 

| In the past Cuba has been a 
_ bellwether of Latin American ad- 
| vertising. Havana, in some mysteri- 
ous manner, was able to support 60 
advertising agencies. It also served 
jas a storehouse of advertising and 
| broadcasting talent, exporting this 
| talent to Caracas, Mexico City, San 
|Juan and other advertising cen- 
| ters. 


= Today, this furious activity has 
subsided considerably. Annual rate 
of advertising volume has dropped 
|to an estimated $30,000,000, and 
| the situation may get worse be- 
| fore it gets better. 

The Castro revolutionary gov- 
ernmént, in power now for more 
than a year, has nothing against 

(Continued on Page 131) 


New Salada Push 
to Use Print Only 


Boston, March 9—Salada-Shir- 
riff-Horsey Inc. will use print me- 
dia exclusively for the first time in 
a campaign for Salada tea, begin- 


|ning in April. 


In the past Salada has used only 
small space newspaper ads, with 
the major share of its schedule go- 
ing to spot announcements on ra- 
dio and tv. 

The company has scheduled re- 
gional advertising in Ladies’ Home 
Journal and The Saturday Evening 


| kirk, N. Y.; the Louis F. Neuweiler | cording to early predictions at the | vertising. ~ tt aang val ta yg neat 
brewery, Allentown, Pa., and| 57th annual American Toy Fair,, Compton an- agency. re 
Ceontivre Brewing, Fort Wayne.| which opened here this week. nounced last The packaging on the facial 
Mr. Morris acts as’executive direc-| Toy sales in 1959 rose 14% |December it tissue has an off-center tab open- r ee 
| tor of the association, first formed |above the 1958 recession year to| would discon - ing which runs across the top and +). %4 de 
in August, 1959. |surpass $1.6 billion, according to|ue its Portland down the side of the top, at right |i oe i 
New members . will be drawn | Toy Manufacturers of the U. S. A.| branch March 1 ‘angles, so that almost an entire “ ~ ff 
from non-competitive areas. No|January, 1960, orders averaged| (AA, Dec. 28). hand can rummage into the pack- | aaa t Gtr ; 
attempt is being made or will be nearly 17% ahead of January, 1959,/ Mr. Nelson and age. Puff is priced competitively. Tie 
made to use a common label or to | and an over-all 7% increase is ex-|Mr. Pedersen Carvel Nelson | | hig. BP 
market a common brand of beer. | pected for the year. are former ® Push Button Lilt is claimed to|Mm 4 
(Continued on Page 125) | (Continued on Page 125) —— executives. |be the first aerosol home perma- 
. i € new agency, Nelson, Peder-| nent, although since P&G intro- 
AIA Mid-America Conference... sen & Allen, has offices at 1604/ quced it last November, at least he 
S. W. Tenth Ave. |one other company, Caryl Rich- Bie 


Small Company Needs Ad Tactics 
Different from Competitor's: Peterson 


Panels Discuss Ad Budget, duct Corporate Image Research.” | 
Corporate Image at 
Midwestern Conference 


s William E. Barta, advertising| 
manager of Louis Allis Co., Mil- 
| waukee, and president of the Mil- 
Cuicaco, March 10—Peter G.. waukee chapter, AIA, said that 
Peterson, exec vp of Bell & Howell, | t00 frequently ad budgets are 
said today that “in our desire to| “faced with a whittling process” 
measure advertising we often con- | @fter they are submitted. When the | 
fuse the easy availability of certain |@4 manager turns to outside sources | 
numbers with their validity. for material to present to manage- | 
“Ty ratings don’t even pretend ment to justify the budget request, | 
to measure the depth or qualitative |“for all practical purposes [he] | 
effect of advertising,” Mr. Peterson | finds himself alone.” 
told the Mid-America Industrial & 


Mr. Nelson, president of the| ards Inc., has brought out a pres- 
agency, was president of the old| sure-packed waving 


Carvel Nelson & Powell agency for| wave, and it seems likely that 


more will follow. 
Push Button Lilt is selling in 
the Indianapolis and Cleveland 


| began in December. Grey Adver- 
tising is the agency. 

The waving agent is dispensed 
‘in cream form from the push 
button bottle. It comes in one 
strength for any type of hair and 
directions give alternate wave 
timings for a range of curl 
strengths. 

Packaged in a pink and white 
canister with a transparent top, 
Push Button Lilt is considered by 
P&G as a superior product on 


Donald Allen W. S. Pedersen } 


12 years before joining Compton 
as vp and Portland manager. Mr. 
Pedersen, vp and account super- | 
visor of the new agency, formerly | 


lotion, Aero 


metropolitan areas, Tv advertising | 


several performance points: Easy | 


Mr. Barta noted that one of the; 
Marketing Conference, co-spon-|Teasons he has difficulty providing | 
evidence to management to justify 
advertising in trade publications 
“is the inability or unwillingness 
on the part of many publishers to 
communicate provable information 
to me.” 

He told space salesmen: “Den’t 
ever make the mistake of assuming 
you have a friend in a budget 
meeting .. . If-you want me to be 
your salesman in a budget meeting, 
give me all of the information you; [Lever Bros., 
have. It is the only way both you elected Willard M. Bright re- 
|and I are going to get the funds to search and development vp, suc- 
‘do the kind of job we both want. , ; 
|ceeding L. B. Parsons, who con- 


bey need to do.” |tinues as a vp and director of the 


|company in a senior staff capaci- 
|# T. Clayton Cheney, general man-|ty. Mr. Bright joined Lever in 


ager of advertising and sales pro-| 1952 and most recently was re- 
(Continued on Page 125) search and development director 


sored by the Chicago and Milwau- 
kee chapters of the Assn. of Indus- 
trial Advertisers. 

He described the marketing ap- 
proach at Bell & Howell, noting 


_ that the company’s sponsorship of 


“CBS Reports” made it possible to 
effect a quality impression to a 
quality audience. 

Mr. Peterson advised his audi- 
ence: It is far more important that 


your tactics be different from your | 
cempetitor’s if you are small or) 


medium size than if you are an 
amply endowed company. 

Eight panel discussions were con- 
ducted at the conference, with most 
of the interest centered around 
“Preparing and Selling the Adver- 
tising Budget” and “How to Con- 


was a Compton vp. Mr. Allen, 


tor, formerly operated his own 
agency, Don Allen & Associates. 
Other members of the staff in- 
clude Irv Walsh, account execu- 
tive; Mary Webber, copy chief; Jim 
White, office manager; Donna 
Crowell, production manager, and 
Loraine Woods, media head. + 


Lever Elects W. M. Bright 


secretary-treasurer and art direc- | 


New York, has 


jand fast to use, no strong lotion | 


|odor, no mess or drip because the 
waving agent is a cream instead 


around the “neat and easy” fea- 
tures of the product. 
Push Button Lilt is fair traded 


premium class in relation to the 
$2 home permanents. 


as White Cloud bathroom tissue 
‘was first introduced 


city Davenport-Rock Island-Mo-| 
line area about a year and a half! 
ago. The next expansion was to} 
Louisville in January, 1959. About) 
six months ago, the tissue was in- 
troduced to the southern Ohio area, 
including Cincinnati, Dayton and/ 
Columbus. Dancer-Fitzgerald-| 
|Sample is the agency. + 


of a lotion. Advertising is built | 


at $2.30 (plus tax), putting it in a), 


In Boston, the ‘1 tea-drinking city, the "I tea is Salada 


|SALADA FiRST—Color page ads like 
this one, beginning in April in La- 
dies’ Home Journal and The Sat- 
urday Evening Post, mark the first 
time Salada-Shirriff-Horsey, Bos- 
ton, will use print media exclu- 
sively for its Salada tea. Sunday 
newspapers and supplements will 
also be used. Doyle Dane Bernbach 
Inc. is the agency. 


Post. Four page ads in color will 
run in the northeastern edition of 
| the Journal through September. 
Under the Post’s select-a-market 
|plan, seven ads are scheduled for 
| the same period, running in north- 
|eastern and bordering states. Some 
,of these ads will also appear in 
|Sunday newspapers and supple- 
|ments. 
| The ads will feature the theme: 
In Boston, the #1 tea-drinking 
‘city, the #1 tea is Salada.” 
Doyle Dane Bernbach, New 
'York, is the agency. # 


| 


in the tri-| 


‘Print’ to Launch Quarterly 

Print, New York, will introduce 
a new quarterly, Packaging Design, 
effective with its April 25 issue. 
Initial circulation guarantee of 8,- 
000 will include package designers, 
directors of packaging, art direc- 
tors, account executives and pack- 
aging design consultants. 
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Returning Paar 
Rates Well, Gets 
Censored, Skips Ad 


New York, March 9—Program'| time shows, “Father Knows Best” 
news highlight of the week in ty and the Danny Thomas show, sur- ter Winchell 
was Jack Paar’s return to his du- | passed him. The Paar show usually | : 


e 1. Chalked up one of his best 
ratings ever. The-overnight seven- 
city Arbitrons gave him an aver- 
age rating of 24.5 and a 64% share 
of audience. Mr. 
been a big hit in the past despite 
limited ratings a 
can pull, started with a most im- 
pressive rating for the first half 


hour—32.5. The average went|time lost. 
down later as viewers left their 
sets for bed. But Mr. Paar’s aver- 
age was good enough to make his 
the third highest rated program 
for the evening; only two prime 


e 3. Was censored again—but this 
time with his prior knowledge and 
acquiescence. The technicians 
faded 10 words from the tape that 
came as Mr. Paar was continuing 
his verbal blast at columnist Wal- 


averages in the vicinity of 11 to|e 4. Resumed his feud with a 


The temperamental, outspoken|12, though the .figure also sky- |rather large segment of the press 
performer came back Monday, aft-| rocketed the night he walked out.|—notably the Hearst newspapers 
er an unscheduled three-week va-| The walkout and the return aver- and several of their by-liners. 
cation following a battle with net- 
work censors over a blue-pencilec 
joke about a water closet. 

Completely unsubdued by his 
brief trip to the Far East, Mr. Paar 


| age were about the same. |e 5. Denied that he or anybody 


|e 2. Missed a commercial for the | on his show, to his knowledge, had 
|second time since the show start- | ever taken payola of any sort. This 
ed. The only other time the split) denial came as a result of ques- 
second timing was off enough to/| tions raised by the press about the 
black out a commercial was when | circumstances surrounding a piece 
Errol Flynn was on the program.| of property Mr. Paar has bought 
Monday night it was a Warner in Florida. + 

Lambert minute film for lipstick 
that didn’t make it. The network 
will try to squeeze Warner Lam- 
bert in with another availability 
that will satisfy the client. If no 
acceptable spot can be found, the 
advertiser will get a credit for the 


Booth Joins Goodman as VP 


“director of Bozell & Jacobs, Balti- 
more, to join the Robert Good- 
man Agency, Baltimore, as vp and 
director of marketing. 


Zsuareve 


m% . } 
¥ TACOMA 


: we 
ise Planning-a.\ 


f paar omotion.dn the MS 
/ Pacific Northwest? | 


THEN HEAR THIS! 


. Plan it. to realize the full profit potential of 
the growing Puget Sound Country. 


Remember: from the distribution stand- 
point, you'll be covéring..both Seattle and 
Tacoma. Nin@ times out of ten, the same 
salesefétce, the same merchandising effort, 
"the same promotion push, will be directed to 

outlets in both major Puget Sound metro- 
politan areas at the same time. 


BUT—the vital extra profit potential rep- 
resented by Tacoma won’t be realized unless 


jae 


customers are covered, t00. «fi ” 


That means the Taééma News -Tribune 
must be on your®A” schedule. 


& 
* 


No.ouitside paper—no combination of out- 
Ride papers—gives adequate coverage in 
‘Tacoma. : ® 


Ree. a 


So, always, every time— 
THINK TWICE ABOUT TACOMA 


SEATTLE 
‘© TAZOMA 


First, as a market that demands complete 
local coverage. 
Second, as a market covered only by the 


Tacoma News Tribune . . . now delivering 
more than 85,000 daily. 


Ask the man from SAWYER-FERGUSON-WALKER and get the facts 


| today. 


Arthur Booth has resigned as|. 
ing a talk before the local chapter 


| competing product. 


|cannot completely police advertis- 


|if we did, that would be too many 


vertising towards assuming re- 
| sponsibility 
| self-policing the industry.” 


|= Mr. Kintner said the FTC needs | 
|no additional laws to do its work| ingly, perhaps not as often as we 
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Few. toe. 640 recer 


Kininer Sees TV cash ror your TESTIMONIAL 
Ads Getting More )7 
Creative, Truthful 


for Skippy Peanut Butter 


Chairman Says FTC | 
‘Strenuously Opposes’ 
Pp [_ = vou sar? 

Pre-Censorship of Ads 

PHILADELPHIA, March 9—There —— 
has been a material improvement “SKIPPY oa ae 
in advertising recently, notably tv = 
advertising, as far as creativity | 


and truthfulness are concerned, 
Earl W. Kintner, Federal Trade | 
Commission chairman, said here | SELF-ENDORSEMENT—C ontinuing its 
| unconventional testimonial adver- 
tising, Skippy peanut butter is of- 
| fering 11¢ “cash money” for reader 
|endorsements in this ad which 
breaks in Life, March 28, April 
|Reader’s Digest and 39 Sunday 
| supplements starting April 3. 
Guild, Bascom & Bonfigli is the 
Skippy agency. 


At a press conference preced- 


of the Federal Bar Assn., Mr 
Kintner said tv advertising has 
recently become more creative, 
and more attention is being paid 
to truthfulness of comparative 
‘laims. More and more advertisers, 
he said, are requiring an affidavit) 
form from testing laboratories for 
claims, particularly in areas where 
advertising tends to disparage a 


its broadcasting or printing, be- 
|cause it is “physically far beyond 
| our capacity and also it would im- 
pose an unnecessary and frighten- 
| ing burden on industry.” 


The Federal Trade Commission 


ing by itself, he said, because “we 
don’t have enough cops, and even| s “We are also hearing talk that 
the commission should be given 
| wide injunctive power to halt im- 
|proper advertising before it can 
|do its damage. We already have 
| this power if the advertising deals 
with foods, drugs, cosmetics, health 
and | devices, or flammable fabrics un- 
| der circumstances specified by the 
| laws. 
“We have used the power spar- 


and we’d have a police state.” The 
commission, he said, has been 
“heartened by the response of 
business men and leaders of ad- 


of regulating 


“Each new law whittles freedom | should have. However, I can say 
down just that much—both in-| with assurance that the commis- 
dividual freedom and_ business | sion’s injunctive weapon in the 
freedom.” What it wants is the} field of advertising as now author- 
cooperation of advertisers, agen-| ized by law is readied for instant 
cies and media, as well as self- | use wherever appropriate. 
discipline, he said. “It is obviously too early to 
As regards media, he said, “I| predict what the Congress is going 
hope we never have to make) to request the FTC to do, but I 
broadcasters, newspapers, periodi- | would be very much surprised if 
cals and all other types of media, | intensified law enforcement won't 
parties to complaints,” mainly to} pe demanded at every turn.” # 
keep these media as free of) 
“shackles” as is possible. |Coleman to Leslie Advertising 
The FTC chairman said the) Ardelle Coleman, formerly with 
commission ‘strenuously opposes” | Calkins & Holden Advertising, has 
suggestions that it be given power | joined Leslie Advertising, Green- 
to clear advertising in advance of | ville, S. C., as a copywriter. 


Would you 


settle for a 
* 242% sALes INCREASE 


in 1960? 


That’s what a famous manufacturer achieved —a big 
242% increase in sales to America’s Newest Families 
when he sampled his product through BRIDAL-PAX. 


| BRIDAL-PAX is a new idea in sampling. Non-competing 
products are packaged in an attractive kit. They’re pre- 
sented with the manufacturers’ best wishes to more than 
500,000 new brides and grooms just when they are decid- 
ing their brand preferences for a lifetime. 


If you want to increase your sales for years to come, use 


| BRIDAL-PAX in 1960! 


An inexpensive Test Program can be 
tailored for your product in any area 
you wish. Phone or write to 


BRIDAL- PAX inc 


Controlled Product Sampling 
25 Hempstead Gardens Drive 
West Hempstead, L. I., N. Y. 


| *Fact Finders, Inc. 


IV 5-0660 
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What do 
top food retailers 
like these 
think about your 
advertising schedule? 


“May I pay my respects to the super-magazine of this nation, THIS 
WEEK Magazine, which packs a real sales wallop for those products 
regularly advertised. THIS WEEK Magazine really moves the goods.” 


Read what they say about products 
advertised in THIS WEEK Magazine 


A. D. DAVIS 
President, Winn-Dixie Stores, Inc., Jacksonville, Florida. 


494 stores. $621,291,434 annual volume. 


‘We believe that THIS WEEK in local Sunday papers gives advertisers “The effectiveness of THIS WEEK as an instrumentality for pre-sell- 
the unique and effective combination of the prestige of national ing goods is something we at Von’s have noted for many years. We 
advertising with the strong reader impact of the local papers in which are aware of the impact of THIS WEEK and its continuing influence 
it enters the homes of food buyers in our territory.” week after week in the movement of goods through our stores.” 


T. G. HARRISON —— T. A. Von Der AHE 
Chairman, Super Valu Stores, Inc., Hopkins, Minnesota. ———Saeaee ) Vice-President, Von’s Grocery Co., Los Angeles, Calif. 
602 stores. $330,000,000 annual volume. = 27 stores. $94,485,992 annual volume. 


To move goods fastest... 


BUY THE BIG ONE! 


CIRCULATION MORE THAN 


13,000,000 
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Merrill Lynch Ad 
Budget for ‘60 
Hits $1,800,000 


Big Broker Had More 
Than 20% of Big Board's 
Odd Lot Sales Last Year 


New York, March 10—The pro-| 


motional efforts of Merrill Lynch, 
Pierce, Fenner & Smith in news- | 


,in four years. 


jactions. It has 450,000 active ac- 


These are some of the highlights| counts. It has 129 offices in 110 
of Merrill Lynch’s annual report.| cities, expects to open five more 


The giant broker (in 1959 its share 
of New York Stock Exchange vol- 
ume was 20.6% of odd lot volume, 
13.2% of round lot volume—both 
slightly lower than 1958, but sub- 
stantially higher than the postwar 
average) had income from opera- 
tions of $136,080,000 (up 35%) and 
a net of $17,102,000 (or a neat 
12.5% of all income). 


® Each working day during the 
year it opened about 1,000 new ac- 


| counts—about 250,000 in all. 


It now has 1,850 “account execu- 


papers and magazines will be in-| tives” and 5,450 other e: nployes. In 


creased by nearly 50%—to $1,800,- 
000—and its “educational efforts” 


(1960 it will have 300 people in its 


training program: About 250 young 


by about one third—to $1,000,000. college graduates will go through 


Some examples of educational 
services: 


its account executive training 


Four short movies on in-| school this year; another 25 will 


vestments which 345,000 men and|be trained in local offices and an- 
women saw last year; the invest-| other 25 will be in the 21-month 
ment information center in Grand junior executive training program. 


Central Station, in New York, 


During the year it completed | 


| statement, 


|this year—an additional office in 


Manhattan, one in Rochester, a sec- 

ond office for Houston and new of- 

fices in Montreal and Hong Kong. 
Its fortnightly “Investor’s Read- 


jer” reached a peak circulation of | 


190,000. 

Merrill Lynch has worked hard 
on the stock exchange’s Monthly 
Investment Plan (MIP) and con- 


96,000 in operation. 


s Its number of transactions make 


it the largest brokerage house on| 


“the Street”; it is the fifth biggest 
underwriter ‘of corporate securities 
in the world and the largest com- 
mission broker in commodity fu- 
tures. 

The company was the first brok- 


tising made good sense for a brok- 
erage company. The record bears 
him out. 


As reported earlier, 1960 will 


\find Merrill Lynch spending $1,- 


800,000 in newspaper and magazine 
advertising. In 1957 it spent $1,- 
000,000; in 1954 it was $720,000; 
in 1941 about $500,000. 

Albert Frank-Guenther Law is 
the broker’s agency. + 


Hudson Appoints Curtis 
sequently now has 54,000 of the| 


erage house to issue a financial | 


and it was the late 
|Charles Merrill’s notion that a fi- 
nancial statement, taking Wall St. 


which has drawn 6,000,000 people | more than 4,000,000 separate trans- |to Main St., and plenty of adver- 


Hudson Publishing Co., Los Al- 
tos, Cal., has appointed Jim E. 
Curtis sales promotion and re- 
search manager of Building Prod- 
ucts and Building Products Dealer. 
Mr. Curtis was formerly in the 
advertising department of Better 
Homes & Gardens. 


Peck Opens Offices 

George L. Peck has opened his 
own agency, Peck Advertising 
Agency, with offices at 152 Bar- 
rett St., Schenectady. Mr. Peck was 
formerly an associate in Robert 
C. Russell Inc. 


AND HOW 


Telling the story of how a company got its growth can be difficult 
at best. It can also be a time consumer. And how can you be sure 
you tell it most effectively to precisely the right audience? There 
is a way, successful advertisers and agencies are finding, thanks 
to the professional help of The Jam Handy Organization. 


The Columbia Gas System did it dramatically and compellingly 
with a recent Jam Handy production “These Are My People.” 
With live action and animation, this color motion picture intro- 


IT GREW! 


duces widely different groups to the small blue natural gas 
flame, shows how gas is discovered, how it gets from the well to 
the consumer and what it does for him. 


If you have a message you want to put across vividly—whether 
it’s the story of a company and how it grew, the development 
of a new product or a story to be explained in detail to trainees— 
we'd like to help. For information on our production facilities, 
our experience and prices that are right, call 


7é AM HANDY Onpanigélion 


NOTHING SELLS PRODUCTS AND IDEAS LIKE IDEAS 


MOTION PICTURES ¢ DRAMATIZATIONS + PRESENTATIONS e@ VISUALIZATIONS © SLIDEFILMS e« TRAINING ASSISTANCE 


CALL 


NEW YORK, JUdson 2-4060 


HOLLYWOOD, Hollywood 3-2321 


DETROIT, TRinity 5-2450 


2 pte 


DAYTON, ENterprise 6289 PITTSBURGH, ZEnith 0143 


CHICAGO, STate 2-675) 


Advertising Age, March 14, 1960 


Pleture yourself in the cool comfort of 2 Genera! Motors Air Conditioned Car’ 


we er freee shat cee sak whoring, tos mg eens 
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MIRAGE?—This page will be run by 
General Motors’ Harrison radiator 
division in the April 4 issue of 
Time and the April 25 Newsweek. 


GM Unit's Polar 
Bear Backs Auto 
Air Conditioning 


Lockport, N. Y., March 8—Har- 
rison Radiator division of General 
Motors, which makes the air con- 
ditioning units for all GM cars, 
started experimenting with a polar 
bear motif more than a year ago, 
first using a live bear. The real 
article, however, proved too lively 
for posed photographs, so Harrison 
went to Robert Mattey, special ef- 
fects technician for Walt Disney 
Studios, who created a full-size 
live-appearing animal. 

The new mascot is now being 
used in a series of magazine and 
newspaper ads which will appear 
through the 1960 season. The 
newspaper schedule calls for seven 
| b&w ads to be run in 72 major 
markets where car air conditioning 
| has a heavy appeal. 


® The bear has been photographed 
in such famous places as the Des- 


ert Inn and Romanoff’s, both at 
Palm Springs. Plans are now being 
made to take him abroad to Egypt 
and other famed hot weather spots, 
for work on Harrison’s 1961 cam- 
paign. 


= Cost of the bear was in the 
neighborhood of $5,000. It was 
made from the hide of a Norwe- 
gian polar bear, which was mount- 
ed over an aluminum skeleton. It 
weighs 120 lbs. (a live polar may 
weigh ten times as much). The 
skin has been filled out with plas- 
tic and foam rubber, and ball-joint 
construction has been used in the 
neck and legs to permit posing the 
animal in a wide variety of atti- 
tudes. 

D. P. Brother & Co. is the Har- 
rison division’s agency. + 
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If there’s a bounce to our stride and a little smile playing upon 
our lips these days, we’ve got our reasons. Alfred Politz has given 
us the first Ad Page Exposure* study on all the magazines in our 
field — and The Saturday Evening Post has emerged victorious. 

Magazines X and Y (often referred to as Life and Look) should 
feel proud, too, as they swing along just behind us. The new study 
‘shows that one insertion in the Post, Look and Life gives you more 
than 91 million exposures to your ad page... at less that $1.00 per 
thousand! (And these figures are yours before the show, not after. ) 

We've got statistics galore worth crowing and raven** about. 
But the big thing to remember is that the Post is number one in 
all three significant categories: (1) the reach of your ad page, 
measured in total Ad Page Exposures (30,861,000 exposures per 
issue!) ; (2) the frequency of exposure to the individual reader; 


(3) the response of better customers to your ad page, as shown by 
repeat exposures among larger families in $4,000-and-higher house- 
holds. 

All of which makes possible this prize-winning statement, suit- 
able for framing: The Saturday Evening Post is your number-one 
buy... for reach, frequency and response! 


A CURTIS MAGAZINE 


*Affectionately called APX by 
initiates, this measure goes be- 
yond ABC and audience... tells 
how many reader exposures your 
ad page gets. 


The Saturday Evening 


**Drop us a card for a bird’s-eye THE INFLUENTIALS’ MAGAZINE 


view of the new Politz study. 


~ ‘ae */ 4 
Be F 
| Ny , ” 
C | oa (OMS i 
: 4 | ae 
, eo —_— $ ae 
‘ _ | a 
zt a 
° 4 
Q cy . JE. Oo ‘4 : 
| 19) : 
aa 
VON | 
‘9 \ . : 
| be eae 
p_Y. ras 
og 3 
: ’ iPlay. oe 
\ * FP mm -_—|! a 
a : 
> —— * zs 
4 ‘ i . : Sa | | 
i J > - 
‘ f % 
, | 
a ee 
3 
* 
oat 
ee 
cai aod vn ; a 
ee ea lesa ee Scene al Pag rer i a ear —— ia Peeln a aa id re ee i Naat tas ve a ck a a aici : 


Lae~S Eww, 


Ps 


aa 6S 


Pies 
isct, 
| ae AWAY, 
ITIL as : 
| (({ r=. ( \ KOA 
a UNI ~ i\ bx ; 
= a rw 
om , KO) y 
> SFNllliti Be ep _l 
: ~ lee WOT ~ Wa ai W// \ 
most CSL NWA KERNS ase) \ 
m ah ae NENA os % at 
oe + * 4 l Wir x ra a TATA\ 
: * 7 ~ 
 F - 7S Y oI 2 p 
E U Crair a A 
e OG) (a8\ 
os © : YIN us wnaBn 
as 5 yal . QA 
= An - \ py 
“ald 3 7S Rh 6 eS OG y 
a eae rp THY ¢ ©> LZ 
ne i Y 7, at, FoF r 
ie ; Sto 2 wy 
| eo ' \e (ty | 
ae, OY d . 
| NY, A i: f/ 
2 ia ; ' oon & | 
Mm Wig AS ob ‘ AN soe TA 
| iZy ae | 
— ay AS pe 
sigs TA ee 
a % RO > vA 
7 + bat] ¢ 
can 
. Le 
. ere a a ee a eee 
ee es RS oe ae ak a A rs ee es aaae ae - ic 
ee ers ae aoa es. CRIA ok 3 ee eee Sas ues 
ee. ok A cee aS ee 


G 


Media's Law: 


To a ski merchant the pulling 
power of an advertising 
medium is equal to the number 
of skis sold. 


To media men, pulling power 
is influenced by several 
inter-related factors. 


The law or formula looks 
like this: 


Pulling Power 
Circulation Volume 
stsaceten Viale 
Reader Cuibitines 


The larger measure of 

these ingredients in the Chicago 
Tribune accounts for 

the greater results produced 

for advertisers. 


The Chicago Tribune, with 

a circulation 1% times that 

of any other Chicago newspaper,- 
out-pulls the other papers 

by at least 3 to 1 and as 

much as 15 to 1. 


More Chicago families 

read the Tribune than the top 
five weekly magazines 
combined; more than six times 
as many Chicagoans turn 

its pages as turn on the average 
evening TV show! 
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inauguration of 
Zenith's Pay TV 


Test Draws Near 


Wright Tells of 33% 
Sales Increase, 37% 
Profit Gain in 1959 


New York, March 9—U. S. 
broadcasters closely watching the 
auspicious debut of pay tv in 


Canada were tapped on their col- | 


lective shoulder yesterday by Jo- 


seph Wright, president of Zenith ae 


Radio Corp., who reminded them 
that Zenith hopes to begin its own | 
pay tv tests in this country soon. | 


Mr. Wright, in addressing the | 


operation to the Federal Commu-| 
nications Commission within the | 
next few weeks. 

“We have concluded preliminary 
negotiations with another large) 


ested in going forward with us in 
subscription television on a broad 
basis,” he said. He did not identify 
the company. 

The initial Zenith operation will 
take place “in one of the impor- 
tant markets of the country,” he| 
said, but again declined to elab- 
orate. 

Zenith, however, reportedly has 
been talking to broadcasters in 
Hartford and Milwaukee. 


National Rates, | 


fol 


Meldrum 


Manuel 


AD GUARDIANS—Leaders in the Cleveland plan for 
New York Society of Security An-| maintaining public confidence in advertising (see 
alysts, revealed that Zenith will| Page 66) are John S. Manuel, vp, Fuller & Smith 
present details of its proposed test| @ Ross and chairman of the Cleveland chapter of 
the Four A’s; Henry T. S. Heckman, assistant di- 
rector of advertising, Republic Steel and vp, Cleve- 


land adclub; Victor H. Nyborg, New 


Assn. of Better Business Bureaus, and guest speak- 
and fine company which is inter-| eT; C. Dudley Foster, regional manager of special 


Heckman 


Mott 
Nyborg 


drum 
Four A’s, and a 


ness Bureau, and 
York, president, 
Co. of Ohio, and 
Business Bureau. 


Collacott 


Marshall A. Mott, president, Cleveland Better Busi- 


H. Collacott, public relations director, Standard Oil 


Advertising Age, March 14, 1960 


a5) uppers Rural Market for 


Appliances Seen 
at 1,500,000 Units 


WasSHINGTON, March 10—The 
rural market for electric appli- 
ances may run between 1,500,000 
and 4,000,000 units in 1960, accord- 
ing to a survey by the National 
Rural Electric Cooperative Assn. 

Counting prospects who ex- 
pressed any interest at all in pur- 
chasing electric appliances this 
year, the association figures the 
value of the market might hit $1 
billion or more. 


ca cd 
iia 


es 


Foster |@ The survey concerned 20 com- 


products, General Electric, and president, Cleveland | monly-used appliances, and was 
adclub; Andrew B. Meldrum, general manager, Mel-|™ade among the 4,200,000 homes 
& Fewsmith, 


national served by 957 locally-owned rural 
.|electric systems belonging to the 
’| association. 


: In listing the number of rural 
trustee, Cleveland adclub; Robert) .jectric co-op members who “ex- 


secretary-treasurer, 
trustee of the Cleveland adclub 


pressed an interest” in buying an 
appliance in 1960, the association 
divided them into three categories: 
“Don’t know,” “possibly” and “def- 


board chairman, Cleveland Better 


Equalize Local, — 


Lunn Tells Dailies 


New York, March 10—Newspa- 


effective.” 
Today, however,. the difference | 


in coverage for either local or na-| ‘Vogue’ to Push Self 


tional advertisers differs | 
little, if at all,” Mr. Lunn said. He| 


cited downtown department stores | 


| and large retail chain stores as ex- | 


amples of the modern local ad-| 
vertiser. 


# He charged that large corporate 


‘Dayton Utility Uses 


initely.” The following table lists 
only the latter two categories: 


pers should eliminate the “anach- 
ronistic and antiquated” rate 
, differential between local and na- 
ronto suburb by International Tel- | tional advertisers, James F. Lunn, 


emeter Co. and Famous Players | aq and sales promotion manager of 
Canadian Corp., received a “highly | ceajtest Foods, urged today. 
favorable public response,” ac-| 


Ss ki fore the New York 
cording to Louis A. Novins, presi- peeking betore 


s The Canadian pay tv venture, 
launched two weeks ago in a To- 


Gent of Talseneter chapter of the American Assn. of 
8) 4 s 

: : N aper Representatives, Mr. 
He said the company has speed- che P 


ed up its expansion time table | 
and plans to provide service to a! 
40,000-home area in Toronto. Fur- 
ther expansion of Telemeter may | 
also extend to the U. S. this year. 

The Telemeter system is carried 
over wires to the viewer’s home; 
Zenith plans to use over-the-air | 
transmission. 

Zenith originally used leased | 
telephone wires for transmission | 
in a pay tv test in Chicago in 1951 | 
ans Games the syotem Faeh the two has grown wider over re- 
sion. It still uses this name, al- cent years 8 
though its present system, with de-| ~~, f , : 
coding devices attached to tv re-| Just because national advertis- 


, ’ 4,  |ers do not speak out often and 
ceivers, doesn’t use phone facilities. loudly on this subject does not 


|mean that they agreeably and com- 
|placently accept this anachronistic 
tine ready to enter the subscrip- | 224 most unjustified of all major 
tion tv business under new test | media rate structures. 

regulations set up by the FCC, he | Years — the retail rate made 
said the compeny favored over-| sense,” he continued. “A neighbor- 
the-air transmission because the hood store needed ad represaita- 
cost of a wire network would be | tion in newspapers but did not 


to supplement other more basic 
media plans.” 


Mr. Lunn said the cost gap between 


s Last summer, when Mr. Wright 
first stated that Zenith was get- 


Lunn warned that publishers must | 
‘act soon to provide national ad-| because “in the market place, na-/|tion: “An annual report in Vogue?” 
| vertisers with greater cost efficien-|tional brands must have a fair|The copy reads: “Yes, but what 
cy or else the “wall of indifference |chance to compete on an equal|a_ report; 
will likely grow higher as nation-| basis as far as advertising rates| knows how to talk to women. The 
al advertisers buy newspapers only | are concerned.” 


= Noting that the general rate vs.|ers with equal consideration. The | It’s a story of serving 1,000,000 
the retail rate differential is “long | antiquated distinction between lo- people in prosperous west-central | 
on precedent but short on logic,”|¢al and national advertisers should | Ohio with electricity and natural 


chains which have introduced pri- 


enjoy “preferential 


paper rate differentials. 
“In effect, national advertisers 
are forced to subsidize an impor- 


he said. This is unfair, he said, | 


Electric 

“very | Appliance Possibly Definitely 
to Women Investors a ee 243,600 —*'113,400 
Dayton, March 9—Dayton Pow- Refrigerator .......... 121,800 100,800 
er & Light Co. is advertising its an- ID cansdicntsscencan 386,400 168,000 
nual report specifically to women Water heater ........ 281,400 130,200 
in the March 15 issue of Vogue. Washing Machine .. 226,800 121,800 
The ad, a one-column b&w unit, BF shncisamnuone 247,800 126,000 
lis the first financial or public util- | Dish Washer ........ 84,000 33,600 
vate brands in direct competition |ity ad in Vogue’s history, accord-| Air Conditioning .. 231,000 71,400 
with nationally advertised brands|ing to the magazine. The utility | Nesting (house) .... 130,200 46,200 
advertising |has decided it is now “necessary | Vacuum Cleaner vs 197,400 84,000 
rates” because of existing news-|to advertise directly to women, Sewing Machine .... 218,400 58,800 
| since they make up 52%% of all EN saiccsosssteneene 289,800 79,800 

| stock owners, inherit 70% of the | Deep Fryer, Souce- 
‘estates and are beneficiaries of| Po", Dutch Oven 180,600 46,200 
tant segment of the competition,” | 80% of the life insurance.” Television ..........00 256,200 67,200 
The ad headline asks the ques- BNI tivnacaeesncnscbuniess 189,000 54,600 
ME scispscsteeentinigs 138,600 63,000 
IIEY sxssepsessomnsdont 205,800 79,800 
here’s a utility that Coffee Maker ........ 159,600 42,000 
a een 184,800 29,400 
Dayton Power & Light Co. reports | Sew --..------ 155,400 37,800 
Totals 4,128,600 1,554,000 


“The only fair and equitable|to its owners (more than half of 
basis for setting rates,” Mr. Lunn| whom are women) in a magazine 
suggested, “is to treat all advertis-| style that you will enjoy reading. 


|be eliminated over a reasonable | 8as. Send for your free copy.” The 
|period of time, with discounts al-| ad carries a coupon. 
lowed in accordance with the vol-| 


ume of advertising placed.” # 
report also are being run in Fi- 


WDSU-TV Names Cohen |nancial World, Forbes, National 

. |Geographic, Public Utilities Fort- 
St h = , 

Pc oy peace ac aged PO Wall Street Journal and 

promotion of WDSU-TV, New Or- | 

leans. Mr. Cohen joined wpsu- | /ournal-Herald 

TV in 1957 as director of sales 

promotion and merchandising. 


| Arnold Joins Leitz 


® Other coupon ads offering the 


and 


WHIO-TV and WLWD-TV. 


the two Dayton newspapers, the 
the News. 
Commercials also are scheduled 
on the two Dayton tv stations, 


The agency is Hugo Wagenseil 


The association also revealed 
that it has already collected $250,- 
000 from consumer members for its 
silver anniversary magazine ad 
campaign (AA, Feb. 22), and hopes 
to add another $50,000 to the total. 


House Unit. Votes 
to Weigh Postal 
Rate, Pay Hike 


WasHINGTON, March 10—The ad- 
ministration’s drive for a postal 
rate increase at this session of Con- 


“fantastic” (AA, June 15, 59). 

He also said at that time: “Ze- 
nith has no experience whatever 
in the entertainment field, and 
rather limited experience in broad- 


casting. So we are very much in-| 


terested in having the. participa- 


|need the entire circulation news- 
|papers could provide. Manufactur- 
jers of widely distributed brand 
merchandise, however, could count 
virtually all units of circulation as 


William H. Arnold, formerly 
| president of Luce-Reflexite Corp., 
|has joined E. Leitz Inc., New 
| York, Leica camera distributor, as 


| advertising manager. 


CHAP sTICK—J. L. 


& Associates Co., Dayton, + 
. gress gained ground today as the 


House post office and civil service 
committee decided to take up rate 
increases soon. 

| The committee voted 17-6 to 
\consider a pay raise for postal 


Mutual Signs 3 tor News Shows 

Mutual Broadcasting System, 
|New York, has signed three new 
| sponsors for participations in news 
|shows. They are Pharmaco (N. W. 


tion and cooperation of the indi- 
viduals and companies who are 
experienced in these fields.” 

In his talk yesterday, Mr. Wright 
noted that the 1951 Chicago test 
used movie films at least two 
years old, “whereas now there is 
no question but that all of the top 
great film and theatrical products 
would be available.” 


s Among other points covered by 
the Zenith president yesterday: 

e Zenith’s 1959 sales hit $260,000,- 
000 (a 33% increase over’ 1958), 
and net profits after taxes were 
$16,600,000 (37% higher than °58). 
e The company has developed a 
transistorized tv set with a 12” 
screen, but at present would have 
to sell it for $400 to make a profit. 


WTAE TED 8 LT SOCRMPWED ME TAL CONTAMMERS CUSTON S/YLED AND MARUFE™ URED By 


es JL.CLARK 


Clarke Mfg. Co. |Ayer & Son) for 52 weeks; R. T 


kicks off its 1960 
campaign with 
this color right- 
hand page plus 
adjoining left- 
hand column in 
March issues of 
Consumer Pack- 
aging and April 
Fortune. Each ad 
will feature a 
consumer brand 
for which Clark 
makes packages. | 
Howard H. Monk 
& Associates, 


Co.), 13 weeks, and H. D. Lee Co 
(Grey Advertising Agency), 
weeks. At ABC Radio, F. & M 
Schaefer Brewing Co. (Batten 


sponsor an hour variety show, “St 


at 6:30 p.m. EST. The show wil 


in 13 eastern states. 


Ronalds Names Samson VP 


the agency. 'Milling, and Ogilvie Flour Mills 


|French Co. (J. Walter Thompson | 


10 


Barton, Durstine & Osborn) will 


Patrick’s Eve in Ireland,” broad- 
cast live from Dublin on March 16 


be aired on 30 ABC radio stations 


| G. J. Samson has been named 
| vp and account supervisor of Ron- 
‘alds Advertising Agency, Toronto. 
>> |Mr. Samson was formerly with the 
Rockford, Ill., is Campbell Soup Co., Maple Leaf 


|workers. In turn, it voted 13-1 to 
*|terminate the pay hearings no lat- 
er than April 30, and to turn to 


| postal rates at that time. 


|@ Since Congress will be rushing 
|toward early adjournment, the de- 
|cision to have House hearings still 
leaves the administration a long 
|way from getting a law through. 
| The outcome apparently depends 
on whether members of Congress 
|are sufficiently interested in a pay 
|raise for postal workers to let the 
|rate increase go through, too. 

The project got an additional 
| boost today when Postmaster Gen- 
eral Arthur Summerfield met with 
the committee behind closed doors. 
He promised his plan for rate in- 
creases will be ready for the com- 
.'mittee soon. + 
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Boys spend far more time reading Boys’ Life than they do reading Life, 
Look, The Saturday Evening Post, J unior Scholastic, Senior Scholastic 

oe or Scholastic Roto. Reading time equals reader interest 
equals advertising response equals sales. Write for the new 


Gilbert “Comparison Study of the Male Youth Audiences‘of Seven Magazines.” 


BOYS’ LIFE TWO MILLION jai 


eS : 
“Ff, } 
ox J 
DD) aw \ 
a) 
rT) ‘ —_ 
x p * ’ ait 
, —. pei 
wad * ; we : “ o aes 
> - ue 
y i iy ,, ae a 
- Ppa - ee 
’ c i a % es 
\ ae - ue ’ ; ae 
‘ F aes : & 
: te Ay oa “ < oe ~ 
eae 4 Sa - ? : 
; 5: be 9, id : 3 
P Aine : . q 
_/ re au eo Te 
, eat : isa 
has oe, z bf . fea 
ai : 
at 
eer” << hi ee She be ar : 
dee Wet ene ‘ 
ee ae Le : ae eee a 
Sg Se he ae ee pt: ee - Bere 3 é 3 
Ras oY «a shor ae ‘ge ened beat = a 
‘f a iad ¢ a od i . ~ 
—_. : vast > nie 
iA =~ : — ; 
2 4 ee , 5 
x b 
‘ 4) . aga - re 
ares ik ™ : oh “peas 
ali ~ -; 4 
, ry 4 ae Pe eet + 
i Ex 4 oe Site a ma ca é ‘ 
oe gee poe Ot sees ae gee ae 3 ae 
‘ = a ee a se ig i a 4 ; om Ae be : ie 
re Big RC agin aan ae eS. a  . 4 z Rh 
eS eT asl AEM, : . z % ‘ ae sa s ‘ oP : 
: i pore wh ese ore ail f z 
’ 5 en - re " fa i 4 ne 
<1. i oe s we 23a Serr” i eS 
si a : aes ef. ee A i a es aL f * 2 ‘as ares 
rig ane 3. aa eT comer sen " ; sae 
Oe a, em, ee ° Se 
Hf agentes ko oe i me —"s meets “ ia eas y sae bs * 
tae Oy ae 0 Se ae SRS ny ae ny 
Paes e eer x wo, ‘ | id ae ; 26 meat 
: ee os ee Pe. oe ——s : , ae 
+ Sie ra " = % * ; 
= pas “iil, Wee aginks a e ! 
oe , See et | | > ' 
er ce ate ae Fs a oe . 2 i 
: eaere pp ah 4 — " ne 
. 4 . . 
™, ‘A I ns \* 
: ee: ia ag : \ 
Ni : ae a 
a Ci Be : : 
: Bg : a bea . as ae 
sais i & re oer ee . : % 
; Sie es eS: 4 a, ie as em \ P, 
fede ey a . S eng \ q ee 
Be et mee a » hae 
liom A a ; ‘ ‘ » eK 
phi a egatee term eR a i i: : ete 
aie aieiee ies ‘ . A . ~» aaa 
ae re er \ a 
a ~ & : = ’ - 
ee le 4 * - 
i a » : = 3 : 
; rings | a3 
1 oo . oe 
7 Ml \) as - 
_ / = Bee 
a, " : es 
ma 
’ ME 
4 
met ee * ; F ae 
ay TR ere ne eae RM Se ei oer races momen ee eae Meme Oe uate 2 Saye ; coe. 
ue ade ees RO One ek gies I pe re Lan ea RIE a Eee ee ee or SS ne ee : f ae 
ae Sen te RN ORC ne eee ol Reeser an Wes een ities eed 
i eh eS Pe yet a TR care ee oes eae” => a + Bao a ae 
: S, 
ame eae 
7 oa pas? aes Sona 
apenas: an Fae a eee Sime abet ee 3 


<4* Reassured 
‘Somewhat) After 
Pepsi Session 


Continued from Page 1) 

ver than one out of every 10 

of soft drinks sold; today it 

ne of every 5 cases. 
* Besides giving Coke a run for 

money, Pepsi had branched out 

to give its bottlers a full line of 
soft drinks. Teem, a lemon-lime 
drink designed to challenge Seven- 
Up, was introduced last year and 
is now sold in 40 markets. Pepsi 
this year is introducing its Patio 
line—orange, grape, root beer, gin- 
ger ale and club soda. 


e The agency—which even then 


- was preparing Pepsi ads for 1961— 


had been applauded for its role in 
Pepsi’s first national bottlers con- 
vention in six years. Some 2,000 
bottler people swarmed all over 
the Waldorf here the first week in 
February and heard Pepsi an- 
nounce a fabulous $16,000,000 ad 
budget for 1960—which sum was 
to be matched by the company’s 
540 bottling operations. 


e Pepsi’s current marketing team 
is seeded with former Kenyon & 
Eckhardt people. 


e Recent meetings between K&E 
account people and Pepsi market- 
ing men gave no hint—as close as 
48 hours before the announcement 
—that the client was sending let- 
ters to 11 agencies on March 3, 
inviting account solicitations. Some 
Pepsi employes have since said the 
move was a surprise to them, too. 

One company source said today 
the invitations were: merely part 
of a tenth-year review of all 
company operations. It is now ten 
years since the Pepsi management 
changed hands. Walter Mack 
moved out in 1950, and a Coke- 
trained crew headed by the late 
Alfred N. Steele moved in. Mr. 
Steele was boss until his death in 
1959, when Herbert L. Barnet, 
president, succeeded him as chief 
executive officer. 


= Under the Steele-Barnet admin- 


from K&E and named him vp- 
marketing services. It took away 

hilip B. Hinerfeld and named 
him vp-advertising. Last August 
Pepsi recruited Alan Pottasch, vp 
/and account exec on Pepsi Inter- 
/national, and made him director 
‘of marketing services. (Last June, 
|Joseph Lieb resigned from the 
|agency—where he had been ac- 


| count supervisor on Pepsi—to go | 


into the bottling business himself.) 

s Mr. Hinerfeld, prior to joining | 
K&E, was an executive at the old 
| Biow Co. and its successor, Biow- 
| Beirn-Toigo, which lost Pepsi to 
K&E. It was Mr. Hinerfeld who 
jearly this month announced that 
|\“invitations were being sent to a 
| group of agencies selected to meet 
|certain specifications the Pepsi- 
Cola Co. held essential.” 

These agencies, AA _ reported 
last week, included Doyle Dane 
Bernbach; Ted Bates & Co.; Young 
& Rubicam; Dancer-Fitzgerald- 
Sample; Norman, Craig & Kum- 
mel; Batten, Barton, Durstine & 
Osborn; Leo Burnett Co.; Foote, 
Cone & Belding, and Needham, 
Louis & Brorby. To this list may 
now be added Sullivan, Stauffer, 
Colwell & Bayles and Compton Ad- 
vertising. 

Last year, Pepsi-Cola United 
Bottlers Inc. (Los Angeles, Mexico 
and Puerto Rico), the largest in- 
dependent franchised bottler, 
moved from Donahue & Coe to 
Young & Rubicam. Some saw this 
as giving Y&R an edge in the 
current scrap for the parent com- 
pany’s account. Pepsi-United is 
owned by Bernard Relin, who 
also operates a public relations 
shop here. Mr. Relin’s p.r. company 
once had Pepsi-Cola as a client. 


= The $10,000,000 business now 
handled by K&E includes. the 
parent company’s Pepsi, Teem and 
Patio lines; Metropolitan Bottling 
Co. (Jersey City, Long Island City, 
New Brunswick, Pittsburgh and 
Teterboro); Metropolitan Bottling 
Co., Boston; Pepsi-Cola Bottlers of 
St. Louis; Pepsi-Cola General Bot- 
tlers (Chicago, Des Moines, Louis- 
ville, North Kansas City) and 
Pepsi-Cola Co, of Canada. # 


Robert Harris Joins 


istration, Pepsi created what Mr. Allen B. Wrisley as 


Steele called “the hottest market- 
ing organization in the U.S.” Pepsi 


sales and profits soared, and prog- 
ress was always measured against 


a 1949-’50 base. 


VP, Marketing Head 


CuHiIcaco, March 10—In an agen- 
cy-to-client move, Robert N. Har- 


Kenyon & Eckhardt snared Pepsi | TiS today joined Allen B. Wrisley 


on April 1, 


1956, when it suc-|C®- here, a subsidiary of Purex 


ceeded Biow-Beirn-Toigo on the |C°rP-, South Gate, Cal., as vp and 
then-$6,000,000 account. In 1958, | director of marketing, a new post. 


AA reported in its rundown on 


Mr. Harris has been with Ed- 


the nat‘on’s 100 leading advertis- | W@™ H. Weiss & Co., one of the 


ers, the company spent a total of 
$13,723,000 on promotion—a figure | 
that included $9,230,000 in meas- 


ured media. 


When Pepsi bounced into K&E 
the agency re- 


four years ago, 


| Homes & Gardens will publish a 


signed the $1,500,000 Welch grape |= 


juice account. It told AA then that 
the resignation stemmed from its 
concern that Pepsi and Welch | 
would be competitive. 


® K&E won Pepsi in a final dash 
involving three agencies. K&E 
was tapped, a Pepsi spokesman 
Said then, because “it is one of the | 
top five agencies; it is good, crea- | 
tive, brilliant, but most import- 
antly, it has the best regional setup 
of offices.” 


sentation, it developed. And it 
suggested no campaign ideas, nor 
was any speculative angle pur- 


by Thomas D’Arcy Brophy, board | 


committee head, and William B. | 
Lewis, president, who “just told | 


In the past 


Purex agencies, for the past five 
K&E had made no formal pre- | years as vp and account supervisor 


on Purex. Before joining Weiss, he 
was with Toni Co. for 16 years (AA, Feb. 16, 59). # 
sued. The presentation was made Setanta ye Bae se Toni. 
A cousin of R. Neison W. Harris, KYA Names Martin 
chairman; Dwight Mills, executive | and Irving R. Harris, brothers who 
founded and until several years|ed to head the creative services 
ago were president and exec vp,| department of KYA, San Francis- 
Pepsi about Kenyon & Eckhardt.” | respectively, of Toni, now a divi-|co, succeeding George Goldman. 
year or more aj|sion of Gillette Co., Mr. Harris| Before joining KYA, Mr. Martin 
number of K&E men have left the |made a client-to-agency move |headed the merchandising-promo- 
agency to join the client. Late in|when he left Toni to join Weiss,|tion department of WYDE, Bir- 
1958, Pepsi hired John J. Soughan' then one of Toni’s agencies. # 


Marathon Super V Gasofitie covers digtdince like a, fi 


Varathon goes farther to make friends 
DEPARTURE—Ohio Oil Co., Findlay, 
O., eschews gas pumps, etc., in its 
new ad drive for Marathon Super- 
M gasoline. Newspapers, The Sat- 
urday Evening Post, radio and out- 
door will be used in the company’s 
marketing area: Illinois, Indiana, 
Kentucky, Michigan, Ohio and 
Wisconsin. N. W. Ayer & Son, 
Philadelphia, is the agency. 


Midas Says It Ends 
Guarantee Claims 
Hit in FTC Plaint 


WASHINGTON, March 10—The 
Federal Trade Commission has is- 
sued a complaint against Midas 
Inc., auto muffler manufacturer, 
charging that limitations in its 
guarantee are not explained in its 
ads. 

Midas guarantees its muffler | 
“for the life of the car.” The FTC | 
said ads should also point out that 
the guarantee applies only so long 
as the car is owned by the person 
who bought the muffler, and that 
when the muffler is replaced un- 
der the guarantee, the labor cost 
is charged (usually $3 to $4, the 
company said). 

Under FTC rules Midas has un- 
til March 25 to file a reply. 


# In Chicago, David Silbert, attor- 
ney for Midas, who revealed the 
nature of the FTC complaint, told 
ADVERTISING AGE that ads had al- 
ready been changed to include the 
proviso concerning ownership of 
the car. He said Midas and its 
agency (Edward H. Weiss & Co.) 
planned to disclose the labor cost 
charge in future ads. + 


‘Better Homes’ Sets 
Southern Edition, to 
Start with June Issue 


Des MorINes, March 9—Better 


'southern edition for 12 southern 
| states, effective with the June is- 
sue. 
|| It will be the same as the na- 
|| tional edition, plus a unit of ad- 
|vertising and southern editorial 
| pages, according to Karyl Van, vp 
|and director of advertising. 
| Advertising rates will be based 
/on a circulation of 750,000. A one- 
time b&w page will cost $4,350. 
The southern edition will cover 
Alabama, Arkansas, Florida, Geor- 
gia, Louisiana, Mississippi, North 
Carolina, South Carolina, Okla- 
homa, Tennessee, Texas and Vir- 
ginia. 
BH&G initiated a western edi- 
tion last May for 13 western states 


Danny Martin has been appoint- 


»\|time in March, April and May— 


Goodrich Trims | 
Magazine List, | 
Adds Newspapers 


(Continued from Page 2) 
tober, November and December. 
For 1960, Goodrich will again 
sponsor the CBS program—this 


and will concentrate its magazine 
effort in eight publications, run- 
ning a total of 209 pages in Better 
Homes & Gardens (12 pages), 
Business Week (36), Farm Journal 
(17), Look (33), Newsweek (27), 
Progressive Farmer (17), The Sat- 
urday Evening Post (36) and Time 
(31). Newspaper advertising again 
includes “at least ten” national 
tire ads, but the list has been 
extended to 239 markets. 


# The shift in Goodrich advertis- 
ing policy is the result of a re- 
alignment last fall in the com- 
pany’s advertising and agency 
setup. 

In September, 1959, the com- 
pany “re-grouped” national ad- 
vertising of its nine divisions 
(marketing everything from tires 
to ice buckets) into four product 
groups: Corporate, tire, home 
products and commercial and in- 
dustrial (AA, Sept. 28, 59). At the 
same time, Goodrich shifted re- 
sponsibility for national advertis- 
ing from the individual divisions 
to a new corporate advertising 
department, headed by Don C. 
Miller, vp of marketing. 

In line with the changeover, 
Goodrich realigned its - agency 
setup, adding Foote, Cone & Beld- 
ing to handle its home and family 
product group while dropping 
McCann-Erickson and Cunning- 
ham & Walsh, both effective Dec. 
31. 

Batten, Barton, Durstine & Os- 
born, which handled passenger 
tire advertising for Goodrich, was 
given the additional assignment of 
Goodrich international division 
advertising, and Griswold-Eshle- 
man, also a Goodrich agency, was 
assigned the company’s industrial 
and commercial products. Gris- 
wold-Eshleman also took over the 
company’s aviation products ac- 
count from BBDO. 


= Goodrich currently has three 
campaigns running in magazines, 
with a fourth scheduled to break 
in April. 

A corporate campaign (“B. F. 
Goodrich gets into almost every- 
body’s act”) broke March 5 in 
Business Week, with a _ second 


color spread scheduled in the 
March 21 issue of Newsweek. 
BBDO and  Griswold-Eshleman 


are the agencies. 
A home and family products 
campaign, via Foote, Cone & Beld- 
ing, broke with a color spread in 
the March 12 issue of The Satur- 
day Evening Post, using the theme, 
“The good rich life begins at 
home.” Spreads are also scheduled 
in April issues of Better Homes & 
Gardens and Look. 
A Goodrich tire campaign, via 
BBDO, will break with a color 
spread in the March 26 issue of the 
Post, with other spreads scheduled 
in Farm Journal, Look and Pro- 
gressive Farmer. Tire ads _ will 
also appear in newspapers in 200 
markets. 
A second tire campaign, plug- 
ging three Goodrich tires for three 


schedule. BBDO is the agency, 


NBC-TV Names McHugh 


types of drivers (“Thruway, Just- 
Around-Town and Regular’’), will 
break April 9 using the same 


Corporate advertising for Goodrich 
is also “coordinated” by BBDO. # 


Richard N. McHugh, previously 
manager of financial evaluation at 
NBC-TV, New York, has been ap- 
pointed manager of special pro- 
gram sales. He replaced Morris|ager of advertising and sales pro- 


Advertising Age, March 14, 1960 


Lever 59 Sales 
Hit $409,000,000; 
Profit Grew 50% 


Marketer's Report to 
Employes Calls Net of 
$15,000,000 Inadequate 


New York, March 10—Lever 
Bros. sales and profits set records 
for the third year in a row in 1959, 
according to the company’s infor- 
mal report to employes, released 
this week. 

A closely held corporation, Lev- 
er does not publish an annual re- 
port, but in recent years it has 
made public an annual report to 
its 7,500 employes. 

Sales rose to $409,600,000, a 7% 
increase over 1958 volume, and net 
profits increased 50%, to $15,200,- 
000. The company paid $3,276,827 
into the employe profit sharing 
plan, an 81% increase over 1958. 
New products continued to play 
an important role in sales volume, 
“although less so than in previous 
years,’ Lever reported. During the 
year Handy Andy and Praise beau- 
ty bar reached national distribu- 
tion. A new cream-enriched Lux 
soap was marketed, as well as a 
white Lifebuoy deodorant bar. A 
pink formula was added to Lux 
liquid, two new flavors to Lucky 
Whip, and the Dinner-Redy busi- 
ness was acquired. 


s Reviewing the past ten years, 
the report comments frankly: 

“For the five years, 1950 through 
1954, our company virtually stood 
still. Sales volume was almost 
static over this five-year period, 
increasing only $20,000,000, or less 
than 10%. During that same five- 
year period, our company lost mon- 
ey three of the five years, and in 
fact incurred a slight loss over the 
period as a whole.” 

During: the second five-year pe- 
riod from 1955 to 1959, sales went 
from $249,700,000 in 1955 to $409,- 
600,000 last year, an increase of 
64%, and profits amounted to 
more than $40,000,000; for the past 
three years they were $6,000,000, 
$10,000,000 and $15,000,000. 


s Commenting that profits must 
be about 5% of sales “if you want 
to stay among the leaders,” the 
report went on to say: 

“Looked at in this way we must 
recognize that our 1959 earnings 
(3.7% of sales) were still consid- 
erably short of our goal. While 
they represented a distinct im- 
provement over the 2.7% of sales 
earned in 1958, they were actually 
a little less than we had hoped 
for—and planned for—in 1959, 
when we had hoped to take a 
slightly longer step toward our 
basic goal. So, while an increase 
of over $5,000,000 in our annual 
profits is a 50% increase over 
1958, we still face a substantial 
challenge. 

“We should recognize another 
fact. It is unlikely that we will 
continue to enjoy increases in our 
profits such as the 50% increase 
in 1959 or the 71% increase in the 
prior year. It is an old axiom in 
football that it is harder to get 
yardage inside the 15-yard line. 
The same is true here. As we ap- 
proach our desired target more 
closely, it will require just as 
much—or more—effort to achieve 
equally important but less spec- 
tacular gains.” # 


Adams Joins Gerdts 

Frederick W. M. Adams has 
joined H. J. Gerdts Advertising, 
New York, as. account executive. 
He was formerly assistant man- 


mingham. 


director of domestic enterprises. 


Rittenberg, who was named NBC’s| motion for the plastics division of 


| Monsanto Chemical Co. 


4 ees 
eee ie oll 
3 a wg a cat 
x ' 
e wee = 
© ff ua 
— “+4 @ 
f ‘ os = , 2 $ add 4 
com fe* : Oz, = 
bre sa mo 
eae ," FFF 
ere bewere 
ee - | . 
(eee on | 
Po a a a 1, 
sats See x .¢ " we % 
ea i 
Re Nl Bh ’ . * * 
baie » ; al . , ne 
sia’ «SD ag? aears 
Rs 
ale: 
Me nie. 
* | 
say Po ee 
‘ eo 
bas ee irs 
se 
sper le 
= aie) aad 
Sioa 
: A F so 
ae 
Loa. 
at es | 
r Po 
Bet distal: BO ee 
say ci | | 
es a am } | 
eae: 
ae } 
ey : 
BUREN 
i . . e a Boas hs 7“ 
4g mS 
Senne = 
‘eee = oe 
i Aas if ; 
Pesca.” 
ane pe ; 
alia 
= 
ae a 
Sgr aE 
Re 4 
Te 
Pee ” % i 
Rs a ~ 5 " vs net J 
coy ace 4 Po ‘ 
MONE Ss ; é i 
x 
 : R 
* 
is Robert Harris 
av 
: Po 
eee 
> 
ae 
Me 
- ° 
Pay ge Ea ie Be oe ere tes veo ree Vir a nel ce ae incl ae woo ee os ee | SR aa dae) te Pana © art Bio ace ae iad ae a 
eee Net 4 A ? ee : es pe : cee ne 
: Bet eae ine 
ty et ae 
ea Sartre pe aes, Se cigs We. ha ape tL, Betsy 2) 
neal Faagentigties, Canc Se Recs ee lal tan OR rar. bol aaae . a: fees oe sz Amat ita By ee 
Se eS A ee te ay ee Se Rae: <2 a) ee ‘ <a as ET et at ee ae 7 Tee ete ead 7 aoe it Sa ees ae ee Uo SME ett nc Mees 
Seah riks We dacs eater a | Se _ ee. a, 2 es Se Be uae ee mL c= ee : :. reuse opie eee ei . fs hon aes toe 


Yow 


ngs Sass ON ra a 


PRA, Ve ae 


HOW TO MAKE AN OYSTER STEW 


Crack him on the head with a hammer. It makes him 
madder than anything. 

Or try to pry him open with a knife. He strongly 
resents this intrusion on his privacy ... and he shuts up 
tighter than ever. 

But whistle to him oyster style, and open comes his 
shell. (Of course, it takes a lot of practice, if you don’t 
happen to be another oyster. ) Sound the sound he likes 
to hear .. . and everything he has is yours. 

The common oyster is not unlike the common man... 
at least in this respect. 

Man has his own shell. A custom-made barrier of 


ae ee Wii 3 MM gee eee US 
iH es anes 


rn 


doubts and disbelief that defies communication, guards 
against intrusion, protects his personality. 

Try to hammer through . . . and the barrier closes 
tight. But talk his inner language and the shell dissolves 
away. 

This is what we're about at McCann-Erickson. Learn- 
ing all we can about the inner workings of the indi- 
vidual. Talking with and listening to him—to discover 
the quickest, surest ways to appeal to his entire per- 
sonality. It is this mutual communicative process that 
we at McCann call The Personal Approach. 


MCCANN-ERICKSON, INC. e@ THE PERSONAL APPROACH 
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|... $15 billion market 
easy to find, 
, to define, to sell 


The overwhelming majority of all educational building components 
and educational tools and materials is bought by the $15 billion 
public school market! Ninety per cent of the buying power in this 
market is concentrated in 8000 school districts having more than 
600 enrollment each (only 15% of the total districts). Each of these 
local governments (for a public school district is a government) is 
known and located by the U.S. Office of Education. 

Of the nearly 2 million people in U.S. public school education, 
the BUYERS for 90% of the market are in the administrative offices 
of these 8000 basic administrative units—chief administrative ofh- 
cers, administrative and business staff members. 

It’s easy and economical to reach, influence and sell the BUYERS 
through Tue Nation’s Scuoots—the only magazine of school ad- 
ministration that directs its sole editorial attention to their education- 
business interests, delivers the greatest paid audience among BUY- 
ERS, and, of course, carries more advertising of school products 
than any other combination of two magazines! TO REACH, IN- 
FLUENCE AND SELL the public school market you need the one 
magazine that concentrates and specializes in this target audience 
of BUYERS—the magazine that is wanted by more SELLERS be- 
cause it’s wanted by more BUYERS. 


Here’s the 1959 advertising record (in pages) : 


bs Bg ee» >. SR ae errr arene 1503 pages 
The School Executive-Educational Business......... 836 pages 
See INGE a 5 os 06 8 Or Kes een Ss 603 pages 
American School Board Journal...............-- 383 pages 


to get into the nation’s schools—get into THE NATION’S SCHOOLS! 


¢ 


college §$ “(Rez 
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in today’s $5.5-billion college market — 
to SELL you must tell the BUYERS 


Most OF THE PROBLEMS of formal education at the college and university level are 
identifiably unique and distinguishable from problems in all other sectors and echelons 
of education. The BUYERS in higher education are the business officials and their 
business staff executives-—purchasing agents, superintendents of buildings and grounds, 
directors of housing, food service, and student centers. Only CoLLEGE AND UNIVERSITY 
Business serves these interests with a highly concentrated, demonstrably effective edi- 
torial program. -1960 will be a billion-dollar college building year! 


publications of 
F.W. DODGE 
CORPORATION 


The Nation’s Schools and College and University Business 
are published by The Modern Hospital Publishing Co., Inc., 
919 North Michigan Avenue, Chicago 11, Illinois 


Schools 


High Court Ruling 
on Parke, Davis 
Hurts Fair Trade 


| Limit Cited on ‘Refuse 
to Deal’ Right; Harlan Hits 
| 


Colgate Case ‘Reversal’ 


WASHINGTON, March 8—The Su- 
preme Court decided last week that 
Parke, Davis & Co. perpetrated an 
anti-trust offense when it sought 
to negotiate an arrangement to 
stop price cutting and cut price) 
advertising by retailers and) 
wholesalers in  non-fair trade | 
areas. 


Advertising Age, March 14, 1960 


prices.” 

With regard to the suspension 
of advertising by price cutters, the 
court said Parke, Davis did not 
rest with the simple announce- 
ment to the trade of its policy in 
that regard, followed by a refusal 
to sell to retailers who would not 
observe it. 

“First it discussed the subject 
with Dart Drug. When Dart indi- 
cated willingness to go along, the 
other retailers were approached, 
and Dart’s apparent willingness 
to cooperate was used as a lever 
to gain their acquiescence in the 
program.” 

It was only by getting substan- 
tial unanimity among competitors 
that Parke, Davis could get ad- 


,herence to its price policy, the 


majority noted. 


s “It must be admitted that a 


While the court insisted it still seller’s announcement that he will 


believes manufacturers have a 


not deal with customers who do 


right to refuse to deal with price |"0t observe his policy may tend 
cutters, it said Parke, Davis went | t© engender confidence in each 


beyond its right on two points 
because: 


e 1. It sought to use wholesalers | 


to enforce minimum prices against | 
retailers. } 


e 2. Its representatives went from 

retailer to retailer, advising each 

that agreements had been secured 
| from others. 


s Since the decision resulted in a 
reinterpretation of the Colgate 
case, which established the right 
| to refuse to deal 40 years ago, its 
effect will be to greatly increase 
| anti-trust risks for manufacturers 
who try to enforce minimum 
prices in non-fair trade areas. 

At issue in the court was a 
decision of a district court here 
dismissing a price conspiracy com- 
|plaint which the Justice Depart- 
ment brought against Parke, Davis 
as a result of its refusal to deal 
with cut price drug stores in the 
District of Columbia and the state 
|of Virginia in 1956. 


|@ The lower court decided that 
| the Colgate decision allowed Parke, 
Davis to refuse to deal with the 
price cutters. But the Supreme 
|Court’s 6-3 decision last week in- 


|customer that if he complies his 
| competitors will also. 

| “But if a manufacturer is un- 
willing to rely on individual self 
interest to bring about general 
| voluntary acquiescence which has 
the collateral effect of eliminating 
price competition, and takes af- 
firmative action to achieve uni- 
|form adherence by inducing each 
|customer to adhere to avoid such 
price competition, the customer’s 
acquiescence is not then a matter 
of individual free choice, prompted 
alone by the desirability of the 
| product. 

“The product then comes pack- 
|aged in a competition-free wrap- 
|ping—a valuable feature in itself 
—by virtue of concerted action 
| induced by the manufacturer.” 
| The decision drew a sharp dis- 
|sent by Justice John M. Harlan, 
| who contended the right to refuse 
|to deal was virtually abolished. 
| He noted the Justice Department 
|had not sought reversal of the 
Colgate opinion. 

If the principle for which Col- 
| gate stands is to be preserved, it 
|is, he said, “as the government’s 
|position plainly indicates, some- 
|thing that should be left to 


dicated the right to refuse to deal| Congress. It is purely the emptiest 


terminates if efforts are made to 
secure cooperation from reluctant | 
merchants. The court remanded | 
the case to the district court with | 
instructions to enter a judgment 
for the government, unless Parke, 
Davis can refute the facts of the 
arrangement. 

As modified by this decision, 
the right to refuse to deal is 
limited to the right to announce a 
suggested price, and to. serve 
public notice that the company 
| will not deal with outlets which 
sell below cost. The majority 
poo dh an that the seller cannot 
|solicit price maintenance agree- 
|ments in non-fair trade areas. 
| The case arose as the result of 
| the efforts of Parke, Davis’ Balti- 
;/more regional office to stop priee 
|cutting in Washington and Balti- 
/more. Five drug wholesalers were 
|notified they would be cut off-if 
| they sold to retailers who adver- 
|tised or sold at reduced prices. 
| Price cutting retailers were advised 
they would be cut off. After Parke, 
Davis representatives visited of- 
fending retailers and arranged for 


prices, they again received service. 


® The majority argued: “Parke, 
Davis did not content itself with 
announcing its policy regarding 
retail prices and following this 
with a simple refusal to have 
business relations with any retail- 
ers who disregarded that policy. 


‘refusal to deal with the whole- 


| salers in order to elicit their 
| willingness to deny Parke, Davis 


‘to its suggested minimum retail 


|of formalities to profess respect 


them to stop advertising reduced | 


for Colgate and eviscerate it in 
application.” 

Parke, Davis pointed out efforts 
to enforce prices were abandoned 
when the no-advertising agree- 
ment collapsed in August, 1956. 
|But the court noted the Justice 
| Department probe was already 
under way at that time, and there 
| was no assurance the pressure 
| was abandoned permanently. + 
| 
Balaban & Katz Uses TV Spots 
to Help Give Away Free Ducats 
| Balaban &éKatz, motion picture 
theater chain, gave away more 
than 6,000 tickets in Chicago for 
| special preview showings of a new 
| film, “Dog of Flanders,” and used 
television spots to publicize the 
giveaway. The movie chain ran 11 
|spots on three children’s shows on 
WBKB over a seven-day period. 
As a result, the station received 
5,233 pieces of mail. 

Balaban & Katz said the pro- 
motion was an experiment on the 
effectiveness of word of mouth 
advertising, and added that it was 
the first time it had used tv to 
|publicize a giveaway. “Dog of 
Flanders” opened in Chicago, 
March 4. 


Reach, McClinton Boosts Three 
| James K. Graham, formerly a 
'tv-radio producer at Reach, Mc- 
| Cl n & Co., New York, has been 
na { to the new post of associate 


|Instead, Parke, Davis used the/director in the tv-radio depart- 


|ment. Reach, McClinton also has 
elected John H. McCullough, presi- 
|dent of the agency, to the board 


|products to retailers and thereby of directors and to the executive 
‘help gain the retailer’s adherence | committee, and Joseph T. Coenen, 


exec vp, to the board. 
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My 
<" Guaranteed by "6 


Good Housekeeping 


\ 
Sor AS apyenrisen THES 


Product: 


PHILCO, 
Air-Wrap Refrigerator 


Company: 
PHILCO, 
Consumer Products Division 


Agency: 
BBDO 


Marketing Problem: 


Winning quick consumer acceptance 
of an important new refrigerator 


AUGUST 1959 ~— Philco’s V.P. Marketing, Henry OCTOBER 1959-— Performance characteristics of 
development new “Air-Wrap” development are studied, data sub- 
mitted to Good Housekeeping editors and engineers 
for evaluation. 


E. Bowes, confers with Advertising Manager John 
Kelly, BBDO’s John Bunch and Good Housekeep- 
ing’s Ed Gillin on sales strategy. 


sole 


SECS 


air wrap 
KEEPS MEAT FRESH 


et TE ea 
ob ATAMEL baniiaht spbetbbetted schendunte ae 


JANUARY 1960 — Refrigerator is investigated in FEBRUARY 1960 —Philco “Air-Wrap” lives up to 
Good Housekeeping’s own engineering laboratories, all its claims; proves to keep meat, vegetables, left- 


then checked out thoroughly by home economists overs fresh for 11 days or more! Earns Good House- 
under home use conditions. 


APRIL 1960—More than 12,350,000 readers will see 
the issue carrying the news of Philco’s revolutionary 


“Air-Wrap” refrigerator; merchandising promotion 
keeping Guaranty Seal for its performance. will build traffic for dealers: 


“Good Housekeeping is essential in our 
: marketing plans because it reduces the cost 
| and time of selling our PHILCO products...” 


1 tage AMER ee : —HENRY E. BOWES, 
ee ; V.P. Marketing, Philco 


PHILCO GOES WITH THE FIRST! 

: MARKETING PROBLEM ? 

; eo ’ : 

: Philco’s campaign helps point up Good House- Let our experts help. 
keeping’s continuing leadership in its field, In 1959, Cir inti anda iat oie 

J e ae ° ° ° 

: FIRST in advertising pages, FIRST in editorial «we have selected Good Housekeep- staff our Institute are in daily touch 

_ . ing to carry this unique ‘Air-Wrap’ with market developments in ever 

n | pages, FIRST in dealer and Department Store story because of Good Housekeey- sienna . athe od 

- i advertising tie-ins ing’s influence on the buying habits aaa : otner members Of OUFr 

“ g tie-ins. of millions of American women. Good Marketing Committee they will con- 

i- pre i J creates Boeraapa ” sult with any responsible manufac- 

. . on ence for our products and, 

. Important reasons why Good Housekeeping is therefore, is an cesential enek eau turer or agency. 

» FIRST on so many schedules! a niece hears 
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.c Editorial Viewpoint... 


A Lot of Dollars 


rhe ad that stopped us hardest in last week’s AA (aside from that 

agnificent mouth-watering American Home bread illustration) was 

he New York Times ad that said: 
Advertisers invested more than $90,000,000 in the New York Times 
in 1959...” 

We were interested for a number of reasons: 

1. We had not realized that so much money went into advertising 
in the New York Times, or any newspaper. 

2. Now there are two newspapers reporting on their advertising 
volume in terms of dollars. The other is the Chicago Tribune, which 
has done so for several years, and recently reported 1959 volume at 
$71,000,000. 

3. If there are still any admen around who are ready to chronicle 
the demise of the newspaper as an advertising medium, these figures 
should give them pause. In any list of individual advertising media 
ranked in terms of dollar volume, the New York Times and the Chi- 
cago Tribune would clearly stand close to the top. And so would a 
considerable number of other newspapers, if their dollar volume 
were known. 

Several years ago ADVERTISING AGE attempted to induce leading 
newspapers to report their advertising volume to us in terms of dol- 
lars. It was our notion that it might be interesting to publish a list 
of advertising media by rank, and dollar figures for newspapers 
would make this possible, since such figures are already available 
for magazines, networks and individual radio and television stations 
in many instances. 

The most charitable way to describe newspapers’ reaction to our 
suggestion would be to call it indifferent. But now that the New 
York Times has joined the Chicago Tribune in making its figures 
public, perhaps other newspapers will get into the parade as time 
goes on. 

The figures are impressive—not merely for those at the very top, 
but for good newspapers throughout the country. Their publication, 
along with similar figures for other types of media, would do the 
newspaper business a lot of good. 


Support This Viewpoint 


The advertising business, both collectively and individually, should 
let the ways and means committee of the House of Representatives 
know that it supports more liberal tax treatment for “idea” advertis- 
ing. 

The House committee is considering legislation to prevent future 
Treasury rulings declaring “idea” advertising, like that of the private 
electric utilities, not subject to tax exemption as an “ordinary and 
necessary business expense.” But Rep. Wilbur Mills of Tennessee has 
said that the committee has still not determined whether it will have 
time for this problem during the current session. 

Both the Department of Commerce and the Treasury now seem 
to favor a clearer spelling out of acceptable advertising to include 
“idea” advertising and advertising designed to influence legislation, 
especially when the legislation has a direct effect on the business 
which is advertising. As things now stand, the Treasury’s position 
seems to be that it has little choice, and that it must throw out ad- 
vertising involving any kind of “lobbying.” 

The Supreme Court has upheld the Treasury’s ruling that “lobby-’ 
ing’ advertising is not deductible as an ‘ordinary and necessary” 
business expense, even when the advertising in question was de- 
signed to defeat a legislative proposal which would have put the ad- 
vertiser out of business. 

So the remedy clearly lies with the legislative branch of the gov- 
ernment, and the present inclination seems to be to liberalize exist- 
ing regulations. Under these circumstances, every advertising or- 
ganization, and each of us as individuals, has a duty to express his 
desire for such legislation to members of the committee, and to rep- 
resentatives in Congress. 


By a Hare's Breath 


With the proliferation of publications designed for the medical 
profession, one correspondent (undoubtedly influenced by the balmy 
breezes of early March along the Eastern seaboard) suggests the pos- 
sibility of creating still another medical specialty: Scanatology. A 
scanatologist would give up practicing altogether, and devote his of- 
fice hours entirely to keeping up with matters being discussed in the 
specialized medical journals. 

And another correspondent notes with old-school-tie satisfaction 
that when Batten, Barton, Durstine & Osborn finally took the plunge 
into the international advertising pool it carefully selected an agency 
with an equally imposing name—Dolan, Ducker, Whitcombe & Stew- 
art—with which to share the experience. 

Too bad, though, that the British unit becomes BBDO_ Internation- 
when it might have achieved undying glory as Batten, Barton, 
Durstine, Osborn, Dolan, Ducker, Whitcombe & Stewart. 


al, 


Gladys the beautiful receptionist 


—Terry Howlett, Rockford, Il. 


“Is he ever touchy today. ‘That visiting proofreader’s from FTC,’ 
he says, ‘and that isn’t Frisbee, Tisbee & Cox’.” 


What They're Saying... 


Consumer's Mighty Vote 

There are and always have been 
opportunists, some weaklings, in 
the advertising business, just as 
there have been in every kind of 
activity. But these characters are 
very much in the minority and 
they do not remain long in top po- 
sitions, because in this democratic 
economy of ours, the consumer will 


A Balance Sheet Fact 
When advertising does not sell, 
or is prevented from functioning as 


tory’s most expensive art form. 


—From a speech by Ernest A. Jones, 
president of MacManus, John & 


of New York, Feb. 9. 


On Going Beat 


a sales tool, then it becomes his-| 


cast that mighty and deciding vote 
by spending his or her dollars for 
the products that are made, sold, 
and advertised with integrity. 


And were it a simple choice be- 
tween going Madison Avenue and 
going Beat, I should certainly in- 
sist that the Beat has all the merit 


on his side.” 


—John Ciardi, writing in Saturday 
Review. 


—Charles T. Lipscomb, president, Bu- 
reau of Advertising, ANPA, at Poor 
Richard Club, Philadelphia. 
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| Rough Proofs 


Fortune’s story on “The Looting 
|of H. L. Green” suggests that the 
sharpshooters haven’t forgotten 
those old Coster warehouse tech- 
niques in the McKesson & Robbins 
| swindle. 


| =e 


Wisconsin was among the Big 
Ten schools which decided not to 
|renew the Rose Bowl pact, and in 
i'view of what happened to the 
|Badger footballers on the Coast, 
| you can hardly blame them. 


| . 

| “Reduce your ad_ production 
\costs,” suggests the Stanley Pub- 
|lishing Co. in a promotion for web 
offset printing, a campaign which 
|isn’t increasing the company’s 
|popularity among photoengraving 
| salesmen. 


Gov. Brown of California has 
| discovered that two subjects which 
|ean’t be discussed without getting 
a strong and immediate reaction 
from the constituents are capital 
punishment and advertising. 


Cameron Hawley’s new book is 
getting a lot of skillful exploitation, 
indicating that even though he’s 
|now a successful novelist, he hasn’t 
|forgotten what he learned as an 
|adman. 


} 
| e 
| 


“T Love Lucy” has given tv view- 

ers a lot of laughs over the years, 
|}and now they are sad because the 
| real life story turned out not to 
have a happy ending. 


Those who have been fretting 


Adams, to the Sales Executives Club | over the future of newspapers have 


|been somewhat reassured by the 
|New York Times’ report of 1959 
|advertising revenue of over $90,- 
| 000,000, along with the $71,000,000 


volume of the Chicago Tribune. 


| “Baltimore station runs bourbon 


|ads,” the headline says, but it’s a 
| good bet most of the broadcasters 
will continue to resist even soft 
sell for hard liquors. 


Fairchild Publications Inc. sees 
no reason why it should keep from 
prospective customers and certain 
competitors the news that next 
year it will publish a metalwork- 
ing weekly. 


One thing the 3,000,000 world- 
wide circulation of Time seems to 
indicate is that English has become 
almost the universal language of 
the literate. 


Talk isn’t so cheap when you 
stop to think that a Rockford ad- 
vertising agency ran a full page in 
the world’s leading advertising 
journal with a single word of copy 
—‘People.” 


The FTC hearing on charges con- 
nected with those filmed car-win- 
dow shots for Libbey-Owens-Ford 
Glass Co. could hardly be de- 
scribed as an open-and-shut case. 
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The Washington Post with 2,375,216 
lines of Automotive Advertising in 1959 


is first among all newspapers 9 "nisse seco 
10 Leaders in Top 10 Markets 
6 and 7-Day Newspapers 


. ° ’ k Automotive Advertising 
1 nN America S top ten mar Pes. . Washington Post 2,375,216 
. Los Angeles Times 2,294,316 
St. Louis Post-Dispatch 1,766,644 
. Washington Star 1,730,348 
. Detroit News 1,718,169 
Los Angeles Examiner 1,552,787 
New York Times 1,541,780 
. Chicago Tribune 1,505,434 
. Detroit Free Press 1,502,201 
. Philadelphia Bulletin 1,424,694 


1 
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4 
5 
6. 
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FIRST IN WASHINGTON 
IN CIRCULATION 
IN ADVERTISING 
IN AWARDS 


Member Newspaper Color Advertising, Inc. 
Continuity Rates Apply to Both Color and Black and White. 


Represented by: Sawyer, Ferguson, Walker Co.—N. Y., Chic., Det., Atlanta, Phila., San Fran., Los Angeles; Joshua B. Powers, Ltd.—London; Senor G. Enriquez Simoni—Mexico 
City; Allin Associates—Toronto and Montreal; The Hal Winter Co., Florida Hotel and Resorts, Miami Beach; Tom McGill, New. England Hotel and Resorts, West Roxbury, Mass.; Lou 
Robbins, N, Y. and N. J. Hotel and Resorts, 1265 B'way, N. Y.; Grant Webb Co., Financial Adv., N. Y., Chic., San Fran., Los Angeles, Seattle, Boston, Phila.; Puck, The Comic Weekly 
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Fairbanks, Morse 


WEIGHTY AD—This is the second in| 

a series of ads by Fairbanks, Morse 

& Co. running in newspapers and 
news magazines. 


Fairbanks, Morse 


| 
Ads Aim to ‘Restore | 
Its Proper Image’ | 


CHIcAGo, March 


banks, Morse & Co.” 


The current ad presents an illus- 
tration of the company’s earliest 
scale, Fairbanks No. 1, accompa- 
nied by a prose poem of the scale’s 


history. 


The first in the series appeared 
in January, illustrated an enlarged 
water drop and was designed to 
point up the dangers of a lessening 


water supply. 


Blair Bolles, vp 


Reaca, 


two insertions. + 


MacShore Appoints Spencer 
William J. Spencer has joined 
MacShore Classics, New York 
blouse manufacturer, in the new 
post of director of marketing. He 
formerly was a principal of Kling- 
man, Spencer & Winter-Berger, 
New York, which handles public | 
relations for MacShore. I. J. Segall 
Advertising handles its advertis- 


ing. 


Peachtree Moves Offices 

Peachtree Production Associates, | 
television, radio and motion pic- | 
ture producer, has moved its of-| 
fices and studio to 710 Peachtree 


St. N.E., Atlanta. 


8—The second 
in a series of page ads has been 
inserted in newspapers and news| 
magazines “to Pestore in the public | 
mind the proper image of Fair- 


in charge of 
public relations, described the ad 
results so far as “terrific.’”” He said 
the company plans to continue the 
series to a “considerable extent,” 
depending on results. 

McClinton & Pershall, 
Chicago, is the agency. A total of 
about 30 newspapers and maga- 
zines have been used for the first 


*|Compton Adds Two Accounts; 
Names Odell VP on Socony 
Compton Advertising, New 
York, has been appointed to han- 
die corporate advertising of Gen- 
eral Precision Inc., New York, 
recently formed by General Pre- 
cision Equipment Corp. to integrate 
capabilities of four of its divisions. | 
The corporate drive will tell of the | 
unity of the divisions. Kenneth J.| 
Slee, ad and p.r. director of the! 
Librascope division, has 


named chairman of General Pre- 
cision’s new advertising commit- 
tee. 

Compton also has been named 
to handle advertising for the As- 
phalt Institute, College Park, Md., 
effective Apri] 18. The account 
has been handled by Marschalk & 
Pratt (now McCann-Marschalk), 
division of McCann-Erickson. 

G. Newton Odell, formerly vp of 


marketing and creative services| 
been of Joseph Katz Co., has joined! Friday show for its Archway cook-|Co.) will back “Weekday News.” 


Compton as vp and account ex- 
ecutive in the Socony Mobil group. 


Swanson Cookie, 4 Others 
Buy ABC Radio Shows 

Swanson Cookie Co., Battle 
Creek, Mich., will sponsor a new 
three-day-a-week, five-minute 
series, “Archway Cookie Show 
with Dennis Day” (ABC Radio), 
starting April 19. Swanson will 
present the Tuesday, Thursday and 


Advertising Age, March 14, 1960 


ies. Grant Advertising is the agen- 
cy. 

Swanson also has signed as a 
participating backer of Don Mc- 
| Neill’s “Breakfast Club” (ABC Ra- 
|dio). Other new “Breakfast Club” 
advertisers are Ex-Lax (Warwick 
& Legler), KVP Co. (Grant Adver- 
tising), and Standard Labs. (Rock- 
more Co.). Ex-Lax also will spon- 
sor newscasts on ABC, and R. T. 
|French Co. (J. Walter Thompson 


Need to Analyze 


Your Public Relations? 


Press Clippings can keep you fully ' 
informed on the results of your public a 
relations program. You can see how many 
of your releases are published . . . what 
coverage is given to events you stage... . 
what the editors of the nation are think- 
ing. This knowledge will help you plan 
and develop more effective public rela- 
tions programs. Interested in learning 


how we can serve you? 


PRESS CLIPPING BUREAU 
165 Church St., New York 7, N. Y. 
Phone BArclay 7-5371 
1868 Columbia Rd. NW, Wash. 9, D.C.—CO 5-1757 


Est. 1888 


eRe 


Magee Bldg., Pittsburgh 22, Pa. — COurt 1-5371 & 


14 E. Jackson Blvd., Chicago 4, Il!.—WA 2-5371 | 
1456 N. Crescent Heights Bivd., Los Angeles 46, | 
Calif.—Phone Oldfield 6-0304 

One Operations Office (Livingston, N. J.) 


NEWSPAPERS + MAGAZINES + TRADE PAPERS 
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Rumrill Adds Two Accounts 


Rumrill Co., Rochester, N. Tie 
has added two new accounts. The 
new keel division of Kee-Lox Mfg. 
Co., Rochester, which will market 
detergent-impregnated paper for 
dishwashing and general house- 
hold cleaning use, has named Rum- 
rill its first agency. Electromode, 
Rochester, division of Commercial 
Controls Corp., a Friden Corp. 
subsidiary, has also appointed the 
agency. Electromode, which pro- 


|duces electric heaters for home, 
{farm and industry, was formerly 
serviced by Kamb, Meteyer Adver- 
tising, Rochester. 


Ridgway-Hirsch Adds Two 
National Engineering sales di- 
vision of the Steam-O-Matic Corp., 
Sedalia, Mo., has appointed Ridg- 
way-Hirsch Advertising Co., St. 
Louis, to handle its advertising. 
Steam-O-Matic recently acquired 


| ton, W. Va., has scheduled the larg- | 
| est campaign in its 93-year history, 


the National Engineering & Mfg.| promoting its car loan business. | Genesco _Inc., 


19 


Co., Sedalia. Ridgway-Hirsch’s| Starting in March, the campaign 
Memphis office has been named to | will include seven two-color news- 
handle advertising for all divisions | paper ads, two of them full pages,| holders, has mailed automatic 
of Wolf Homes Inc., Memphis|plus radio and tv spots, direct|credit cards to its 12,000 stock- 
builder. Previously, the agency /mail and window displays. The| holders. The credit card provides 
handled the company’s Negro | bank claims it handles 25% of the|charge privileges at many stores 
building division. |nmew car loan business in the|carrying Genesco shoes including 
; |county, considerably above the|I. Miller, Delman, Jarman, Innes, 
Kanawha Bank Sets Push /national average. Houck & Co.,!Sommer & Kaufman, Armishaw, 
Kanawha Valley Bank, Charles- Roanoke, Va., is the agency. Guarantee, Henri Bendel, Bonwit 
Teller and Tiffany & Co. 


manufacturer, in an effort to boost 
sales of its products to its stock- 


‘Genesco Issues Credit Card 
Nashville shoe | Fabian, Gore to Radin 


ne UR ge ak sae a0 Ree GS BENE: PRP PO Tres SA ery 


Operated by The Washington Post Broadcast Division: 
WUXT Channel 4, Jacksonville, Florida WTOP Radio 


iit Bi TF: ee sie 
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There’s WHJIXT in Jacksonville, with — 


outstanding figures that leap to every 
advertiser’s attention. Example: well over 
double the county coverage (66 vs 28) 

in the booming Northeast Florida-South 
Georgia region! Example: all the 

first 15 shows in the latest Nielsen ratings 
... and all but 6 out of the top 

50 shows! No matter how you measure 


it, the answers 


same ... there’s more, 
much more to WJXT. 
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Washington, D.C. WTOP-TV ‘Channel 9, Washington, D: Coie - 
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esi Bernard Fabian, formerly with 
Dunay, Hirsch & Lewis, and 
| George W. Gore Jr., formerly with 
Container Corp. of America, have 
joined Hy Radin Associates, New 
York, sales promotion art agency, 
|/as account executive and art di- 
rector, respectively. 


is a ‘ ages Me . $5 o_ ieee ” ee 
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| 

Gelman Instrument to Jay 
Gelman Instrument, Chelsea, 

|Mich., manufacturer of air sam- 

|pling equipment for industry, has 

appointed Charles Jay Co., New 

York, to handle its advertising. 
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IDEA NO. 165 


G-E “Steps to Profit” 


“Stepping up’’ impulse sales of 
General Electric lamp bulbs re- 
uired outstanding P.O.P. So the 
dvertising Dept. of G-E’s Large 
Lamp Dept., Neia Park, Ohio, got 
it in these life-size die-cut foot- 
gece Silk-screened in glowing 
uorescent on Kleen-Stik Vinyl- 
Stik, they attach with a quick 
peel-and-press to the floor in front 
of the bulb Le age The tough 
plastic film, with its bayer Soy 
adhesive, “‘stands up’’ under scuff- 
ing, moisture—even washing. A 
“‘forward step’’ in imaginative 
P.O.P. . . . production by Excello 
Specialty Co., Cleveland. 
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JACKSONVILLE, FLORIDA 
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OVER 25 YEARS OF PRESSURE-SENSITIVE PROGRESS 


The World’s Most Versatile 


Represented by CBS Television Spot Sales i Self-Sticking Adhesive 


| IDEA NO. 166 . 


*...and SIX to go!” 


Beer-buying customers echo these 
words with gratifying regularity 
for F. & M. Shaefer Brewing Co., 
Brooklyn —thanks in part to this 
ingenious miniature 6-pack display 
in package stores. It’s a Kleen- 
Stik “Slide-Stik” — colorfully 
printed. cleverly die-cut, and 

cked with two strips of moisture- 
less Kleen-Stik. Pulling the tabs 
pops it out in realistic third dimen- 
sion . . . and the peel-and-press 
adhesive holds tight on wall, counter. 
cash register—any smooth, hard 
surface. Norm Githens, Pres. of 
Githens-Sohl Corp., YC, did 
up the neat production package. 
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sp 


‘or ideas that “‘click”’ . . . use 

Kleen-Stik! Your regular 
printer, lithographer, or silk 
sereener will give you details 
—or write for our “‘Idea-of- 
the-Month service. 
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* 
kleen-sti 
PRODUCTS, INC. 
7300 West Wilson Avenue 
Chicago 31, Wlinois 
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BEDO Issues College Survey enrollment, college consumer pro-| son Ave., New York. |man of its public relations depart- | . 
‘ten. Barton, Durstine & Os-/| files and media used to reach the ment to department director, suc-| e eal, In 


completed a study on the | college market. The 45-page study | Goodyear Appoints Two | ootins Herbert G. Wilson, who 
market listing data on the | is available at $3 from the agency's | Goodyear Tire & Rubber Co.,| has been named to the new posi- | 
er of colleges by type and|marketing department, 383 Madi-| Akron, has appointed Bryan Put-|tion of company historian. | 
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NEWSROOM IN SPRINGEIELD — Drawing by Franklin McMahon, noted IIlinois artist 


auinsia State dournat | CAPITAL COVERAGE 
ILLINOIS STATE REGISTER OF SPRING FIFLD 


Since the time of Lincoln, the people of Springfield have looked to 
the Illinois State Journal and Illinois State Register for news . . . and 
for responsible leadership. 


These historic newspapers today are the strongest voices in the 
vast Springfield market — 11 prosperous counties in the heart 

of Illinois. Agriculture, diversified industry, tourism, and government 
payrolls (state, federal, county, city, public education) contribute 

to a stable and balanced economy. 


The lilinois State Journal and Illinois State Register offer you 

100% coverage of Sangamon County (Springfield) and 60% coverage 
of the entire 11-county trading area. Top-quality R.O.P. color, too. 
(Write for color samples.) 


will, Uy 


es , bh 
“The Ring ty Copley Newspapore 


15H t Daily Newspapers covering Springfield, Iilinois — 


Northern Illinois — San Diego, California — and Greater Los Angeles. Served by the 
COPLEY Washington Bureau and the COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


Big, Guild Urges 
Business Men 


San Francisco, March 8—The 
president of Guild, Bascom & Bon- 
figli asserted recently that “any 
man who wants to be creative can 
develop the ability to be creative. 
All he has to do is want it and 
work for it.” i 
Walter Guild told the San 
Francisco junior chamber of com- 
merce, “The field of creativity in 
business is not denied to the man 
who cannot draw a picture, or 
write brilliantly, or accumulate 
$75,000 in cash before he is through 
high school.” 

Many of the top notch ideas in 
business, he said, come from peo- 
ple who exhibit none of the con- 
ventional talents and who are 
“just ordinary guys.” 

Mr. Guild said that the needed 
man, the wanted man and the very- 
scarce man in modern industry is 
the creative man. 


s “Every business, no matter how 
small or how large, needs men who 
can think of new ways of doing 
things, and better ways of doing 
old things. This is the essence of 
creativity,” he said. 

Mr. Guild made several sugges- 
tions for the “ordinary guy” who 
wants to develop his ability to be 
creative: 


e The key to creativity, he said, 
is “the approach to the problem.” 
To the creative thinker “a problem 
is not a problem, but a challenge 
to be creative.” 


e He urged: “Free your mind of 
negative thoughts. The moment 
you say it can’t be done or ‘our 
competitors did it that way and it 
didn’t work,’ you have stopped all 
possibilities for creative thought. 


e “Don’t be ashamed of your im- 
agination. Strengthen it by exer- 
cise in every possible direction. 


e “Be contrary. The hell with tra- 
dition. Take the opposite point of 
view. There are other ways to go 
than the usual way. Don’t be 
afraid to take a chance. 


e “Daydream. Take advantage of 
your ability to associate ideas. 


e “Understand the problem. No- 
body writes outstanding classical 
music without a pretty thorough 
knowledge of harmony. Much cre- 
ative time is wasted on creative 
thinking that does not understand 
the problem. 


e “Think big. Make no little plans. 
Accomplishments become big be- 
cause of big plans and big thinking. 


e “If you are going to think cre- 
atively, if possible, try to become 
part of a creative atmosphere. 
Creative people have a habit of 
igniting one another and creative 
people need other creative people 
to bounce ideas against.” # 


CBC Sells TV Films 

The Canadian Broadcast Corp., 
Ottawa, has sold four television 
series to the Granada TV Network 
Ltd., London, England, for $200,000 
—largest single export sale in CBC 
history. The deal included “Web of 
Life,” a science series; “The 
Friendly Giant,” a children’s pro- 
gram; “The Unforeseen,” and the 
drama series sponsored in Canada 
this year by General Motors. 


Silverman Resigns trom UPA 
Jack H. Silverman has resigned 
as vp in charge of eastern sales in 
the Chicago office of UPA Pictures, 
Burbank, Cal., ty commercial film 
producer, effective April 1. His 
plans are to work in the production 
of entertainment films and in legit- 
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* Agencies Need Generalists, Not Specialists, TV. ‘"owiné @ realignment of 
.« in Marketing Task, Dietz Tells K&E Seminar ag dae Rtg Pe 
¥ New York, March 8—‘“Gen- OB sales staff, and Ed Gardner, for- 


agencies need today,” according Appoints Three to Staft NBC Spot Sales, has been named 
) to Steve Dietz, group vp, Ken- 


4 yon & Eckhardt. 


Tt eralists, not specialists, are what McGavren Adds ‘Stations: merly with the Chicago office of e n ee Selling i 
nae em " a 


Daren F. McGavren Co., New Chicago sales manager of McGav- 
York, has been named national ren TV. 


Here’s a preferred market—ata popular price: for 


4 “The co + of ‘ ? pBpenter less than 5¢ apiece, you reach 85.000 dentists (in- 
-oncept of separate cor- representative of 10 radio stations c +s 
j porate marketing organizations in the past six months. They are ‘Batavia News’ Names Nagel come and standard-of-living well above average) 
now being tried by some agen- WINE, Buffalo; WMNI, Columbus, 


Griswold & McWain, publisher in a magazine they read devotedly. May we give 
cies represents a step in the O.; WBAL, Baltimore; WKDA, of the Batavia Daily News, Bata- mee you facts and figures? 
, wrong direction,” he told the Nashville; KOSI, Denver; KMEO, 


, : via, N. Y., has appointed Robert H. 
agency’s four-day marketing Omaha; KXL, Portland; KNEW, Nagel publisher of the News. Mr. , 
services seminar last week. The Spokane; KJR, Seattle, and KABL, Nagel was formerly assistant pub- 

P seminar was attended by about ' San Francisco. lisher. John H. Connor, formerly 

, two dozen department heads 


, td a , Roger Hudston, formerly with assistant editor, was named editor. ae R n L il Y ra TU E N E 
> 1 ge mdennacr personnel Of Daren McGavren radio station They succeed the late Milton R. 


a . ee eae a ee sds boo pieg ab bes bees 


ais scaceeconts sales, has been named sales man- Miller, who had been editor and 1005 LIBERTY AVENUE, PITTSBURGH 22, PENNSYLVANIA 
frogn K&E offices tn the US. ager of the tv division, McGavren publisher. ‘ 
and Canada. 

So many things are involved 
in today’s marketing, he said, 
that everything must be related, 
and everyone must know what 
everyone else is doing. “It’s 
hard enough to do when every- 
one is in on everything that is 
going on. Marketing is a uni- 
fied problem, not just a series 
of separate problems which can 
be passed from one organiza- 
tion to another. Everything has 
influence on everything else 
and must be inter-related,” he 
said. 

“We believe that the agency 
business has gone about as far 
as it should in the development 


of specialists. It is now high 
time that we started developing 
generalists—men who can see 


the whole picture,” he asserted. 


; = Max Ule, senior vp, ex- 
plained to the group a new ten- 
year corporate plan for the in- 


troduction of new _ products. 
“Corporate survival is depend- 
ent upon the introduction of 


new products,” he said. “New 

. products are the life blood of a 
Sin business and it is a major job 
; of K&E to aid its clients in the 
* search for these new products 


1\2 ns and product developments.” ) 
Companies no longer can op- e 
ba h erate on the haphazard way of, 
er 


“Gee we have a new product; 
let’s go with it,” he said. “Today 
7 a company must plan ahead 
how many new products must 
be introduced.” 

The new K&E plan shows cli- 


4 ents’ methods for setting new- YOUR POWER TO PERSUADE 


4 product goals and explains 
4 romero ee ae a _— In Minneapolis-St.Paul, WCCO Radio has offered top 
’ of a production-centered econ- acceptance for 35 years. Now it’s at an all-time 
Ww t te and sat 4 
omy. e must create and Sat- ° : P ° ° 
t isfy consumer demand at max- high—56.8% share of audience (biggest since Nielsen 


imum profit to the advertiser,” 


oral began measuring the market). Which means with 
. e sal > . 
a WCCO Radio you get more listeners than all other 
® © Joe Braun, media vp, told! Minneapolis-St. Paul stations combined . . . 
: the group, “Planning growing 
e. out of research findings, not lowest cost-per-thousand....and greatest acceptance 
. only with respect to marketing, : , ‘ 
) but also with respect to cre-| ever. Adds up to the ideal setting for your 


ative approach, represents the | 

: soundest road to intelligent me- | 
; dia use.’ 
Today’s clients are requiring | 
vie increasing documentation of me- | 
re dia recommendations, he said.| 
An agency must have research | 
figures to back up its recom-| 
mendations—marketing as well | 
as media figures. “Today an) 
agency can’t just go and recom- | 
mend eight magazines and one 
tv show and have the client 
agree,” he said. 
* The agency will hold a second | 


4 

“J similar seminar March 22-25. +) 

| SOURCE 
| 

| 


power to persuade. 


WCCO 


RADIO 


Minneapolis - * St. raul 


dnight, 7-day week. 


Nielsen Station Index, Nov.-Dec., 1 


‘Parents’’ Boosts Rate, 
Guarantee of N.Y. Section 

Parents’ Magazine, effective | 
with its September, 1960, issue, 
will increase the ad rates of its 
Metropolitan New. York section | 
from $1,415 to $1,585 per b&w 
page. Circulation guarantee of | 
the section will be increased 
from 200,000 to 220,000. 
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WHAT'S THE TREND IN TRENDS? 


Make your ads make a name for you. Read ART DIRECTION, The 
Magazine of Creative Advertising. Each exciting issue gives you 
new directions in art, layout, type, photography. Tremendous idea 
and art source. ART DIRECTION has been helping Art Directors and 
Advertising Managers since 1949. Subscriptions are only $6 for 
12 issues, $10.50 for 24. 


Sears Distributes Record 
_Number of Sale Circulars 
Sears, Roebuck & Co., Chicago, 


| will distribute more than 22,250,- | 


|000 copies of an eight-page two- 


~ 


Advertising Age, March 14, 1960 


s. The promotion is timed to| 
| colette with an annual 10-day Shopping Center Buys 
furniture sale to be held in approx- Ad Space in Bulk, 
Tenants Get Savings 


imately 500 Sears stores in March. 


‘color rotogravure circular adver- Seeburg Buys Choice Vending 
| tising the company’s annual spring| Seeburg Corp., Chicago manu- 
‘furniture sale by mail, by hand facturer of coin-operated phono- 


NEw YorK, March 8—A unique 
method of encouraging retailers 


and through 67 daily newspapers | graphs, has purchased Choice 


| across the country. 


|/Vending Corp., Hartford, manu- 


to spend more on local newspaper, 
radio and outdoor advertising was 


subscribe ART DIRECTION 


outlined here last week by James 


e®eeeeee#ee?es 


| Store addresses and newspaper |facturer of soft-drink bottle dis- 


B. Douglas, president of Northgate 


A38, 19 W. 44th St., New York 36, N. Y. 


/mastheads will be imprinted on all| pensing machines, for an undis- 


circulars inserted in the newspa-/| closed sum. 


Co., Seattle shopping center. 
Speaking at a Redbook shop- 


SHiLis 
MORE IN 
PHORIA 
to all 

kinds of 


people 


& Whether the breakfast hour finds them practicing the cult of casual living 
or being served from the left in a French Provincial dining room, the 
people of Metropolitan Peoria are equally exposed to your schedule of insertions 
in the Peoria Journal Star. And because there are over 300,000 
of these varied individuals, that schedule pays off handsomely at dealer cash 
registers. First, of course, you have to place it. 


PEORIA JOURNAL STAR 
O'MARA & ORMSBEE, INC., national representatives 
New York e Detroit « Chicago « SanFrancisco e Los Angeles 


ping center forum, Mr. Douglas 
outlined a program in which the 
shopping center would act as a 
middleman between the individual 
tenant retailer and local media. 

“The more media we make 
available for tenants, the more 
they will use,” Mr. Douglas said. 
“In our particular center, we con- 
tract for newspaper space from the 
|largest downtown newspaper and 
buy the space in bulk at the earned 
rate based on the total space the 
center purchases. Then we sell the 
space to the individual retailer at 
| exactly the price we pay for it. 
| This way, retailers use more news- 
| paper space at a price they can af- 
ford.” 


|a Mr. Douglas said the system 
also works for radio and outdoor 
media. “We contract for radio 
|time on a top local station. Then 
| we divide the time into 30- and 60- 
second spots and sell to the re- 
tailer at exactly the price we paid. 
In this way the retailer is able to 
|/buy radio time and use it exten- 
sively at a reasonable price. 

“We do the same thing for out- 
door, splitting the cost of top out- 
door boards between the retailer 
and the center. By making this me- 
dium available,’’ Mr. Douglas con- 
|cluded, “we encourage the retailer 
to do more advertising, to do more 
|promoting and in that way get 
more customers into the shopping 
center. We collect our reward 
through the percentage leases we 
have with the individual tenant- 
|retailer.”’ + 


MacManus, John Names 
Reiss Media Director 
MacManus, John & Adams, 
'Bloomfield Hills, Mich., has pro- 
moted Raymond 
D. Reiss to di- 
rector of media. 
He joined the 
Fagency last 
September 
from Maxon 
Inc. 
MacManus, 
John also has 
promoted 
George O. Wold 
Jr., who joined 
the agency in 
1956 as a space 
| buyer, to media director on com- 


mercial accounts. 


‘RAB Estimates 156,394,000 
Radio Sets in U.S. Now 


Radio Advertising Bureau, New 
| York, estimates that there are now 
| 156,394,000 radio sets in working 
|order in the U.S. This count— 
| strictly the bureau’s own—was as 
| of Jan. 1, 1960. 
| The estimate included 106,007,- 
/000 home sets, 40,387,000 auto ra- 
‘dios and 10,000,000 sets in public 
| places. The new total is enough to 
| bring the average supply of radios 
|for each American home up to 
\three, Kevin Sweeney, president 
|of the bureau, said. The 1959 set 
|sale figure was put at 18,167,000, 
with more than 4,000,000 of these 
receivers of Japanese origin. 


Raymond D. Reiss 


BROCHURES * CATALOGS © DIRECT MAIL 
ADVERTISING PRODUCTION 


Deal direct with one source — of one location 

© Creative and finished art work © Photography 

© Complete litho comero ond plate service 

®@ Our supervision, coordination and focilities 
make better advertising easier. 


Metachrome, Inc. ji. Micnean 2 0402 
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BERATING THE RATINGS is a popular pastime these days. However, ratings properly used—instead of abused—play 


an important role in evaluating a television program. 


Audience size tells only a part of the story. It gives little clue to pro- 


gram caliber. Back in 58 we ran an advertisement on this subject under the headline “Nose Counting Is No Longer Enough.” 
There we discussed another dimension of television programing—climate—and what it meant to a number of BBDO televi- 
sion advertisers. Now we present the complete roster of our regularly sponsored prime-nighttime network programs. These 
demonstrate that good programing is good business ... that salesmanship can flourish in a healthy climate. In other words, 


business -sponsored television and quality television are thoroughly compatible! Glance through the list below and see if 


you don’t agree that this 60 caliber TV is high indeed. Batten, Barton, Durstine & Osborn, Inc., New York City, N. Y. 


BBDO REGULAR EVENING TV SHOWS 


Armstrong Circle Theatre 
... Armstrong Cork Co. 


Donna Reed Show 
... Campbell Soup Co. (Co-sponsor ) 


The Du Pont Show With June Allyson 
... E. IL. du Pont de Nemours & Co. (Inc.) 


Garry Moore Show 
... Pittsburgh Plate Glass Company (Co-sponsor ) 


General Electric Theater 
... General Electric Co. 


Lassie... Campbell Soup Co. 
Men Into Space... The American Tobacco Co. 
United States Steel Hour... U-. Steel Corp. 
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BBDO 


BBDO SPECIAL PROGRAMS 


Biography of a Missile, Population Explosion, 
lran—Brittle Ally 
. .. Co-sponsored by The B. F. Goodrich Co. on CBS Reports series 


Oliver Twist, Arrowsmith, Ethan Frome 
... Sponsored by E. I. du Pont de Nemours & Co. (Inc.) on The Du Pont Show 
of the Month series 


Mrs. Miniver, The Citadel, Valley of Decision 
... Co-sponsored by General Mills, Inc., and Westclox on Special Tonight series 


Miss America Pageant. .. Sponsored by Philco Corp. 


Strawberry Blonde, Devil and Daniel Webster 
... Sponsored by Rexall Drug Co. on Your Rexall TV Specials 
Holiday on Wheels, Marriage—Handle With 


Care, The American Cowboy 
... Sponsored by U. S. Steel Corp. on U. S. Steel Specials 
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5 Look 
= who's sold 
on ABC 


Alberto-Culver, Alcoa, American Chicle Co., 
American Cyanamid, Armour, American 
Redball Transit, Beechnut, Best Foods, Borden, 
Block Drug Company, Breast o’ Chicken, 
Brown & Williamson, Campbell Soup, Canada 
Dry, Carnation, Carter Products, Chevrolet, 
Coty, Cracker-Jack, Helene Curtis, Colgate, 
Derby Foods, Dow Chemical, Dinner-Redy, 
Dodge, Drackett, Du Pont, Drug Research, 
Dusharme, Durkee, Dutch Masters, Eastco, 
Eastman-Kodak, Elgin, Ex-Lax, General 
Foods, B. F. Goodrich, General Mills, Hartz 
Mountain, Haggar Co., Hollywood Brands, 
Hills Bros., International Latex, Johnson & 
Johnson, 8S. C. Johnson, Knomark Mfg., 
Kaiser, Lever Bros., Ludens, Libbey-Owens- 
Ford, Liggett & Myers, P. Lorillard, Mars, 
Mastic Tile, Mutual of Omaha, Mattel, 
Miller Brewing Co., Miles Laboratories, Mogen- 
David, Massey-Ferguson, Inc., Minute Maid, 
North American Van, Northam Warren, Old 
London Foods, Peter Pan Foundations, 
Pharmaceuticals, Plough, Procter & Gamble, 
Phillips-Van Heusen, A. H. Pond, Quaker 
Oats, Ralston Purina, H. F. Ritchie, Renault, 
Restonic, R. J. Reynolds, Reynolds Metal, 
Renuzit, Scripto, A. E. Staley, Sterling Drug, 
Seven-Up, Sweets Co., Toni, U. S. Time, 
Vitamin Sales, Vick Chemical, Ward Baking, 
Westclox, Warner-Lambert, Welch Grape 
Juice, Whitehall Laboratories. 


The company on ABC is not merely good. 

It’s smart. Knows, if you please, the selling 
import of these basic ABCs: A) Share of 
audience—ABC-TV is now consistently first or 
second every night of the week. B) Kind of 
audience—ABC-TV’s programming selects the 
younger homes, with growing, consuming 
families. C) Cost of audience—ABC’s cpm of 
: homes ($2.88) is lowest in the business 

sole? of network selling. If you agree on the value of 
| these ABCs, you can be sold—successfully— 
on ABC Television. 


WATCH ABC-TV IN ’60 


(more people will) 
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‘ bd | Of beverage purchases, 63% re-| purchases), in general beforehand 
impu se uying |sulted from a store decision. In| (16%), as a substitute for another 


/meats, the score was 62%, and in| item after entering the store (3%), 


s produce, 56%. 
in Supers Grows, | 


| Fresh poultry was the purchase 
|most often decided before reaching 
Du Pont Re orts 'the store. Coffee ran next, with 
p |six out of 10 buying judgments 
made before leaving home..How- 
ever, three of the remaining four 
coffee purchases decided at the 
|storé were the result of spontane- 
lous decisions, the survey shows. 
H. D. Chickering, manager of 
WILMINGTON, Det., March 8—-A| packaging sales for the Du Pont 
new survey of consumer buying/|film department, sponsor of the 
habits, prepared by E. I. du Pont| Survey, noted, “Today’s increasing 
de Nemours & Co., finds that com-| number of completely unplanned 
pletely unplanned, “spontaneous” | Purchases underscores the oppor- 
purchases are taking an increas-| tunity for more aggressive selling, 
ingly larger role in today’s super-| better a ‘promotions, and 
market shopping. | Mproved packaging. soati : 
iouities ro the study, un-| The Du Pont survey lists more Publications, Milwaukee, has pe 
planned purchases now account for|than 100 major supermarket items | lished the 1960 edition of “Inter- 
73.3% of the total buying decisions |in 10 basic product groups, re-|"ational Directory—Members of 
made in the store. In 1954, they | Porting the degree to which family | Advertising Agency Networks. 
were 67.6%, and 10 years ago, they Shoppers plan the purchase of|The 28-page directory may be 
represented less than 60% of all|e€ach—either specifically before ar- | purchased for $5 from Long, 5347 
store decisions, the survey states, Tiving at the store (only 30% of all | N. Santa Monica Blvd., Milwaukee. 
Of the entire number of items 


| (51%). 

The study was based on inter- 
views with more than 4,600 family 
shoppers in 225 supermarkets 


purchases was recorded by Alder- 
son Associates Inc., Philadelphia, 
and then analyzed for industry sig- 
nificance by Du Pont merchandis- 
ing researchers. 


Candy, Gum Are Most 
Often Spontaneous Buys; 
Poultry Is Most Planned 
able from Du Pont sales repre- 
sentatives or by writing Depart- 


ment BH, Film Department, Du 
Pont Co., Wilmington 93, Del. # 


Long Issues New Directory 


| or completely unplanned purchases 


across the nation. A total of 63,795 |} 


Details of the survey are avail- | 


Long Advertising Management 


of 


a” 


Advertising Age, March 14, 1960 


executives are Don M. Smith, ad 
manager of the former Burroughs 
division, director of the ad staff; 
Hugh Dundas, national ad man- 
ager; Tom Stevens, manager of 
printed media and a _ creative 
..- | group; C. D. Behm, promotion and 
Burroughs divi- publicity head, and John L. Rose, 


sion, vw of mar- | public relations director. 
keting in a re-| 


egg ol Worldwide Circulation 

marketing op- of ‘Time’ Tops 3,000,000 

eration. Both| Time has announced that its 

the Burroughs | worldwide circulation has reached 

and electro data | 3 924,000, with its March 7 issue, 

divisions have) which marks the publication’s 37th 

been dissolved birthday. 

ae Poa py The circulation breaks down as 

ing units, with manufacturing now | {ollows: US. edition, 2,480,000; 
3 |Latin American edition, 69,000; 


concentrated in a single organiza- a cae 4 > 
| tion and marketing consolidated in Pacific edition, 100,000; Atlantic 
|a new equipment and systems mar- | edition, 160,000, and Canadian edi- 
keting division. : | tion, 215,000. 

Under Mr. Bement are two new | 
assistant vps—R. O. Baily, head of WTVH Names Colee VP 
general products and systems, and; Donn Colee, recently named 
|E. S. McCollister, head of data’ general manager of WTVH, Peor- 


| process systems. Other reassigned ia, Ill., has been named a vp. 


Burroughs Corp. Names Bement 
Marketing VP in Reorganization 

Burroughs Corp., Detroit, has 
named Ken T. Bement, formerly 
general sales 
manager of the 


Ken T. Bement 


that end up in the family market 
basket, resulting from both home 
and store decisions, unplanned 
purchases now account for slightly 
more than half. 

The study found magazines and 
books rated the highest score; 
87.2% were purchased without 
any planning before arrival at the 
store. Chewing gum placed next at 
83%, followed by cellophane tape 
at 80%. 


RE OCS 


@ When’ unplanned purchases 
were coupled with other store de- 
cisions—those purchases planned 
in a general way at home (but not 
by brand until arrival at the store) 
and those substituted for another 
brand at the store—candy and 
chewing gum scored highest of all 
items checked in the survey, with 
nine out of every 10 buying deci- 
sions made inside the store. 
Popcorn, cookies, snacks, nuts, 
cellophane tape and magazines 
rated just under candy in total 
decisions made at the store, ac- 
cording to the survey. 
Also high on the list were frozen 
foods and baked goods, with each 
being bought eight out of 10 times 
after some type of store decision. 
In grocery sales, 74% of all pur- 
chases resulted from store deci- 
sions. In dairy products and house- 
hold needs, the rating was 70%. 
However, the housewares category 
itself (as distinguished from soap, 
bleaches, etc.) scored 85%, with 
71.8% of the total credited to spon- 
taneous buying. 
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for their important color ‘ 
lithography work rely on The 
Regensteiner Corporation, 
now celebrating 50 years of 
service as one of the na- 
tion's largest producers of 
quality color printing. 


REGENSTEINER °, 


a ' 
CORPORATION 
eward-winning color/black & white lithography 
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© Jackson Boulevard and Racine Avenue 
MOnroe 6-4200 « Chicago 7, Illinois ¢ 
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New York office: 520 Fifth Avenue 
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Savings and Loan 
Group Buys 12-Page 
Section in ‘Coronet’ 


WASHINGTON, March 8—Savings 
& Loan Foundation will use a 
12-page color and b&w section in 
the April Coronet as the highlight 
of its 1960 advertising campaign 
which includes color pages each 
month in Life, Look, The Satur- 
day Evening Post and Time. 

To carry the theme, “Where you 
save does make a difference,” the 
special section will contain eight 
pages in four colors and four pages 
in b&w. 

The foundation’s 700 member 
savings and loan associations have 
already purchased more than 1,- 
000,000 reprints of the ad to dis- 
tribute locally. 

This is the second 12-page sec- 
tion in Coronet—the first was in 
the January, 1959 issue—for the 
foundation, which will spend be- 
tween $1,750,000 and $2,000,000 
for advertising in 1960. + 


jand Clearasil shampoo, now 


Geyer, Morey Adds Baltimore , 
Rambler Dealers Account 

The Baltimore Rambler Dealers 
Assn. has appointed Geyer, Morey, 
Madden & Ballard, New York, to 
handle its advertising. The agency 
also handles all divisions of Amer- 
ican Motors Corp. and a number of 
Rambler dealer organizations. 

Other dealers groups handled by 
Geyer includes Dallas-Tarrant 
County Rambler Dealers Assn., 
Greater Detroit Rambler Dealers, 
Greater Kansas City Rambler 
Dealers, Greater St. Louis Ram- 
bler Dealers, Harris County Ram-| 
bler Dealers and Rambler Dealers 
of Philadelphia Advertising Pool. 
TUB ‘N SINK—General Mills is in- 
troducing this new Tub ’n Sink 
package containing six O-celo 
sponges for use in kitchen and 
bathroom. Advertising support will 

run in newspapers. 


Vick Buys Clearasil 

Vick’ Chemical Co., New York, 
has purchased Clearasil Inc., White 
Plains, N.Y., for an undisclosed 
sum. Included are four products: 
Clearasil medication, lotion, soap 
in 
test markets. Lennen & Newell is 
the agency for the first three prod- 
ucts, and Batten, Barton, Durstine 


& Osborn handles the shampoo. 
Vick said it planned no agency 
changes. 


29 


‘Hiram Walker, McMullen Set Drive Tying 


Cordials, Cordial-Colored Resort Clothing 


WALKERVILLE, OntT., March 8—J|carrying drink and dessert rec- 


In a joint promotion with McMul-|ipes made with the Hiram Walker 


len & Co., New York, resort wear |cordials. McMullen-designed tote 


i} manufacturer, Hiram Walker Inc.| bags, utilizing emblems of cordial 


will launch a special three-month | bottles, will be used as displays in 


= consumer magazine campaign this retail liquor stores and will be 


month to plug its cordials with | sold in fashion stores with the line. 

a new line of McMullen summer | Sports Illustrated is coordinat- 

“casuals,” designed after the cor-|ing the participation and mer- 

dials’ fruit colors. chandising in the fashion stores. 
Hiram Walker, which will spend 


/12% more than its regular 1960|m Donald J. O’Brien, Hiram Wal- 
|ad budget on the special drive, |ker 


advertising manager, said, 
will kick off the campaign on|“The natural association between 
March 21 with the first of four|cordials and fashion is strength- 
full-color bleed pages in Sports\ened by recent research which 
Illustrated. Single insertions will|shows that women who follow 
be used in the April 25 Life and|fashion and food so closely also 
May Holiday. The campaign is|have the greatest opportunity to 
timed to coincide with peak selling | purchase cordials for use in en- 
periods of both companies. | tertaining and in cuisine.” 

Hiram Walker will pay for the Hiram Walker’s regular 1960 
six ads, and McMullen will market |campaign includes full-color pages 
the “Cordial Casuals”—through | in Gourmet, Holiday, Life, The 
about 200 retailers around the| ‘New Yorker, and Sports Illus- 
U. S.—with attached hand tags, | trated. 


 425-man local 
| marketing sta Staff 
Sells for you... 


425 local marketing men join your staff when you 
advertise in State and Local Farm Papers. They 
can give you market facts, sales promotion, and 
merchandising help at the local level where your 
sales are made. 

Local market facts, sales promotion, and mer- 
chandising are only part of the story. Local 
editing is another big help. 

Local editing takes advantage of differences in 
climate, farming practices, to keep your prospects 
reading and believing. Over one hundred fifty 
editors travel over a million miles a year, and 
make thousands of local calls to edit State and 
Local Farm Papers close to your customers. They 
travel the byways gathering local pictures, local 
names, and local news. This local flavor puts your 
ads on a neighbor to neighbor basis with 4 million 
farmers. You know how well familiar names sell. 

You can match State and Local Farm Paper 
circulation to your markets and outlets, too! Get 
the full story —write State and Local Farm Papers, 
Room 1600, 28 E. Jackson Blvd., Chicago 4, IIl. 


Promote your programs on a local level to | 
distributors, field men, and dealers with our 
help. Farm paper mailings, promotion letters, 
and many other local sales promotion aids are 
available to you. Ask us to serve your special 
needs. Our marketing staff will work out a local | ates. 
promotion program for you. 


ADVERTISED IN 


C. J. LaRoche & Co., New York, 
jagency for Hiram Walker cor- 
|dials, placed the ads. Goering & 
Pennoyer Advertising, New York, 
McMullen’s agency, has prepared 
|brochures for retailer distribution 
}and sales kits. # 
| 


Tue Nenaanns Fannes 


} (Meme of Pebiicetion 
| ewe © Rae of Maney 


BG GALEN Barcain 


Continental Industries to Meany 
Continental Industries, Los An- 
geles, manufacturer of the Con- 
|tinental tent-camper, and auto- 
motive accessories, has appointed 
the Philip J. Meany Co., Los An- 
geles, its agency. Media plans call 
for the use of television, consumer 
automotive and sports media, and 
participation in sports shows. 


Stewart to National Certitied 

National Certified Interviews, 
|Chicago marketing research com- 
pany, has named Raymond F. 
Stewart director of data processing 
operations. He recently was vp in 
charge of research design and pro- 
duction at Ben Gaffin & Associ- 


How 
to hold 


better 


RAIRIE PARMER 


Uncover new sales for your products with market information. 
Check your advertising timing against the local farming practices 
in your distribution areas. Secure local photos . . . testimonials... 
through our 425-man local marketing staff. Let our marketing 
research staff help solve your problems. 


STATE ons LOCAL 


Make your ad budget act bigger by coax- 
ing dealers to place more local advertising. Let 
us send tie-in ad mats to local newspapers. They 
will sell your dealers on 
advertising. Use this proven promotion with or 
without co-op ad funds. Ask us for details. 


meeting 


By Frank Snell 


An excellent book that 
will make your meetings 
better... today. 


r— 10 DAYS’ FREE EXAMINATION —- 


HARPER & BROTHERS 

| 51 E. 33 St., N. Y. 16, N. Y. 
Gentlemen: Please send me HOW TO HOLD 
A BETTER MEETING for 10 days’ free 
examination. Within that time | will either 


remit $2.95 plus a few cents mailing 
charges or return the book. 
1 


“tieing in” with your 


American Agriculturist Oregon Farmer Name 
Arizona Farmer Ranchman FARM PAPERS Pennsylvania Farmer oh 
California Farmer Prairie Farmer 
Colorado Rancher & Farmer ee City__Zene__State__ 
Dakota Farmer Idaho Farmer Montana Farmer-Stockman tah, Seen = od oe ree ae oy 
The Farmer Kansas Farmer Nebraska Farmer Welleces Former Hl 
The Farmer Stockman Michigan Farmer New England Homestead Washington Farmer 
Florida Grower & Rancher Missouri Ruralist Ohio Farmer Wisconsin Agriculturist 
PPE Tae Hy Rena POLS oe ede 
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Worth Setting! 
Worth Setting Right! 


Here Type Can > 


Serve You 


J. M. BUNDSCHO, INC., Advertising Typographers 
180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 


| Shelby Joins Joseph Katz 

| James Shelby, formerly a ra- 
|dio-tv producer in the Chicago of- 
| fice of McCann-Erickson, has been 
named director of the radio-tv 
department of Joseph Katz Co., 
New York, media representative. 
He replaces Edward Kogan, who 
|resigned. Philip D. Porterfield, 
|previously a merchandising ac- 
count executive at Katz, has been 


promoted to the new post of direc- | 


tor of merchandising. 


BBDO Elects 3; Adds Account 


Whitman Hobbs, vp and asso- 


Schule, vp and secretary, and Bur- 
ton E. Vaughan, vp and manager 
of the Pittsburgh office, have been 
elected to the board of Batten, Bar- 
ton, Durstine & Osborn. At the 
same time, BBDO has been ap- 
pointed to handle advertising for 
the new Dallas Region Valiant Ad- 
vertising Assn., a dealer group. 


KRAK Promotes Case 

Dwight Case has been named 
| sales manager of KRAK, Stockton- 
Sacramento, Cal. He had been with 
the station under its former man- 
agement for the past year as sales 


The Farmer-Stockman provides greatest 
most effective coverage in 


Texhoma-Land’ 


* RURAL TEXAS AND OKLAHOMA 


MORE & MORE 
ADVERTISERS _ 
are using the ~~ 
Farmer-Stockman 
to SELL in this — 


rich market! | 


¢ February 1960 Issue had 
more commercial advertis- 
ing revenue than any pre- 
vious issue of the Farmer- 
Stockman! 


¢ January, February and 
March 1960 issues have 
10% MORE commercial rev- 
enue than any other 3 con- 
secutive months in Farmer- 
Stockman history. 


Many new advertisers use the Farmer- 
Stockman for the first time in 1960! 


Below are new Farmer-Stockman advertisers, plus those who 
had not advertised in the Farmer-Stockman for a year or more. 


Advance Seed Company, 
Phoenix, Arizona 

American School, 

Chicago, Illinois 

Candy & Cake Croft Institute, 
Fallbrook, California 

Century Engineering Corpora- 
tiom, Cedar Rapids, lowa 
Consumers Cooperative 
Association (Fertilizer), 
Kansas City, Missouri 

Corn Belt Manufacturing 
Company, Bloomington, Illinois 
Delaval Separator Company, 
Poughkeepsie, New York 
Delta & Pine Land Company, 
Scott, Mississippi 

Doane Agricultural Service, 
St. Louis, Missouri 

Farm Journal, Inc., 
Philadelphia, Pennsylvania 
Ford Truck Dealers of Texas 


Gooch Feed Mill Company, 
Lincoln, Nebraska 

Granite City Steel Company, 
Granite City, Hlinois 

Hahn, Inc., Evansville, Indiana 
Hanson Equipment Company, 
Beloit, Wisconsin 

J & J Chemical Company, 
Houston, Texas 

Johnson Manufacturing Com- 
pany, Lubbock, Texas 

Kraft Foods, Chicago, Illinois 
Life Study Fellowship, 
Noroton, Connecticut 

Revel Little Tree Injection 
Company, Madill, Oklahoma 
Lubbock Auto Company, 
Lubbock, Texas 

Norkin Laboratories, 

Kansas City, Missouri 

Oil Capitol Photos, 

Tulsa, Cklahoma 


Olin Mathieson Chemical Cor- 
poration, New York, New York 
Dr. Salsbury's Laboratories, 
Charles City, lowa 

San-An Products, 

San Angelo, Texas 

Southland Weather Service, 
Clovis, New Mexico 

A. E. Staley Manufacturing 
Company, Decatur, Illinois 
Steckley Hybrid Seed Com- 
pany, Lincoln, Nebraska 
Stewart-Doenges, Dallas, 
Texas—Tulsa, Oklahoma 
United States Rubber Com- 
pany, New York, New York 
Universal Pulleys Company, 
Wichita, Kansas 

Wisconsin Motor Corporation, 
Milwaukee, Wisconsin 


Yes, MORE AND MORE ADVERTISERS are placing schedules in the Farmer- 
Stockman because it gives them the most effective, lowest-cost covetage ih 


Texhoma-land*! 


phone your nearest Farmer-Stockman office now! 


436,476 total paid subscribers 


* Rural Texas and Oklahoma 


For Space Reservations—or additional data, write, wire or 


i. 


Director of Advertising, J. H. Hunter 


SALES OFFICES: 


CHICAGO 11, SUperior 7-6145 
400 N. Michigan Avenve 
lee Hoinline, Mgr. 


420 Lexington Avenue 


500 N. Broodway 
Joe Paulsen, Mgr. 


Bill Pullen, Mgr. 


NEW YORK 17, MUrray Hill 4.3340 OKLAHOMA CITY 1, CEntral 2-331! 


The Farmer-Stoe 


OKLAHOMA CITY @ DALLAS 


DALLAS 5, lAkeside 1-3121 
4321 N. Central Expresswoy 
Alex McCommas, Jr., Mgr. 


Oklahoma 


Texas 


Ne Se tte ng 


The Farmer-Stockman 


Mate Cet sa ‘wey 


For years— 
Edited IN Texas FOR Texans! 


Set aw Fanti, 
So Me Cm, hae 
ee each. fay 
om 


OxLanOma 
The Farmer-Stockman 


= tie Pag 


For years— 
Edited IN Oklahoma 
FOR Okiahomans! 


~~ 
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Rolls-Royce Proves 
Magnet in Ads for 


‘Car Rental Service 


Cuicaco, March 8—Unlike the 
|one-eyed man in the land of the 
| blind, the pygmy is not king in the 
\land of giants. 

| Quite aware of this truism, Cars 
for Commerce, a midwestern car 
renter which has to compete with 
husky Hertz and Avis as well as 
with smaller lessors, has taken 
some unusual steps to draw atten- 
|tion to itself. And it has proof its 


ciate copy director, James R.' manager of the Sacramento office.| orrpeat advertising has succeeded. 


Cars for Commerce started a 
program of advertising early in 
1959 using small-space ads in the 
Chicago Tribune and the Wall 
|Street Journal. These worked 
quite weli, and the company grew 
at double the rate of the industry 
as a whole. But when the question 
of accelerating growth came up, a 
need was felt for something besides 
the semi-institutional ads which 
had been used. 


es The result was the ad shown 
here, which first ran in the Wall 
Street Journal. Somewhat less than 


[RN RR 


J. P.- MORGAN 
on ot 


Elegance 
on a 
Monthly 
Plan 


Yes, astound your friends Make » 
geang presen For a mere Dagatelie put 
otis Royce oF other fine car on you driveway 


CARS FOR COMMERCE INC 


6522 COTTAGE GROVE AVENUE + CHICAGO 37 


' 
b) 
2) 
i) 
FAirtax 46883 
Y) 


4 Se Se SS 


| 300 lines, the ad drew attention by 
offering something different in car 
rentals: A Rolls-Royce at $442.50 
a month. 

The first response was an anony- 
mous long distance call from a 
person who couldn’t afford the car 
but wished to congratulate the 
company. An executive of an 
American car maker also wrote 
congratulations on the imaginative 
move. 
| And inquiries rolled in, with the 
|result that there probably will not 
/be enough Rolls to meet the de- 

mand. 

| In addition, present customers 
| called in to ask that reprints of the 
lads be sent to friends, and more 
|than 150 names of major execu- 
‘tives to get in touch with have been 
|received by the company. One cli- 
lent is printing up to 50 copies of 
| the ad for his friends. 

Cars for Commerce plans to re- 
| peat the ad, naturally. 
| The campaign was developed 
,and created by John S., Wiggins, 
advertising consultant. # 


Compton Adds Deauville House 
| Deauville House Foods, Ana- 
/heim, has appointed Compton Ad- 
| vertising, Los Angeles, its agency. 


| The recently formed company will 


|manufacture and distribute re- 


|frigerated ready-to-serve cake 
frostings and refrigerated hors 
d’oeuvres. 

'Zift-Davis Boosts Asherman 


| 
Robert J. Asherman has been 
{promoted from director of new 


| projects to director of advertising 


| Promotion for Ziff-Davis Publish- 
|ing Co., New York. He succeeds 
| Seymour Vall, who resigned. 
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*k “We ran our new four-color campaign in 

The New Yorker to sell the style-setters. This ad 
produced immediate results: favorable public comment 
and a healthy coupon response . . . The New Yorker 
helped create a new and fresh brand image for a 


m 68-year-old company in a competitive field.” 


W Mau Phra 


Advertising Manager, Gray Manufacturing Company 
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Gray advertisement prepared by Lawrence C. Gumbinner Advertising Agency 
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32 Advertising Age, March 14, 1960 


ON THEIR LIST! sits —— Readers Heedful of 


ak... ak ae Ratings by Consumer 
Eg ve nase. GAN FORO Ow Gy ‘ . 

It’s one of the largest shopping lists Publications: Sargent 
in business . . . made up by the buyers DISPLAY — This Cussepesms. 21t.. March 6—A 
for nursing homes or homes for the counter Gisplay University of Illinois study reveals 
aging. These homes, and there are for Richard Hud- that recommendations of “Con- 
more than 16,000 of them to date, nut’s Lip Quick sumer Research Bulletin” and 
need everything from bedpans to is illustrated by “Consumer Reports” have a 
beauty aids. the color spread marked effect on product pur- 

You can get the staggering facts by ym pe heed or chases of their readers. 
reading our B P R D ad or writing to ide 


Hugh W. Sargent, assistant pro- 
fessor of advertising who conduct- 
ed the study, found the influence 
of the magazines clear in major 
purchases such as washing ma- 
chines and refrigerators, less so in 
the purchase of food and other 
non-durables. 


Glamour, Harp- 
er’s Bazaar, Mc- 
Call’s, Seventeen 

SREESSHON AY and Vos. Ob 
nursing home er advertising in- 
cludes the “Jack 

Paar Show,” spot 


4 Buying habits of users of each of 
tv and newspa- these publications are contrasted 
— bt pe soe eg — pers. Lambert & with those of non-users by Prof. 
ane ie yee aa Feasley is the Sargent in a bulletin, “Consumer- 

agency. 


Product Rating Publications & 
Buying Behavior,” published by 
the university’s bureau of econom- 
ic and business research. 


= Recommendations of the two 
publications were analyzed over a 
period of two years, as Prof. Sar- 
gent quizzed readers and non- 
readers of the magazines on their 
purchases of certain household 
items. 

Among 1,353 replies analyzed, 
517 were from persons who made 
no use whatever of the publica- 
tions; the remainder used one or 
the other exclusively. The survey 
was conducted among known sub- 
scribers and others selected at ran- 
dom in six midwestern states. 

“Reports” and “Bulletin” read- 
ers, in general, were found to in- 
clude a larger proportion of per- 
sons with professional or graduate 
education, with incomes of $10,000 
or above, and between the ages of 
21 and 50. 


= Prof. Sargent notes that whether 
readers of the two magazines were 
regular subscribers or merely bor- 
rowers, they appeared to follow 
recommendations of the publica- 
tions to about the same extent. 

By their own account, they are 
persons inclined to do a good deal 
of “shopping around” before buy- 
ing, especially in purchasing major 
household appliances. They also 
give more consideration to opinions 
of friends and neighbors, and to 
price discounts, than non-users do. 

The study found, however, that 
both users and non-users of the 
magazines attach considerable im- 
portance to their previous experi- 
ence with the manufacturer and his 
product. 

A copy of the bulletin may be 
obtained by writing to the Univer- 
sity of Illinois Bureau of Economic 
and Business Research, Box 658, 
Station A, Champaign, Ill. # 


Delehanty, Kurnit Adds Two; 
Appoints Singer, Kent 
Delehanty, Kurnit & Geller Ad- 
vertising Corp., New York, has 
been named to handle advertising 


. for. Baker Process Co., Belleville, 

9 N.J., a division of Wallace & Tier- 

THE WORLD’S ONLY JET TO JET SERVICE Nt. a division of Wallace & Tir- 

4 . Baker has been placing its own 

Between the U.S.A. and Europe, Africa and the Middle East! rece Nth conan allo 

been named to handle advertising 

‘ co ~< » P for Lowenthal/Berg Ltd., New 

Never before has any single airline come so close to don’t just happen; they have to be planned. Early in York coat manufacturer. 

fulfilling the ultimate promise of the “Jet Age.” Now 1957, Air France laid the groundwork for this unique Delehanty, .Kurnit also has 
a traveler can speed overseas to Europe by Air France — service by becoming the first airline to test and oper- 


named Gary E. Singer, formerly 
707 Intercontinental Jet and, without changing air- ate Caravelles in Europe. Then, when the first Air pig gry neo 
lines, continue throughout Europe, Africa and the France Boeing 707 Intercontinental Jet touched down poner Me enetiey Kent, former 
Middle East by swift Caravelle Jet. This is truly the at Orly Field, a fleet of pure jet Caravelles was ready copy group supervisor of Emil 
finest, fastest, most convenient service of its kind— to inaugurate Jet to Jet service! ee ie (now Mogul bot gene 
Jet to Jet service on Air France. It is just this quality of leadership in planning that has Chief of Delehanty, Kurnit ead 
Exclusive “firsts” like Air France Jet to Jet service helped Air France become the world’s largest airline. : 
‘ Moulton Joins Beckman 

e ; Kenneth C. Moulton, formerly 
; & + general sales manager of the Day- 
strom-Weston sales division of 
’ , Daystrom Inc., has been’ named di- 
WORLD'S FASTEST JETLINER / WORLD’S LARGEST AIRLINE rector of marketing of Beckman 

Instruments, Fullerton, Cal. 
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WHEN THE Focus 1s on FASHION —rememcer 


The Chicagoans with more money | 
to spend...spend more time with the 


CHICAGO DAILY NEWS 


The Chicago Daily News is read by families whose median income furniture too, for that matter. What’s more, the Daily News me- 
is $1070 a year higher than Metropolitan Chicago as a whole. These 


dian adult reader spends at least 35% more time with his paper 
are the people who spend more on fashions...and on food and than readers of the other Chicago dailies. 
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Ideal every-Monday frequency 
Biggest paid Dealer audience 
Unique, best-buy rate structure 


ABC-ABP 


A McGraw-Hill Publication 


IN THE APPLIANCE-TV-HOUSEWARES FIELD 
EVERY MONDAY THE PROS READ 


Dun’s Review’ 


Panelists See Ad 
Budgets Growing 


‘Most’ Presidents in 
Group Say They Don’t 
Rely on Agencies’ Advice 


New York, March 8—Dun’s Re- 
view has sounded out its 175-mem- 
ber “presidents panel” on adver- 
tising practices and has come up 
with the following conclusions, 
published in its March issue: 


e Three out of five presidents say 
their companies’ total ad expendi- 


tures will increase in both dollars 
|and percentage of net sales over 
| the next five years. 


|e Of those surveyed, 75% think 
ladvertising lacks an “accurate 


The Cincinnati_Enquirer now 


advertisers .. . 


1954 1955 1956 1957 1958 1959 
1] Milwaukee Journal Los Angeles Times |Los Angeles Times |Los Angeles Times Los Angeles Times |Los Angeles Times 
2} Los Angeles Times| Milwaukee Journal Milwaukee Journal] Miami Herald Miami Herald Miami Herald 
; -_ 
3| Chicago Tribune |Chicage Tribune |Chicage Trib mil ke mil kee Journal New York Times 
4| Miami Herald New York Times |Miami Herald New York Times |New York Times [Chicago Tribune 
5| New York Times | Miami Herald New York Times |Chicago Tribune [Chicago Tribune |Milwaukee Journal 
nd Plai Cleveland Plain- |Cleveland Plain- |Cleveland Plain- | Cleveland Plain- 
6| Washington Star eee eine ei ealer Dealer Dealer Dealer 
7 — Plain Washington Ster |Washington Star Baltimore Sun Washington Star | Washington Post 
New Orleans 
8] Detroit News Houston Chronicle | Houston Chronicle | Washington Star ieee ~ a Washington Star 
New Orleans 
9| Heusten Chronicle | Baltimore Sun Baltimore Sun Houston Chronicle | Houston Chronicle Times-Picayune 
New Orleans 
10| Baltimore Sun Detroit News Detroit News Tie veh -_ Baltimore Sun 5 
Philadelphia Philadelphic New Orleans St. Levis Post- 
ue Inquirer Inquirer Times-Picayune etre News Q Dispatch 
New Orleans Minneapolis Stor Washington Post Heusten Ci tcl 
13 Times-Picayune & Tribune Q Q & Times-Herald s 
Minneapolis Star |New Orleans neapolis Star | Akren Beacon- is Star |Minnecpolis Star 
13) 2 Tribune Times-Picayune | & Tribune Journal & Tribune & Tribune 
14 Akron Beacon- St. Lovis Post- St. Louis Pest- Star | St. Levis Post- Balti ae 
Journal Dispatch Dispatch & Tribune 
St. Lovis Post- Dallas Times- Akron Beacon- St. Louis Post- Akren Beacon- 
151 Dispatch Herald Journal Dispatch Journal nee awe 
Akron Beacon- Washington Post Akron Beacon- 
Sey ew Ves Hews Journal Inquirer & Times-Herald mae Journal 
|, >| Dallas Times- Washington Post eT Nie ts 
17 Herald O & Ti Herald New York News |New New Phoenix Republic 
’ Atlante Journal Washington Pest | Atlanta Journal | Philadelphia Atlanta Journal | Philadelphia 
*| “a Constitution | & TimesHeraid | & Inquirer & Constitution | Inquirer 
Washington Post Atlante Journal Atlante Journal 
19| oe vimenHereia |New York News |New Yerk News |°" 2 cocsuiution jrneenix Republic | 4 Constitution 
20 Atlante Journal Dalles Times- Columbus Columbus New York News 
: & Constitution Herald Dispatch Dispatch 


The chart tells the story. From 20th place to 10th in only five years! This solid climb 
among the nation’s leading newspapers reflects this solid fact: The Enquirer reaches 
and influences the solid market-that-matters in Cincinnati. 


Growth like this doesn’t just happen. It stems from the confidence of leading 
national and retail . . . in the ever-increasing impact of The 


Enquirer. This is confidence based on results. Results that come from solid 


readership in households with higher median incomes . . 


. larger, 


younger 


families that need more and spend more. Want a still more graphic picture of 
this confidence? In 1959, the Daily Enquirer alone had more than half the 
market share of total daily retail advertising, compared with 33% in 1954. 
The latest Top Ten Brands survey can give you even more solid information 


for your 


copy. 


SOLID CINCINNATI READS THE CINCINNATI ENQUIRER 


Represented by Moloney, Regan & Schmitt, Inc. 


ah ae 


about this growing market area. Write The Enquirer’s Research Department 


one of America’s Top Ten newspapers 
in Total Advertising 


BEST PROOF EVER OF THE SOLID TREND TO THE “MORNING” IN SOLID CINCINNATI 


Source: Media Records 
First 50 Reports, Page 22. 
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means by which to measure its ef- 
fectiveness as a marketing tool.” 


e 50% think advertising today 
suffers from unethical practices 
and claims, particularly consumer 
advertising. 


e 75% are opposed to presidents 
approving budgets for individual 
campaigns, but most feel chief ex- 
ecutives of companies generally 
should approve budgets for over- 
all advertising programs. By the 
same three-to-one margin, presi- 
dents indicated that advertising 
decisions should be delegated as 
are other decisions within the com- 
pany. 


s On the question of agency-client 
relationships and ad preparation, 
the survey said “most” top execu- 
tives polled “do not rely on agen- 
cies for advertising advice any 
more than they rely on similar out- 
side counsel on questions of pro- 
duction, accounting or sales.” 

In addition, the survey concluded 
that presidents get involved in 
questions of copy and media to the 
extent that eight out of ten exec- 
utives “sometimes” suggest or 
make changes in ad copy or art, or 
determine which tv and radio pro- 
grams to sponsor or in which media 
ads will appear. 

The management panel also 
agreed, by a four to one margin, 
that advertising will become “more 
valuable as a marketing tool” over 
the next five years. The magazine 
reported that the panel was “leery,” 
however, of “purely institutional 
advertising.” Executives also said 
they “sometimes lack confidence 
in radio and television advertis- 
ing,” the magazine said. 


= The Dun’s Review panel is com- 
prised of chief executives mainly 
in the industrial products manu- 
facturing field. Among consumer 
products executives listed as panel 
members: John M. Fox, Minute 
Maid Corp.; Robert E. Brooker, 
Whirlpool Corp.; P. B. Wishart, 
Minneapolis-Honeywell Regulator 
Co.; Paul S. Gerot, Pillsbury Co.; 
Francis C. Brown, Schering Corp.; 
Paul M. Hahn, American Tobacco 
Co.; Frederick N. Schwartz, Bris- 
tol-Myers Co.; Roy W. Moore Jr., 
Canada Dry Corp., and William T. 
Brady, Corn Products Co. # 


Katz, Jacobs Adds 2 Accounts 
Textad Products Corp., New 
York, manufacturer of cleaning 
solutions, gums and pastes, has 
named Katz, Jacobs & Co., New 
York, its first agency, to handle its 
new Grip-It adhesive. Textad, 
which places its own advertising 
for its other products, will spend 
between $10,000 and $20,000 to 
plug the adhesive, the agency said. 
A trade campaign, directed at the 
lighting industry, has been initiat- 
ed and a consumer drive is being 
planned. Katz, Jacobs also has been 
named to handle advertising for 
Weiss & Biheller Merchandise 
Corp., New York, crystal chande- 
lier importer. Belmont Advertising 
formerly handled the account. 


Calhoun Joins KOOL, KOOL-TV 

Tom Calhoun, who has been 
executive secretary of Arizona 
Game Protective Assn. and editor- 
publisher of the Arizona Sports- 
man’s News, has been named 
director of public relations of 
KOOL and KOOL-TV, Phoenix. 
He replaces Milt Hill, who will 
continue in an advisory capacity 


at the stations. 


SIG for TRUCKS 


TRANSIT BUS STYLE FRAMES 
for changeable copy PHOTO 
ADVERTISING CARDS > FREE Aisun 
THE YARDER MANUFACTURING CO. 
724 Phillips Ave. GRsewd4-5471 Tolede 12, Ohie 
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y There's a new weapon against mental illness 

; ..--/t’s called Advertising 

S There’s a special thing about mental illness. The only way to defeat it is through 
‘S knowledge, awareness, understanding. That’s what your Advertising Council has 
uM been spreading in its public service campaign for The National Association 
o. 

rio 


for Mental Health. With every indication of success—and why not? It’s the kind 
of job only advertising can do so well. Proud of advertising? You should be. 
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Guild, Bascom Shifts Three, U.S. Chamber Elects 
Alex Anderson, vp and a direc- Cockfield Ranked 34th, - 
Wh don’t ad encies tor of Guild, Bascom & Bonfigli, | Billed $28,000,000 in ‘59 Red Motley President 
y ag i Francisco, has been named to New York, March 8—In Gincteienete. Dhani Antes ee 
. | the new post of broadcast produc- its annual agency billings is- , ; , 
advertise more? |tion head. Dave Fulmer will move sue er AGE et (Red) Motley, president and pub- 
|from the agency’s Hollywood of- Cockfield, Brown & Co., 'lisher of Parade, has been named 
If you strip off the surface reasons, you'll find that many ‘fice where he has been tv produc- Montreal, with a total of president of the U.S. Chamber of 
agencies simply do not accept for their own needs the usual tion supervisor, to San Francisco $27,500,000 for 1959. Actual- Commerce, ef- 
publications that focus on top executives! There is often to become tv creative director. ly, this was a preliminary fective May 4. 
just too much waste. Merrit W. (Pete) Barnum, pre- estimate; Cockfield, Brown a a creed 
There is only ONE management publication that concen- SCY. ben teinas _ ‘a prong oe 4 _ with the cham- 
trates on JUST the top men in JUST the 38,000 companies wood office of GB&B as head of ure, which was $28,000,000. ber as vp, mem-~- 
that control the bulk of all U.S. business! For yourself—and tv commercial production. Cockfield’s $28,000,000 last bership chair- 
tor your clients who advertise to businessmen—examine this year elevates it from 35th to man and chair- 


amazing medium. You may even want to begin your own | Tahoe Keys Names Wilson 
house campaign. Write or phone for our memo on, “Why 
don't ad agencies do more advertising?” 


34th place among the leading ™ : "i Y f its 
Thomas C. Wilson Advertising|| agencies. It leaves the agency _ || Political partici- 


Agency, Reno and Lake Tahoe,|| in second place in Canada, gga corre 
|has been appointed to handle all | behind MacLaren Advertis- = 
MANAGEMENT METHODS, 22 W. Putnam Ave., Greenwich, Conn. | advertising for Tahoe Keys, a resi- ing, which reported $29,800,- — a esr 
‘dential development on the south 000 in 1959 billings. + : Pe noel “ A. H. Motley 
shore of Lake Tahoe. e tsttan 


| Science Monitor, who becomes 
ret ee oe rg chairman of the board. 

Mr. Motley has been in the pub- 
lishing business for more than 30 
years. A onetime English instruc- 
tor at Hamline University in his 
home state of Minnesota, he joined 
the sales staff of Crowell-Collier 
Publishing Co. in 1928, became a 
vp and director of the company in 
1941. 

In 1942 he was appointed pub- 
lisher of American Magazine; in 
1946 he became president and pub- 
lisher of Parade. + 


NBC Names West, Tom Sarnoft; 
Sets Up West Coast Liaison 
NBC-TV, New York, has re- 
aligned the duties of two of its key 
West Coast executives and created 
a coordinating unit in an effort to 
establish better liaison between 
the two offices. With titles slightly 
changed, John K. West is vp, West 
Coast, and will devote his time as 
management’s representative on 
\the Pacific Coast; Thomas W. 
Sarnoff is vp, administration, West 
| Coast, and will head the new unit. 
Mr. West, formerly vp in charge 
of the western division, will work 
on policy matters in the areas of 
_|public relations, talent relations, 
: | advertiser relations, and commu- 
4 Jnity relations—reporting to the 
|president, Robert E. Kintner. Mr. 
Me | Sarnoff, previously vp, production 
land business affairs for the west- 
}ern division, will direct the West 
Coast coordinating committee, con- 
sisting of key executives on both 
|coasts who will meet each month, 
| alternately in Hollywood and New 
| York, to discuss West Coast poli- 
aan | cies, practices and relationships to 
| the head office. 


‘SEP’ Boosts Riddle 

The Saturday Evening Post has 
promoted Jay S. Riddle from gro- 
cery products marketing manager 
to associate marketing manager, 
a new post. He is succeeded by Jo- 
seph Quinn, formerly with Look. 
At the same time, the magazine 
|has promoted Henry M. Strawn 
from its sales staff to associate 


pp. ae Sar : ail eh hi ee SE manager of the Chicago office. 

Taft Buys Knoxville Stations | 
WBIR Inc., operator of televi- 
. “ sion and radio stations in Knox- 
UYS ansas ity too ville, has been merged with Taft 


Broadcasting Co., Cincinnati. No 
change in the operations or per- 
Big things happen to Kansas City. It’s chosen City responds—so say ARB and Nielsen—to sonnel of the WBIR stations is 
for the world premiere of the new musical, “Tom KCMO-TV more than any other television station. contemplated, and the stations will 
Sawyer.” It’s the scene of the dedication of “St. Month after month, more quarter-hour firsts for continue as a division of Taft. 
Martin of Tours,” last sculpture completed by the KCMO-TV. 
great Cari Milles. New trafficways and airports. The reason? Because we program to get the 
Steadily rising buying power. Record breaking audience. Because we broadcast at maximum 
department store sales. power from America's tallest self-supported tower. 

Kansas City’s a moving, imaginative, responsive Because Kansas City gets the big clear picture 
community of more than a million. And Kansas on the world from KCMO-TV. 
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@ Pressure-Sensitive STIK- 
ON Blister Pac seals tight 


e with slight hand pressure. 

n + CBS Television E. K. Hartenbower, Vice President © No Heat @No Equipment 
fy: —"s ri Network _ and General Manager © Easy to assemble in your 

: we Sid Tremble, Station Manager own plant. 

Ras ONE COMPLETE SOURCE for all types of 

Blister packaging. Quality controlled 
SYRACUSE WHEN WHEN-TV The Katz Agency Represented nationally by Katz Agency. all the way from art to delivery. 
PHOENIX KPHO KPHO-TV The Katz Agency eset Seaton ore affiliated with BET- Call WAtkins 4-0265 or write Dept. AA 
OMAHA wow WOW-TV John Blair & Co.—Blair-TV GARDENS and SUC- JACKMEYER CORP. 253 w. 26th St.. N 
TULSA KRMG John Blair & Co. CESSFUL FARMING magazines. sods Créakabcack is IRs erodi 


Channel 5 The Tall Tower at Broadcasting House « Kansas City, Mo. 
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THE HOUSTON CHRONICLE 
LEADS The Houston Post. 


..in Total City Circulation Daily 
5,436 MORE Han THE Post! 


..in Total City Circulation Sunday 
IS,228 MORE vaan tHe post 


and 


..in Total Circulation Sunday 


L5IS MORE vHan tHE post: 


“A comparison of the latest Audit Bureau of Circulation 


audit showing the average for the 12-month period ending 
September 30, 1959. 


THE HOUSTON CHRONICLE 


Read By More Houstonians Than Any Other Newspaper.. . 
The Chronicle is a MUST Buy! 
The Branham Company — National Representatives 
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NOW AVAILABLE... 


eng ss oo as — 


MARKETING ASSISTANCE PROGRAM 


Offering manufacturers counsel in marketing has long been 
a Chilton practice. But count on Chilton to move ahead with 
the times. Today Chilton’s intensified activity in market 
research is a development that can help you get more out 
of your sales and advertising dollars. The stepped-up facil- 
ities—organized in depth and breadth—are identified as 
M-A-P, an efficient, penetrating Marketing Assistance 
Program. 


lf you are a manufacturer searching for new talents and 
tools in your marketing operations, Chilton can put a wealth 
of manpower and a multiplicity of facilities to work for you. 
All Chilton publications have marketing data representing 
years of selling experience. and research in their respective 
fields. And Chilton’s fully staffed Research Department is 
equipped to help you develop additional data to give even 
better direction to your marketing plans. 


Chilton’s standards of editorial excellence and quality-con- 
trolled circulation in 17 business publications are now linked 
with stronger and more complete marketing information for 
advertisers. Chilton representatives will be glad to give you 
more details. 


or 
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Ne COMPANY 
NHiltOM. .nsusez 


Publisher af: Department Store Economist « The fron Age « Hardware Age « The Spectator » Automotive — 


industries . Boot and Shoe Recorder . Gas . Commercial Car Journal . Butane-Propane News « Electronic 
Industries - Jewelers’ Circular-Keystone » Optical Journal & Review of Optometry « MotorAge « Hardware 


World « Aircraft & Missiles «. Distribution Age - Product Design & Development » Business, Technical and 
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the facts, man 


WIIM-TV wins every 
quarter hour every 
day of the week ! 


(Monday through Friday 7:00am - 6:00pm) 
LANSING ARB, NOVEMBER, 1959 


Strategically located to exclusively serve 


«LANSING... FLINT... JACK --aBe 


Outdoor Men Use Ads 
| in Boston Dailies to 
Fight Bay State Bill 


Boston, March 8—A bill to ban 
outdoor advertising near limited 
access highways drew one of the 
largest crowds of the year—350 
persons—into Gardner Auditorium 
of the statehouse last week for a 
public hearing by the legislature’s 
committee on mercantile affairs. 

The all-day hearing drew a pa- 
rade of legislators recording them- 
selves in favor—enough, according 
to a comment from one, “to carry 
the bill through the legislature.” 

But its opponents were equally 
|numerous, led by the Massachu- 
|setts Outdoor Advertising Council 
| which took Page 1 ads in the Bos- 
ion newspapers to announce its op- 
position. 

The ads called the outdoor bill 
“bad and dangerous. 

“It would impose arbitrary re- 
| strictions on private property along 


The Shortest Route between 


is through 


Flint Journal 


more reasonable. 


San Francisco 3, SUtter 1-340] 


A Booth Michigan Newspaper 


EASE ee ary tee tae eee Cen gets ee Nan Ty er es Pap ost ges 
Bk eR ree re Por ae gen Sac SOU oe OF 


N FLINT 


THE FLINT JOURNAL 


NATIONAL REPRESENTATIVES: A.H. Kuch, | \0E. 42nd Street, New York 17, MUrray Hill 2-4760 @ Sheldon 
B. Newman, 435 N. Michigan Ave., Chicago 11, SUperior 7-4680 @ Brice McQuillin, 785 Market St, 
@ William Shurtliff, 1612 Ford Bldg., Detroit 26, WOodward 1-0972. 


TELLING and SELLING 


Advertising 


More than 95,000 families are regular subscribers to The Flint Journal. 
Their Consumer Spendable Income is $680,529,000* and they like adver- 
tising in newspapers. Establish your brand and increase its acceptance 
through newspaper advertising . . . there is no better way . . . and none 


*Source: SRDS Nov. 15, 1959 


Advertising Age, March 14, 1960 


560 miles of limited access high- 
way in Massachusetts,” they said. 


s “It would affect more than 140 
square miles—three times the size 
of the entire city of Boston—and 
cause loss of jobs and injure thou- 
sands of business people by: de- 
priving them of the right to adver- 
tise industrial plants, shopping 
centers, stores, hotels, motels, res- 
taurants and gasoline stations,” the 
ads complained. 

The bill essentially would reg- 
ulate outdoor signs within 660’ of 
the highways, permitting the state 
to take easements 1,000’ from the 
highway—for which the owner 
will be compensated for not erect- 
ing signs. 

In the bill’s own language it 
states, “No billboard, sign or other 
advertising device of any sort, oth- 
er than official signs, whether lo- 
cated on or off the premises where 
the business advertised is conduct- 
ed, shall be posted, erected, dis- 
played or maintained within 660’ 
of the right of way of a limited ac- 
cess highway, unless located in an 
area zoned for industrial and com- 
mercial use and complies to local 
zoning and other ordinances.” 


s At the heart of the controversy 
is the provision in the federal law 
providing a bonus of 0.5% of the 
cost of limited access highways to 
states conforming to federal policy 
on control of outdoor advertising. 
In Massachusetts’ case, the money 
amounts to $560,900 under present 
programming. 

Herbert Gleason, of the Massa- 
chusetts Roadside Council, told the 
committee the state could win a 
bonus of $4,500,000 if Gov. Foster 
Furcolo’s $1 billion accelerated 
highway program is adopted. But 
“it is not crucial how much we 
get,” he added, “for we should do 
it anyway.” 

The state department of public 
works took no official stand, al- 
though James T. Bleiler, chairman 
of the department’s outdoor ad- 
vertising division, said the bill 
“would hamstring cities and towns 
in their efforts to attract new in- 
dustries to sites along our mag- 
nificent new highways.” 

George C. Tompouras, associate 
deputy commissioner, said the de- 
partment felt it was “premature” 
to take a position, since the dead- 
line for applying for the federal 
bonus is July, 1961. 


s Rep. Harrison Chadwick (R., 
Winchester), who favored the leg- 
islation, protested there was an 
“organized campaign against the 
bill” by the outdoor advertising 
industry. But Rep. Julius Ansel 
(D., Boston) replied: “I think both 
sides are well organized.” The bill 
was taken under advisement. + 


Armstrong Runs TV, Print Ads 

Armstrong Cork Co., Lancaster, 
Pa., signed 13-week schedules as a 
participating sponsor of CBS-TV 
shows, “I Love Lucky,” “Edge of 
Night,” and “Love of Life.” To- 
gether with Art Linkletter’s 
“House Party” on CBS, in which 
it is a participating sponsor for the 
full season, Armstrong will sponsor 
a 15-minute segment on each pro- 
gram every other week. The com- 
pany’s floor coverings will be 
promoted in some of the tv com- 
mercials, as well as in four-page 
inserts in Floor Covering Profits, 
Floor, Covering Weekly, and Home 
Furnishings Daily. Batten, Barton, 
Durstine & Osborn is the agency 
for Armstrong’s floor division 
products. 


‘Mirror News’ Offers Discount 
The Los Angeles Evening Mirror 
News is now offering automobile 
dealers a special volume discount 
plan for their advertising. The plan, 
which the newspaper is introduc- 
ing for the first time in the Los 
Angeles metropolitan newspaper 
field, is commissionable to recog- 


nized agencies. 
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Total metropolitan household coverage of both evening papers: 70.5% 
Any other combination comes to no more than 58.1 7 


Only with both Detroit evening papers do you get 70.5% of the metropolitan-area families—and at the lowest combination rate! Even more impressive : 234,333 families 


in the metropolitan area read the TIMES exclusively (130,889 more than Detroit’s morning paper). And 83% of the metropolitan-area families who read the TIMES get 
home delivery! Clearly enough, selling potential customers through the TIMES is a habit worth cultivating. 


OS) KEEP YOUR EYE ON THE TIMES Detrort= Imes 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE INC. 
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Starch Report classifications 
than the readers of any other men’s 
magazine surveyed. 


Ehks lead in income and occupational 
status ... travel and apparel... auto 
and home ownership. This leadership 
means a top opportunity to sell 
products for business, home and 
personal use. 


To reach Ekks, advertise in their own 
magazine—it’s the best way to sell the 
#1* men’s market. 


*1959 Starch Report ...ask 
your local ELKS Representative 
to show you a copy. 


New York, 386 Fourth Ave. 
Chicago, 360 N. Michigan Ave. 
Los Angeles, 1709 W. 8th St. 


BUT... On WKZO-TV You'll Meet The 


Smiths, Joneses And Everyone Else 


NS! SURVEY—KALAMAZOO-GRAND RAPIDS AREA 


(November, 1959) 


STATION TOTALS FOR AVERAGE WEEK 


HOMES DELIVERED | PERCENT OF TOTAL 


In Kalamazoo-Grand Rapids! 


Whatever their names, more people in 
Kalamazoo-Grand Rapids listen to WKZO-TV 
than to any other station. 

WKZO-TV delivers more homes than Station 
‘B’ in 398 of 450 competitive quarter hours 


B surveyed, Sunday through Saturday (see 


Mon. thru Fri. 
9 a.m.-Noon 
Noon-3 p.m. 

3 p.m.-6 p.m. 
Sun. thru Sat. 
6 p.m.-9 p.m. 

9 p.m.-Midnight 


WKZO-TV|STATION B] WKZO-TV|STATION 
57,000] 29300} 66% | 34% 
72,100} 38,900] 65%, | 35% 
62,100} 43,600 | 58%, | 42% 
141,600] 81,300 | 63% | 37% 
117,800} 62,400] 65% | 35% 


NSI Survey, at left). And ARB (April 17- 
May 14, 1959) also gives WKZO-TV an 
overwhelming lead in popularity—No. 1 spot 
in 74.6% of all quarter hours surveyed. 
That’s the story on WKZO-TV. If you want 
all the rest of outstate Michigan worth 
having, add WWTV, Cadillac, to your 
WKZO-TV schedule. 


Smith ts the most common name in the U.S., borne by approximately 1,504,000 persons. 


PEORIA, WINDS 


WMBD. TV — PEORIA, LLINO'S 


WKZO-TV. 


100,000 WATTS © CHANNEL 3 © 1000’ TOWER 
Studies in Both Kalamazoo and Grand Rapids 
For Greater Western Michigan 
Avery-Knodel, Inc., Exclusive National Representatives 


Advertising Age, March 14, 1960 


Getting Personal 


“Viva Madison Avenue,” the novel by George Panetta, Young & 
Rubicam copywriter, opens as a Broadway play April 6 at the 
Longacre Theater with Buddy Hackett, Fred Clark and Marty 
Balsan playing the leads... 

“The Long White Cloud,” authored by Ray Mount Rogers, copy- 
writer at BBDO, San Francisco, was just published by Dodd, 
Mead & Co. The novel is set in New Zealand around the turn of the 
century... 

Wedding bells: Sallie Lea Whitney, writer, and Artist George 
Jorgensen, both with Wade Advertising, Chicago, were married at 
the Sky Chapel of the Chicago Temple Feb. 6. Robert LaRue, of 
LaRue, Cleveland Inc., Detroit, and Patricia Kelley were married 
Feb. 20 in Detroit and honeymooned in Jamaica. Gene Tashoff, 
copywriter at Lawrence Fertig, New York, and Sandra Green, 
circulation department, McCall’s, were wed March 6... 

Phil Lewis, general sales manager of WCCO-Radio, Minneapolis- 
St. Paul, is the proud father of an 8 lb., 13 oz. boy, Thomas, born 
Feb. 15 .. . David R. Daniel, publisher of the Times, Hartford, is 
a grandfather again, with the birth of a third boy to son and 
daughter-in-law, Mr. and Mrs. D. Ronald Daniel .. . “In keeping 
with the times, there has been a small Price increase,” reads the 
birth announcement from Ken and Donna Kay Price. Father is vp 
of Doherty, Clifford, Steers & Shenfield; mother is formerly of 
J. Walter Thompson. Their first child, Darcy Lee, arrived Feb. 6... 
A son was born Feb. 23 to Mr. and Mrs. Robert Biernacki. Father 
is account exec with Radio-TV Representatives Inc., New York .. . 


HEADING HOME—Edward N. Nishikawa (right), managing director of 

Japan Canned Crab Sales, Tokyo, receives an engraved desk set 

from Irwin A. Vladimir, chairman of the board of Gotham-Vladimir 

Advertising, at a testimonial luncheon at the Advertising Club of 

New York. Mr. Nishikawa, who has been in New York for over 
two years, returns to Japan this month. 


John A. Cairns, president of Anderson & Cairns, and Jerome 
Melum, account exec, are back from a European junket... Robert 
Gruskay, account exec at WNBC-TV, West Hartford, Conn., has a 
new bride: Hedda Gulden. They honeymooned in Puerto Rico... 


Walter W. Swertfager, with the sales promotion department of 
Sinclair Refining, has been elected president of the St. Lawrence 
University Alumni Club of Westchester... 


The first Advertising & Publishing Lunch-O-Ree to help the 
Greater New York Councils Boy Scouts will be held March 31 with 
G. Montagu Miller, Y&R vp, serving as chairman. Co-chairmen are 
W. Harold O’Connell, account representative of J. Walter Thompson, 
Keith W. Morris of Sports Illustrated, and Felix W. Coste, president 
of Outdoor Advertising Inc... 


Social notes from Caracas: One of the main topics of conversation 
at the Caracas convention of the International Advertising Assn. 
was high prices. Delegates found right from the start (it costs $10 
to taxi from the airport to any hotel) that Caracas’ reputation as 
the most expensive city in the world is well-deserved . . . Allen 
Reffler, eastern ad director of Life, moaned at having to pay $18 
to go to the bullfights—and they were poor ones, at that, he re- 
ported ... Scotch: $15 or $20 a bottle . . . Significantly, very few 
delegates brought their wives, although Sylvan Barnet, Barnet & 
Reef, New York, did bring his . . . The high prices didn’t stop 
Arturo J. Jesurun, Curacao distributor and adman, from generously 
picking up what must have been a hefty tab at a dinner attended, 
among others, by Elmo C. (Bud) Wilson, International Research 
Associates, Bernard Rome, Rome Research, and the three Vision 
delegates—Art Whitcomb, dapper Erik Nielsen and Virginia Moore 

. . C. R. (Bob) Devine, international ad director of Reader’s 
Digest, was scheduled to attend but at the last minute got married 
instead to Mrs. Cynthia Haynes Kiser, and went off to Europe to 
honeymoon .. . Digest sent Pierre de Lussigny as a replacement... 
Another last-minute cancelee was George Kendall, international ad 
director of General Electric .. . 

The International Advertising Assn. has named Shirley Woodel 
as the 1960 winner of the IAA annual award. Mr. Woodel was vp 
of J. Walter Thompson until his recent retirement... 

Campaigners: Fairfax Cone, chairman of the executive committee 
of Foote, Cone & Belding, is at the helm of the 1960 Crusade of 
Mercy Chicago drive. James F. Chambers Jr., exec vp and general 
manager of the Dallas Times Herald, is chairman of the 1960 Com- 
munity Chest campaign in Dallas... 
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Only on First Street in Los Angeles can you find 
SEVEN-ZONE BOOTS FOR YOUR ADVERTISING 

Does your advertising need to take a giant step in Take any number of Zone Sections up to seven— 

Los Angeles? There’s one made to order in the seven or all, if you like. Just decide where you want the 

Zone Sections of the Sunday Los Angeles Times. most impact. Then, for complete information, contact: 
Each Zone Section has community interest—it’s Market Research Dept., Los Angeles Times, Los 


virtually a local newspaper, written and edited by a Angeles 53, California. 
local staff. It has thorough local coverage . . . and Got your First Street boots on? 
big-newspaper prestige. Perfect for neighborhood First in the nation’s No. 2 market 


dealer listings, or for carving yourself a test market LOS ANGELES Tl MES 
in the middle of America’s second biggest market. 


REPRESENTED BY CRESMER AND WOODWARD. NEW YORK. CHICAGO. DETROIT. ATLANTA AND SAN FRANCISCO 
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REDISCOVER rooreait 


| Along the Media Path | 


WPOP. Hartford, has moved its; that American women are most in- | 
executive offices and broadcasting | terested in fashion, entertainment, | 
facilities from the Shelbourne Bldg.| beauty and child care information | 

the Capitol National Bank Bldg.|in that order. 


e La Prensa, Buenos Aires, will | 


THE ONEIDA GOAL WAS NEVER 


WERE NO TIME -OUTS AND THE GAME 
WENT ON WITHOUT INTERRUPTION UNTIL A 
TEAM SCORES TWICE ONE GAME 


e Walla Walla Union-Bulletin 


‘ Dn LE 12) ‘faeag 
published its 35th annual progress | publish a special issue May 22, to| 4 . ey ‘ni 
edition Feb. 21. The edition, con- mark the 150th anniversary of the Reese 


sisting of 13 sections and 212| Revolucion de Mayo which sev- 


pages, also marked the 50th anni-| oreq Argentina’s ties with Spain. 
versary of the purchase of the 


Bulletin by J. G. Kelly, now chair- 


REDISCOVER—WEEI, Boston, is using comic strip ads 


Advertising Age, March 14, 1960 


e New York Herald Tribune pub- 
lished its 27th annual world travel 
guide in its March 6 edition. In- 
cluded in the section was infor- 
mation on ship and plane service, 
and guidance on where to go, how 
to get there, and what to see. 


man of the board. 


e La Tribune, French-language 
newspaper, is presently marking 
its 50th year of publication at 
Sherbrooke, Que. 


e An analysis of 17,000,000 re- 
quests for editorial booklets of-|e Montreal Gazette will publish its 
fered by the Ladies’ Home Journal third annual spring fashion supple- 


which tell a story of New England places, events, 
or individuals from early Colonial days to the 
present time, as part of its 1960 audience promotion 
campaign, under the theme, “Rediscover real radio.” 
Backing the promotion will be 100 three-color one- 


March 29. The separate 12-page{e National grand award winners| regional 
section will cover both the local|of Redbook’s 1960 shopping center| Brentwood, Denver, 


sheet posters on monthly display in subway loca- 
tions, alternate-week three-color taxi posters on ‘the 
Checker cab fleet, tow planes, mailing pieces, and 
station announcements. The comic strip advertise- 
ments will appear in the Boston Globe and Herald- 
Traveler. 

center 


shopping class; 


community 


and international spring fashion|achievement awards were Mon-| shopping center class; and West- 


picture and will feature an open-|dawmin, Baltimore, tied with 


during the past 30 years indicates| ment as part of its regular edition 


ing page in color. Hillsdale, San Mateo, Cal., in the 


%* Reproduction by courtesy 
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THE FASTEST ROUTE FOR YOUR PRODUCT TO THE CASH REGISTER 


| W’s 53 years of pioneering in the field of indoor and outdoor point-of-sale advertising 
offers the ultimate in graphic arts services, with two large plants, a top 
staff of creative designers, merchandising specialists; research, market testing, 
letterpress, offset lithography, screen process, cardboard, plastics and semi-permanent materials. 
NOW more than ever, it will pay you to CALL OR WRITE 


—- ene si we 


INLAND MAGILL WEINSHEIMER CORP. 
DESIGNERS AND PRODUCERS OF PRINTED MERCHANDISING AIDS 


PRINTERS AND LITHOGRAPHERS 
4545 TOUHY AVE., LINCOLNWOOD, CHICAGO 46, ILL. © IRVING 8-5500 


RALSTON PURINA 


gate, Lima, O., neighborhood shop- 
ping center class. 


e Assn. of Newspaper Classified 
Advertising Managers presented to 
R. H. Macy & Co. a plaque char- 
acterizing the company as “a great 
and successful nationwide organi- 
zation, including the largest store 
in the world. In recognition of the 
first advertising appearance of the 
famed Macy’s star in a New York 
Times want ad Sept. 22, 1872.” 


e Full details, including display 
photographs, are contained in a de- 
scriptive brochure on Good House- 
keeping’s “X Marks the Spotlight” 
beauty and health display promo- 
tion with 22 prominent drug 
chains. Copies of the brochure are 
available from Ange Fiorini, drug 
merchandising manager, Good 
Housekeeping, 959 8th Ave., New 
York 19. 


e American Dairy Assn. will pre- 
sent its “Distinguished Service 
Award” to the Olsen Publishing 
Co., Milwaukee, in recognition of 
its “dairy industry leadership,” at 
the annual meeting of ADA in Chi- 
cago March 23-24. 


e Savings & Loan Foundation will 
run a 12-page advertising section 
in the April issue of Coronet. 


e After nine months of operation, 
K-EZY, Anaheim, Cal., has be- 
come the first Orange County sta- 
tion to begin broadcasting on a full 
24-hour schedule. 


e McCall’s has opened a new, ful- 
ly equipped beauty clinic to evalu- 
ate beauty products—both new 
and established—for their over-all 
performance, quality and service. 


e Harper’s Bazaar’s latest promo- 
tion piece, entitled “Fashion’s 
Smartest Reflections,” is a triangu- 
lar cardboard lined with aluminum 
to catch the rays of the sun. The 
outside cover is a pictorial repro- 
duction of Bazaar’s covers. 


° KTUL, Tulsa, has launched a 
| year-round safe driving campaign. 
| Working with Consumers Oil Co., 
|KTUL has designed a bumper 
| sticker, which, with an official safe 
driver identification card, will be 
|available to motorists. 


e Detroit Times will present an 


‘MINIATURE 
SCALE MODELS 


of office, factory 


and apartment e <a 
| buildings, accurately Z MP. 
detailed interior =|) 
and exteriors. =3|\=>= 
| Models for Interior Decorators = — = 
A 


_ and Museums. Diorama Displays Ser” 
| for Advertising and Public 
Relations Promotions. WS 
JOHN H. WELLS & ASSOCIATES 
75 East Wacker Drive + Chicago 1, Illinois DE 2-6033 
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#/ triumphs 


of an advertising 
decision maker 


HE HARNESSED AN EDITORIAL TAILWIND TO HIS CLIENT’S ADS 


He deserves to be flying high! For he realized that the exceptionally talented 
editing of Special Interest Magazines creates a climate of desire in which 
advertising thrives. This editorial tailwind put his client’s sales far ahead 
of estimated totals—so he’s Head Dispatcher from this day forth! 


HEARST magazines 


13 keys to the special interests of 13 groups of people « « « American Druggist 
Bride & Home e Cosmopolitan « Good Housekeeping e Harper’s Bazaar e House Beautiful e Motor Boating 
Motor e New Medical Materia e Popular Mechanicse Science Digeste Sports Afield e Town & Country 
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hour-long style show on WXYZ- 
TV, Detroit, on March 15, and the 
following day will publish a spe- 
cial “Fashion Fanfare” section fea- 

turing pictures and stories on Eas- 
NOW BUY A ter and spring-into-summer fash- 


KING SIZE mes? a ions chosen from more than 50 
; eo: Detroit stores. 


MARKET . e WPIX, New York, reports it 
182,700 mah achieved a 49.7 average rating and 
FAMILIES <-- a 60.1% share for its Feb. 25 hour- 
24 Counties in long documentary spectacular tele- 
West Texas and New Mexico. east, “The Secret Life of Adolph 


The El Paso Times Hitler.” 


Morning and Sunday e Charlotte Advertising Club, 


Charlotte, N. C., awarding four 

first place honors in different cate- 

El Paso Herald-Post gories to WBT, Charlotte, cited the 

Evening station for “creating consistently 

104,020 CIRCULATION outstanding, imaginative and re- 

sultful advertising and for estab- 

lishing a high standard of quality 
and leadership.” 


EL PASO... CAPITAL CITY OF THE FABULOUS SOUTHWEST 


e Taylor Daily Press and Times, 
Taylor, Tex., has reduced its col- 
umns from nine to eight and its 


Cincinnati, Ohio 
December 7th, 1959 


Sports Director 
Radio Station - WDAF, 
Kansas City, Mo. 


Dear Sir: 


My husband and I are planning on moving to the Kansas City 

area early this spring to make our home and we are wondering if 
you would be kind enough to send us a listing of all the towns 
who get the radio broadcast of your Kansas City Athletics ball 
games. 


We are not planning on locating in Kansas City proper, and that 
is the reason for our wanting to know just what towns outside 
do get the broadcast. 


We are of middle age and "sort of retired" so we can locate 
just about any place we like, and knowing what cities do get 
the broadcast will have quite a bearing on our final decision. 


We are very enthusiastic sports fans, and of course, mostly 
interested in base ball. 


We have been here for the past several seasons and are getting 
a little bored with the Cincinnati Reds and their broadcasts!!! 


Thanking you so very much for your courtesy, I am, 


7 


3762 Reading Road, Apt. #3, 
Cincinnati 29, Ohio 


‘Dear Mrs. Hubert: Anywhere in this circle will be fine!”’ 


(C) Yes, Mrs. Hubert, we’re delighted 


ee Nie iy to report that you can hear the Ath- 
| | mg ne Qe letics* broadcasts... CLEARLY... 
ed anywhere within the big circle 
~ \ eet shown on this map. As you can see, 
=n = 125 it leaves you and Mr. Hubert with 
pd oe ST leet a great deal of latitude as to where 
_ gn ee you can settle ... an average radius 
fo = ht of about two hundred miles (day 
some oe and night), in fact. (] Thanks a 
2 7 4 million for asking. Without your 
re) | = py Ae IN Ae $= help, we might have forgotten to 
etc (ie Oe Et Bl Ps. remind folks of WDAF’s tremen- 
ea = fi ’ pelo ~ = = dous area coverage when the base- 
ee yay é 1 hou ball season opens next month. (1) 
l : 
= = io te we 
| Represented by 
yh ~ I HENRY I. CHRISTAL CO., INC. 
wh ase, 
= Saal sith, 
NBC ; 3 r, A SUBSIDIARY OF NATIONAL THEATRES AND TELEVISION, INC. 


: 
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Advertising Age, March 14, 1960 
page width from 1634” to 14 15/16”. 


e KARM, Fresno, Cal., introduced 
its new musical format to 88 agen- 
cies and clients by flying them to 
“An Evening in Las Vegas” for a 
presentation on Feb. 22. The new 
format, which began Feb. 28, fea- 
tures 15 minutes of uninterrupted 
music, with commercials every 
quarter hour. No rock and roll mu- 
sic will be aired. 


e Lucia Lewis, travel editor of the 
Chicago Daily News, has been se- 
lected for the Mark Twain award 
for the best single travel article of 
1959, her fifth Mark Twain award 
since 1956. The awards are given 
annually by Pan American World 
Airways. Other travel editors hon- 
ored were William J. Trepagnier, 
editor of Michigan Motor News, 
who won the Frank J. Cipriani 
Memorial Plaque for a series on 
Hawaii; Paul McMahon, Milwau- 
kee Journal, an award for the best 
travel series, and Len Barnes, 
Michigan Motor News, best public 
service article. 


e WNDU-TV, University of Notre 
Dame station, South Bend, Ind., 
reports that findings of a recent 
survey show that uhf conversion 
in the all uhf South Bend-Elkhart 
market area is reaching saturation 
proportions. 


e P. Lorillard Co. ran a four-color 
gatefold ad in the pre-convention 
April issue of NATD Co-Ordinator, 
published by the National Assn. of 
Tobacco Distributors. The 596-page 
issue contains articles on how vari- 
ous advertising programs work— 
via outdoor posters, radio, news- 
papers, magazines, etc., plus ar- 
ticles on pleasure products, why 
people smoke, eat candy, chew 
gum, etc. An editorial in the issue 
tells of the Co-Ordinator introduc- 
ing the first advertising gatefold. 


e Everywoman’s Family Circle 
and Woman’s Day have joined 
forces to prepare a “customer com- 
puter,” originally designed for use 
by Bristol-Myers salesmen. The 
computer lists, by trading areas, 
dollar sales volume of health and 
beauty aids in grocery stores; 
individual circulations of the two 
publications, plus combined circu- 
lation; percentage of family cover- 
age by the magazines in each mar- 
ket; major food chains served by 
them, and estimated percentage of 
sales by these food chains in each 
market. 


e Plant Engineering has signed up 
as a sustaining member of the Il- 
luminating Engineering Society 
Research Institute. Published by 
Technical Publishing Co., Barring- 
ton, Ill., the magazine is the first 
technical trade publication to sup- 
port the IESRI. 


e Department of New Laurels: 

Classified advertising in the 
Montreal Star totaled 9,496,824 
lines in 1959. 

Vogue registered a gain of 37 ad- 
vertising pages in the first quarter, 
with pages increasing from 430 in 
1959 to 467 in 1960. 

Advertising pages increased from 
421 in the first quarter of 1959 to 
576 pages in the first quarter, 1960, 
House & Home reports. 

The 1960 spring-summer edition 
of House Beautiful’s Building Man- 
ual gained 15.2% in advertising 
pages over the 1959 edition, with 
pages totaling 150, compared to 
130.3 pages in the 1959 spring- 
summer issue. 

The Caribbean edition of Selec- 
ciones del Reader’s Digest reports 
advertising volume for the first 
five months of 1960 came to 315% 
pages, a 22% increase over the 
258% pages carried in the same 
period in 1959. 

Kiwanis Magazine reports adver- 
tising revenue for 1959 of $41,906, 
a 19.7% gain over the previous 
year’s high of $35,001. # 
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Last year, The Seattle Times ran over ONE MILLION CLASSIFIED ADS, becoming the only newspaper in this 
area ever to join the 27 leading United States newspapers running a million or more classified ads in one year. 


CONCENTRATION 


of The Seattle Times circulation is concentrated 


within the busy six-county Seattle Retail Trading 
Zone. Advertisers recognize that this strong concen- 
tration of readers within buying distance creates 


greater sales! 


Che Seattle CGimes 


Represented by O’Mara & Ormsbee, Inc.—New York, Detroit, 
Nense! Lacerda) Chicago, Los Angeles and San Francisco. 
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Advertising Age, March 14, 1960 


Erlick Treyz Barry Bradshaw 
SELLING IS EASY AS ABC—Oliver Treyz, president at ABC-TV, discusses 
“The Chemistry of Successful Selling” presentation with three 
Young & Rubicam vps—Everett Erlick, Charles Barry and David 
Bradshaw. More than 1,000 advertising and agency executives were 
at New York’s Waldorf-Astoria for the network’s annual presenta- 

tion. 


WANT MORE 
CUSTOMERS IN 


ROANOKE... 


W H lli d Daniel Sullivan Reports 

est- 0 | ay Record Agency, Client Year 

Daniel F. Sullivan Co., Boston, 
S has reported “the best 12-month 

Shifts 15 Execs period in its 20-year history, with 

more than 12 new accounts added 

during 1959, plus a 20% average 


in Sales Revamp sales increase for its clients.” New 


accounts included Metropolitan 

a Chrysler Dealers Assn.; Timely 

San FRANCISCO, March ohn Brands Inc.; Plymouth Rock Gela- 

W. Fitting Jr., manager of West-|,. é ; eg 

Holliday Co.'s Portland office for | ™¢_Co.; West Paint & Varnish; 

y : - G. D. Mathews & Sons; American 

the past nine years, will be trans- Copper Sponge Co. and the Brock- 
ferred to its San Francisco head- ton Pair ; 

yg ie 7 tae — Coe Sullivan also said that Clicquot 

realignment of sales personnel Club Beverage Co., a client, report- 


<a ed a sales increase of 31% in five 
within the newspaper representa- months, with its canned beverages 
live company. 


Malcolm C. Smith has been ap- up 217%. Another client, Emerson 
pointed eastern sales manager, —— reported a 54% sales in- 
with headquarters in New York. ‘ 

He has been with West-Holliday 
for 23 years and has worked, at 
various times, in seven of the com- 
pany’s eight offices. 

John Howk, a 19-year veteran 


Hearst Names Paulsen, Lindner 
Richard B. Paulsen, formerly on 
the advertising staff of the San 
Francisco Examiner, has joined 
é : ‘ Hearst Advertising Service, San 
with the company, will be mid- Francisco, as an account executive 
western sales manager, supervis- to handle financial and publication 
a Chicago and Denv . , advertising. At the same time, 
Succeeding Mr. Fitting in Port- Dudley Lindner has been named 
ae = be J oo apts pang ves director of the sales planning divi- 
ee ° ~|sion for the Pacific Coast for 
geles office, where he has been Hearst Advertising Service. Mr. 
sales account executive for the Lindner has been with the organ- 
past 10 years. Named assistant ization 18 years 
Portland manager is Stan White, : 
a sales account executive in Port- 
land for four years. 
New York sales manager will be 
H. A. Lessersohn, who has served 
with West-Holliday for 27 years. 
Other appointments, all effective 
April 1: 


BS ~~ td 
e Los Angeles: Tom Foley, 32-) zs Connecticut $ 


year veteran, named Southern; 
California sales manager. Assistant! @ 
sales manager, Clifford Pierson, a| § 


Los Angeles account executive for | ts Household Market for 


10 years. | & 


e San Francisco: Paul West Jr. & Lumber, Building 
named Northern California sales| ® 
| and Hardware 


manager. He has been with West- 

Beaver, 10 years with the compa- | 33 Yes! New London ranks 
| 
} 


9:E.P. 12% 
Lire’. 14% 
LOOK 15% 


READER'S DIGEST 27% 
PARADE 97% 


(METROPOLITAN COUNTY AREA) 


Holliday 29 years.. Kenneth J.| & 
oP ; ny, was named assistant. first among all Connecticut 


The things people of Roanoke read about in the ROANOKE TIMES and |jcar veteran ‘with the company, 


cities of 25,000 or over in 


year veteran with the company,| 14s _ per go ge by “pn 
i i ;| ardware, an uilding mate- 
PARADE on Sunday, move off the shelves on Monday and all week long! |Manager. Albert D. Ross, an 11.| rials. The average? A big $510 
year employe, will be assistant. | #% per household!* Reach 98% 
e Seattle: James E. Thomson will) % of this 66,547 ABC City Zone 
continue as northwest sales man-| fj in The Day, New London's only 
ager. Designated as assistant Seat-_ local daily! 


tle sales manger is Robert M.| & *SM '59 Survey 
Smith, who joined West-Holliday | % 
four years ago. 


e New assistant Chicago fA : Che Day 


manager is Ray E. Turnquist, 12) i NEW LONDON, CONNECTICUT 


years with the company. + 


PARADE 


THE SUNDAY NEWSPAPER MAGAZINE 


re JOHNSON, KENT, GAVIN 
Orange-Crush Alters Name e sean ag 
Orange-Crush Co., Evanston, IIl.,! 4 


, = sare 
Represented Nationally by Sawyer-Ferguson-Walker Co. 


has changed its name to Crush In-| % 
e PARADE...The Sunday Magazine section of strong newspapers throughout the nation, reaching 10 million homes every week, | ternational. 
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Playing 
the 
percentages: 


(or the art of successful TV sponsorship) 


Score for prime time half-hours* 


1st or 2nd place 3rd place 


ABC-TV | 29 
NETY 29 
ET Z | 12 | 23 


* SOURCE: NATIONAL NIELSEN REPORT, 2 WEEKS ENDING FEB. 7, 1960, SUN.—SAT., 8-10:30 PM, AVG. AUDIENCE PER MIN. 


The smart money in TV rides the winners—shows that show up first or second con- 
sistently in share of audience. As the figures show, you’ve got 5 out of 6 chances 
of picking a winner when your money goes on ABC or Net Y—it’s a toss-up between 
them—but only 2 out of 6 chances on Net Z. And the figures themselves are most 
significant ... being taken from a national Nielsen at the season’s peak viewing 
period. (What isn’t a toss-up .is ABC’s edge in younger homes, with growing, con- 
suming families. And ABC’s lead in cost efficiency: $2.88 per M.) ABC TELEVISION EJ 
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IN ILLINOI 


"ROCKFORD MORNING STAR Rockford Register-Republic 


al...Rewarkable 


ROCKFORD 


If you want to see a sharp upsurge in 
your sales, look at Remarkable 


Rockford. First again, outside Chicago, 


in total retail sales. Second only to 
Chicago in population too, and still 
the fastest growing metropolitan area 
in the state. To get your full share 
of this rich, fast-growing, top market, 
advertise in the pages of the only 
media that give you total coverage of 
the whole market . . . the Rockford 
Morning Star and the 

Rockford Register-Republic. 


Harold Fellows, 60, 
NAB Head, Broadcast 
Executive, Is Dead 


WASHINGTON, March 9—Harold 
E. Fellows, the spokesman for the 
broadcasting industry during its 
stormiest period, died here yester- 
day of a coronary occlusion. The 
president and gues 
chairman of the 
board of the 
National Assn. 
of Broadcasters 
would have 
been 61 years 
old March 22. 

Mr: Fellows 
was taken ill at 
the NAB offices 
in the early aft- 
ernoon. He died 
a few hours lat- 
er at George 
Washington University Hospital. 

A native New Englander, Mr. 


Harold E. Fellows 


“Brevity 


soul of wit-and 
tediousness the 


is the 


limbs and outward 


flourishes 


99 


HAMLET 2:3 


it pays to be tedious when you’re paid by the word, as 
in some journals. But we pay our editors: 

—To cut words out; 

—To use big pictures and short words; 

—To say as much as possible on the “glance level” . . . 
photos, diagrams, charts, type display; 


You get wide awake readers 


—To let a reader see—quickly—what’s for him, what’s 


for others. 


When editorial loses outward flourishes, the advertiser 
gains something precious: readers with the time and inclina- 
tion to pursue ideas in his advertising. 

Smmons-BoarpMAN, 30 Church St., New York 7. 
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SIGNALING.. 
COMMUNICATIONS 


Advertising Age, March 14, 1960 


Fellows was director of the New 
England operations of CBS and 
general manager of WEEI, Boston, 
in 1951, when he was named presi- 
dent and general manager of what 
was then called the National Assn. 
of Radio & Television Broadcasters. 
Three years later he also was ap- 
pointed chairman of the broadcast- 
ers’ group which has since re-as- 
sumed its old name, NAB. 


s Throughout his career, Mr. Fel- 
lows was a champion of self regu- 
lation for radio and tv, as opposed 
to increased government control. 
His tenure in office saw the ad- 
vent of a tv code for self regula- 
tion and an ensuing policy that has 
given the document increased 
stature. 

The NAB president had repeat- 
edly warned broadcasters in recent 
years of the dangers in accepting 
hard liquor advertising. On the 
other hand, in 1954 he told the 
broadcasting business that it would 
be under attack for its beer and 
wine commercials, but that it had 
every right to have them, and that 
to yield to “dry” pressure on their 
acceptance would lead to further 
pressure to drop other classifica- 
tions. 

Early this year Mr. Fellows was 
among the industry witnesses who 
testified at the FCC hearings on 
programming and advertising 
problems. He was to have presided 
over a three-day series of board 
meetings here this week. 

Born in Amesbury, Mass., Mr. 
Fellows was educated at Haverhill 
High School, New York Univer- 
sity and Burdett College, a busi- 
ness management school. He served 
with the Marines in World War I. 


s Like many early broadcasting 
executives, he came into radio by 
way of the performing route. Aft- 
er the war, there was a stint with 
a cold storage company in Haver- 
hill. By the late 1920s he was 
working with Harry M. Frost Ad- 
vertising Agency, in Boston. In 
those same youthful years he 
doubled as a vaudeville performer, 
“with one night stands as his spare 
time job,” as one old friend put it. 
He was a singer and master of 
ceremonies. 

As radio director of the Frost 
agency, he came up with a paint 
company sponsor for a show on 
WEEI in 1929. Under the name 
of Bobby Banks, he was the fea- 
tured performer on this program, 
mixing talk and songs. 


® Three years later he became 
commercial manager of WEEI. In 
1936 he moved up to general man- 
ager of the station. NAB turned 
to Mr. Fellows in Boston 15 years 
later, when they were looking for 
a successor to the veteran associ- 
ation president, Judge Justin Mil- 
ler. 

Mr. Fellows was active in in- 
numerable charity, government, 
advertising, business and interna- 
tional groups, as director, chair- 
man, or committee member. + 


Swartz Adds Bendix Duties 

Bendix Aviation Corp., South 
Bend, Ind., has named Lester L. 
Swartz, supervisor of exhibit and 
show operations, to the additional 
post of advertising manager of its 
Bendix products division. Mr. 
Swartz succeeds Ralph G. Caletri, 
who has resigned. 


‘Detender’ Moves 
The Chicago Daily Defender has 


completed moving to a new plant 
at 2400 S. Michigan Ave. The move 
is part of a $1,000,000 expansion 
program for the newspaper. 


TSEC TO ee er 


MISSILE ROCKET BALL POINT PEN 
Make Your Sales Message has 
a Perfect “Shoot” different, 


exclusive, low 

woe __ cost. Write for 
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«ut R-W CORPORATION 


22849 Ventura Boulevard 
Woodland Hills, California 


—- > ae | 


Po RIN aa 


‘wel I + eaeratehretererennnanter eonmpeeemnventpneret mtsrerrncr Sri ti iia 


eerta breast 


™ i . 
5 aa een ip eri Ere 


Pong te Sets font PN ne we 
— Fa oe a es ba ge 


California’s Capitol 


Free-spending Californians and Nevadans are clus- 
tered thick in Beeline station broadcast areas. For 
example, KFBK is located in the heart of the metro- 
politan Sacramento Market which ranks 9th nation- 
ally in retail sales per household and 43rd in total 
retail sales. National ranking for total food sales is 
39th and total drug sales is 49th (SRDS) 


The city of Sacramento is the capital of California. 


SACRAMENTO, CALIFORNIA 


It is also the center of an area having huge, diversi- 
fied food-canning, industrial, dairying and agricul- 
tural activity plus several very large military 
establishments. 

As a group, Beeline stations give you more radio 
homes than any combination of competitive stations 
— at by far the lowest cost per thousand (Nielsen 
& SR&D) 


*Sales Management’s 1959 Survey of Buying Power 
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PAUL H. RAYMER CO., NATIONAL REPRESENTATIVE 
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The natural magnetism of news cov- 
erage —even business news coverage 
—attracts all kinds of people: doc- 
tor, housewife, drugstore clerk. Yet 
the business advertiser is seeking the 
rare but profitable management con- 
tact. This is how Business Week 
helps that advertiser: 


Business Week goes a step further 
than any other general, general- 
business, or news publication: Every 
subscriber is asked for name, title, 
company. With few exceptions, 
non-management applicants are 
refused, at the rate of 11,000 a year. 
This policy produces a 91% man- 
agement circulation. 


fin the haystack... 


To the natural attraction of all- 
business content, Business Week 
adds deliberate circulation selection. 
Result: greatest management 
readership per advertising dollar. 
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You advertise 

in Business Week 

when you want to influence 
management men. 
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Ads Boost Sales of Washington Apples 32%, 
of All Apples 20%, 5-City Test Study Shows 


Yakima, March 8—A test pro- 


motion for Washington apples| 
boosted sales by as much as 32%, | 


a project conducted by the De- 
partment of Agriculture with the 
cooperation of the Washington 
State Apple Commission shows. 

The study was undertaken dur- 
ing the first five months of 1959 
in six midwestern cities: Lincoln, 
Topeka, Springfield, Joplin, Cedar 
Rapids and Davenport. Preliminary 
results have been reported at Yak- 
ima and Wenatchee by Dr. Peter L. 
Henderson, who supervised the 
work. The full report is not ex- 
pected to be available for about a 
year. 

Data for the test came from 12 
stores in each of the six cities, with 
weekly reports covering (1) total 
sales of the produce department, 
sales and prices of apples, oranges 
and grapefruit by area of origin, 
plus bananas; (2) the number of 
customers patronizing the stores; 
(3) the amount of newspaper and 
other media advertising sponsored 
by each store and (4) merchandis- 
ing practices employed by the 
stores—the amount of display 
space devoted to apples and com- 
peting fruits, the use of point of 
purchase materials, and special 
displays. 


s Three variables were used: (1) 
Advertising of apples primarily on 
a health theme, primarily dental 
health, with both media copy and 
point of purchase material tied in; 
(2) an apple-use theme that pro- 
moted apples specifically for 
snacks, pies and other purposes 
and (3) no advertising. Spot tv 
was employed in the apple promo- 
tion. 

“To keep the tests on a practical 
and objective level,” the prelimi- 
nary report said, “retailers were 
urged to give the promotional 
themes only a ‘normal’ amount of 
emphasis. At the same time, dur- 
ing non-promotion periods they 
were asked to promote apples no 
more nor less than they would 
under ‘normal’ circumstances.” 

The study showed that best re- 
sults followed the apple use theme, 
but that sales increased also with 
the apple health theme, as com- 
pared with no promotion. 

Sales of Washington apples were 
32% higher when the apple use 
promotion was used and 21% high- 
er when the general health theme 
was used. In both cases the com- 
parison is with the use of no pro- 
motion. 


® The test also disclosed that pro- 
motion of Washington apples 
helped sales of all apples, with a 
rise for all apples of 20% with 
the apple use theme and 9% with 
the general health theme. 

The study also showed that 
changes in the amount of display 
space devoted to apples, changes in 
total produce sales and changes in 
retail prices of apples have a def- 
inite correlation to the volume of 
Washington apples sold. 

Average sales of Washington ap- 


JUST ASK FOR MARIE... 
Call WAbash 2-8655! 


Let Marie handle your complete 
mailings — including addresso- 
graphing, addressing, multigraph- 
ing, fill-in on multigraphed let- 
ters and planographing. 

Marie keeps your Mailing List 
up-to-date too and frees you from 

the detail work. 

Direct Mail has been our business 
for 30 years. We pick up your 
rush copy, give quick service, do 
accurate work and guarantee 
prompt delivery. 


a Lille Mop 


431 S. Dearborn St. * Chicago 5, Illinois 


ples per store per four-week period 
follow: With no promotion, 3,124 
lbs.; with the general health theme, 
3,776; with the apple use theme, 4,- 
121. 

Average display space for Wash- 
ington apples was 24 sq. ft. per 
store; for each foot of increased 
display above this average, sales 


rose 35.1 lbs. per week. The aver- 
age price for Washington apples 
during the test period was 16.9¢ a 
pound. For each l1¢ retail prices 
went up, sales dropped by 116 lbs. 
a week; similarly, for each l1¢ re- 
tail prices were cut, sales rose by 
116 lbs. a week. 

The study also showed that pro- 
duce department sales rose or fell 
$1 for each pound of Washington 


averaged $1,854 per store per week. 


Israel Drive Launched 

A drive to attract $300,00f 000 
in private American investment 
by 1965 has been launched by the 
newly-established Israel Invest- 
ment Authority, New York. Other 
offices have been opened in Phil- 
adelphia, Boston, Cleveland, Los 
Angeles, Chicago and Miami; in a 


apples that were sold or not sold.| few weeks, still another will open 
Total produce department sales|in Dallas. Initial promotion will be 


Advertising Age, March 14, 1960 


through a public relations pro- 
gram plus some direct mail. The 
authority has no advertising agen- 
cy and is not seeking one at this 
time. Shimon Horn heads the or- 
ganization, located at 250 W. 57th 
St., New York. 


Costanzo Joins Allied PR 


Anthony M. Costanzo, former 
public relations director of Fuller 
& Smith & Ross, has joined Al- 
lied Public Relations, New York. 


for sellers 
to the 
Chemical Process Industries 


Makers of 


MAINTENANCE EQUIPMENT, 
MATERIALS AND SUPPLIES... 


Attention, Please! 


Today in the modern chemical plant, the balance of 
power has shifted. Maintenance is rapidly replac- 
ing operations as the major labor-consumer. The 
newer, highly-automated plants now find as much 
as 60% of their labor force here, and even in the 
average chemical plant with about 20% on main- 
tenance, the norm is highest of any industry. 

More specifically, DuPont reports maintenance 
increases of 125% in wage roll from ’40 to ’57 and 
150% in over-all cost from ’46 to ’57. Outlays are 
high as productivity levels usually fall below 50%. 
One chemical company reports work levels of 40%, 
another 35% — and these figures are derived by 
counting as productive, time taken for job plan- 
ning, sketch making and cleanup afterwards, as 
well as the actual repair time. The 60% non-pro- 
ductive time is spent traveling to and from the 
job, waiting for materials, ete. 

Right now, we’d say CPI-Management is eager 
to hear from anyone with ideas on cutting down 
and controlling maintenance costs. 


IT'S WHAT'S UP 
TOP THAT COUNTS! 


At year’s end CHEMICAL WEEK circulation hit an 
all-time high of 43,000. Nothing earth-shaking 
here if you’re strictly a “mass” numbers player. 
But if you want “class” buying influence, remem- 
ber this 12-month, 3,000 subscriber gain is among 
CPI-Management... in all functions, from lab to 
plant to front office ... and at all levels, from de- 
partment heads and above.’ Remember, too... 
CHEMICAL WEEK is read, preferred and subscribed 
to independently by more management men than 
any other CPI publication. Ask your own salesman 
if real purchasing power isn’t “up top” with CPI- 
Management. Then ask your CW man to prove 
we've got it. 


HOW TO GET MORE 
FROM YOUR 
TRADE-SHOW EXHIBIT 


Trade-show managers say lack of know-how by 
exhibitors results in the waste of many thousands 
of promotional dollars annually. One chronic rea- 
son — after signing the contract, no one does any- 
thing until zero hour, a month or so before the 
show opens. Another common ill is too many ex- 
hibitors seem unsure of what they want to accom- 
plish. Here are the experts’ tips for future show 
exhibitors: 


© Develop a trade-show 
strategy. Want to attract 
a great deal of traffic? Or 
is your aim target cus- 
tomers and prospects? 
Your goal is the key to 
booth size and location, 
equipment display, layout 
and personnel. 


e Employ a “stage de- 
sign”. Lighting, group- 
ings of salesmen, 3-D ar- 
rangement of elements 
should pull together to 
draw visitors. 


@ Coordinate advertising, promotion and pub- 
licity with the exhibit. Spark interest in your 
booth with pre-show promotion, follow up with re- 
prints when the show opens. 


Feature new products and ideas, with publicity 
on hand for visitors and the press. 
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Burson-Marsteller Names 4 


Hartney and Harry 
have been 


ciates, public relations company. 


Mr. Bergen joined the company in| Wilson, Haight Adds One 


Hamilton-Electrona Inc., 
the company since 1953, and Mr.| York, an affiliate of both United Nelson Heads Artists Reps 


1957, Mr. Hartney has been with 


Henderson joined a year ago and|Aircraft Corp. 
was formerly manager of com-| Foundation, 
munications 


Germany, 
for Owens-Corning| pointed Wilson, Haight, Welch &| Erickson, Chicago, has been named |plicating, delivery, production ex- 


Fiberglas Corp. William H. Rodd|Grover, Hartford, its first agency.|president of Artists Representa- 
Harold A. Bergen, Robert J.|has been appointed manager of|Hamilton-Electrona will promote| tives, 


Chicago. The company, 


Henderson|the company’s Pittsburgh office.| and sell the “electron beam” proc-|which prepares advertising mate- 
appointed account| He was previously an account ex-| ess, 
group supervisors in the Chicago| ecutive with Ketchum, MacLeod &/trolled high density 
office of Burson-Marsteller Asso-| Grove, Pittsburgh. 


a technique using a con-|rial and finished artwork, has ex- 
stream of} panded to include marketing com- 
electrons to change materials phy-|munications-planning and _ sales 
sically and chemically in welding, | merchandising activities. 

milling and/or drilling. 


New Continuity Editing Opens 


Continuity Editing Co., a new 
Zeiss Clyde W. Nelson, formerly an|organization to provide broadcast 
has ap-|account executive at McCann-|services such as script typing, du- 


and Carl 


CPI 
INVESTMENT 
INSURANCE 


Total U.S. R & D spending will top $12-billion over 
a 12-month period in ’59-60. Up 250% in 7 years. 
When you realize that just about 40% of all basic 
research is “chemical in nature” and some 10-15% 
is carried on by “strictly CPI” companies . . . well, 
it’s something to contemplate. And it makes chem- 
ical process sellers even more thoughtful because 
R & D is where new products are born — and who 
innovates more than the CPI? Don’t forget — it’s 
today’s research that pays off in big plant, equip- 
ment and materials spending tomorrow. 


DO YOU HAVE THESE 
CW MARKETING AIDS? 


These recently released research reports will help 
you know your CPI market better...its size, 
growth potentials, buying influence and specific 
applications for your products... 


Equipment (market study) +* Equipment (The 
CW Story) + Plant Site Selection » Heat Exchang- 
ers ¢ Protective Coatings (4 reports) « Plastic Pipe 
« Control Systems « Fork Lift Trucks & Front-End 
Loaders * Pumps « Engineering & Construction 
¢ Consulting Engineers (a directory) *» Computers 
« Textile Bags » Multiwall Bags » Ethyl Alcohol & 
Ethyl Chloride »* CPI Market for Cans «+ Fibre 
Drums « Census of CPI Plants » Markets, Men & 
Magazine (CW Fact File). 


Ask your CW representative or write the maga- 
zine’s Research Dept. for copies of these reports 
...and if your product isn’t listed, ask for “The 
Index of Market & Media Research” 


SUCH A COMFORTABLE 
CLIMATE FOR SELLING... 


Equipment sellers — hear this! We’ve long said 
your first sales target was the CPI management 
man—and the best place to sell him was CHEMICAL 
WEEK. Now, thanks to you, our job’s getting 
easier. This year 26 brand-new advertisers are 
using CW to sell equipment with a boost in space 
of 132 pages in this category alone. 


Top display gainer in ’59, CW is still rolling in ’60. 
The total for the first two-months hit 502 pages — 
up more than 6% over last year and 16% over 58. 
So, how about it? Next time our representative 
calls, let him show you what CHEMICAL WEEK can 
do for you. 


TOWARD BETTER 
EQUIPMENT 

ADVERTISING 
Looking for a sure way to catch CPI-Manage- 
ment’s attention? Show and prove your prod- 
uct in action. These advertisers did...and 


came up with the three top-scoring equipment 
ads in Reader Feedback last year. 


oe 
@ orn rw m aie 


Aer ote years of met walphure mete 
eon Fone er eet certs semper 


After 5 years, 8 mites of Uscetite 


DOW uses case-history approach 
to demonstrate merits of its 
. Saran-Lined Pipe. Neither pix 
nor copy deters from “‘all-busi- 
ness” tone . . . but CPl-Manage- 
ment read and remembered! 


U.S. RUBBER has similar format, 
here lightened with human-in- 
terest angle in plastic-piped Mr. 
Usco. Again, facts dominate... 
again, product proof is proven 
performance. 


ALCOA in spread-size ad works with several examples showing why 
“Alcoa aluminum makes a good design habit”. Body copy is general 
— illustrated applications speak out in specifics. 


noe, es 2 aa . ns +4 . 
ro ME ek Dis Tiida aa i iia Somat ther 
Rar RL ah ae lac ae epee ye ee eae! 
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pediting and counsel on copy ac- 
ceptance, has opened at 73 E. 
Wacker Dr., Chicago. It is headed 
by Edward H. Sheaffer, formerly 
director of continuity editing and 
acceptance at CBS, Chicago. 


LaChoy Repeats Refund Offer 
LaChoy Food Products, Arch- 
bold, O., is repeating its 25¢ refund 
offer (AA, March 9, ’59) to con- 
sumers through March and April. 
It will be featured in b&w ads in 
120 major newspapers and color 
ads in Everywoman’s Family Cir- 
cle and Woman’s Day and in busi- 
ness publications. Maxon Inc., De- 
troit, is the agency. 


Citadel Life to Lampert 

Citadel Life Insurance Co., New 
York, has appointed Lampert 
Agency, New York, to handle ad- 
vertising and public relations. A 
new company, Citadel plans to 
sell only life insurance for the 
present. It is headed by M. B. 
Pomrock, formerly president of an 
Israel insurance company. 


FEW MAJOR 
CITY ZONES 
IN THE 
NATION HAVE 
GROWN AS 
FAST AS 
LONG BEACH 
CALIFORNIA 


... how in the 
over-half- million 
population group 


508,369 


18.1% 
GAIN 
222,861 
people 


285,502 


1950 1959 


Independent 
Press - Telegram 


Morning Evening Sunday 
LONG BEACH, CALIFORNIA 
Represented nationally by 


RIDDER-JOHNS, INC. 


MEMBER METRO COMICS GROUP 
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Voces tents sei ieee tte dit eee 
ous as the world! Now, many manufacturers of 
farm-use products enjoy a brisk export busi- 
ness. They depend upon two unique international 
magazines to reach leading ranchers, planters 
and commercial farmers. They use Agricultura de 
las Américas for its leading audited farm market 
coverage of Mexico, Central and South America. 


To generate sales in Africa, Asia, the Middle 
East and Oceania, the media choice is World 


Farming, also the leader in its field. Write today 
for informative Market and Media Folder. 


AGRICULTURA 
de las AMERICAS 


1014 WYANDOTTE ST., KANSAS CITY 5, MO. 


WORLD 
FARMING 


or 


Advertising Age, March 14, 1960 


FAIRGROUND—Ford (and tie-in collaborators) creates a country fair 
atmosphere in its shopping center displays. 


Auto Makes to Emerge Like Spring Flowers 
as Decorations in Suburbs Shopping Centers 


Detroit, March 9—Shopping} 
centers have opened a new mar- 
keting door for the automobile in-| 
'dustry, and manufacturers will be 
| participating heavily in this new 


nothing makes sales grow 


AWHEREN ESO ; 


Sie 


Whatever the product or service you sell, 
from Lawn Mowers to Landscaping, nothing 
cultivates customers like AWHERENESS. And 
nothing creates AWHERENESS like the Yellow 
Pages—the buying guide that’s in 65,000,000 
American homes, telling prospects where to 
buy what you sell. 

If you’re a manufacturer of brand-name 
products, Trade Mark Service in the Yellow 


z ye EE Salis Sn A ON eee Pane oe tes eae pe ier uit pode 


...and nothing builds AWHERENESS like the Yellow Pages 
Pages makes prospects aware of your local 
outlets. If you operate a local business, Yellow 
Pages advertising makes it easy for shoppers 
to find the products or services you offer. 

Discover today how easily you can reap 
bigger sales by adding AWHERENESS to your 
selling plan. The Yellow Pages man can help 
you build a program to fit your needs. Call him 
at your Bell telephone business office now. 


The advertising medium that tells people where to find your local outlets! 


SN Sr ate oe ae et 
Phe ae em See | Sree me 
See Fae Cea gag eee : 


area of auto display through 1960. 

Ford, Chevrolet and Dodge—pi- 
oneers in shopping center shows— 
are convinced of the values of this 
form of display for two reasons: 
(1) Shopping center management 
welcomes the added pulling power 
of an auto show and charges little, 
if anything, for space, and (2) the 
public enjoys viewing the models 
and receiving information about 
them without being tagged as a 
customer. 


e Ford began displaying its line at 
shopping center parking lots in 
1957, according to Mott Heath, a 
company official. The company es- 
timated it had exposed its products 
to 5,500,000 people in 1959 alone. 


e Chevrolet, which makes its shop- 
ping center approach on its own, 
with no effort at promoting other 
wares of General Motors, has a 
more elaborate program than ever 
shaping up this year. 

Last year Chevrolet began tour- 
ing its own portable, air-supported 
exposition hall—an easily-handled 
barn-size building that can be 
moved on a single van. This show 
will be booked in about 30 of the 
nation’s largest shopping centers 
this year. 


e Dodge reports that nearly 1,000,- 


000 visitors viewed its 1959 shop- 
ping center shows at three major 
Detroit centers alone. It has al- 
ready taken a display of 1960 mod- 
els into more than 50 shopping 
centers, with dealers generally 
providing the cars and the central 
office supplying exhibit, perform- 
ance and engineering units. 


= Mr. Heath said the larger Ford 
shows, transported in several vans, 
should be given a 10-day stand ina 
given major shopping center local- 
ity—including two weekends—to 
get full value for the cost of trans- 
portation and maintenance. Such a 
show has a potential draw of 500,- 
000 viewers, he said. Somewhat 
smaller units are designed to visit 
smaller shopping centers for three 
days only—possibly Thursday, 


Friday and Saturday—according toy 


Mr. Heath. 

The smaller shows, which are 
less expensive to the company from 
an operating point of view, may 
remain in a large city several 
weeks, but move each week from 
one neighborhood center to anoth- 
er. 

Local advertising tells of the 
week’s location of the show; dealers 
in the immediate areas participate! 

Ford station wagon and suburbam 
living displays last year were re 
markable cooperative merchandis4 
ing efforts. The count at one timé 
showed 174 items of tie-in equip4 
ment displayed as complementary 
units for traveling or camping witht 
Ford station wagons, such ag 
stoves, heaters, coolers, boats, mo# 
tors, accessories, hunting and fish# 
ing equipment and wearing appars 


el. z 


< 


= According to Mr. Heath, Forll 
merchandising and research staffs 
gained a dividend on the 1959 tour® 
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m@ harvard Men 


In The New York Times Magazine, you learn what 

girls think of Harvard men: “I am a normal, attractive, 
red-blooded American girl who wants something 

more than just a husband and children . . . However, 

I still find the boys I date (and they are all smart 

boys from the Ivy League schools) don’t want an intelligent 
girl... The only exception is Harvard men, and I 

don’t know how right I am in this.” 


a" et 


Bachelors 


In The New York Times Magazine, you learn what 
bachelors think of girls: “One of the joys of 
being single is that sweet young things (if they have 
a grain of sense) will keep the silence and allow 

us to invest them with all sorts of notions about their 
charm and wit — it’s one of the few times we 

may have such illusions.” 


ae 
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Vanquished § 


In The New York Times Magazine, you learn who is boss: 
“The only excuse that one can find for the 

a. ascendancy of women in the United States is that 

men get the women they deserve.” 


| The New York Times 
Magazine 


In The New York Times Magazine, you get results. That’s because women, 
men (Harvard and otherwise) and 1,300,000 families react to the stories 
(as these letters to the editor show). They react to advertisements with the 
same enthusiasm. Join up — and sell New York in New York’s 

biggest salesman, The New York Times. 
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Specialized Magazine for Agricultural CHANGE-AGENTS 


N EW Kind of Farm Magazine 


For Agricultural CHANGE-AGENTS 


32 Year Old Magazine Shifts Editorial Emphasis 


Who Are Change-Agents ...? 
Who NEEDS fo Reach Them .. .? 


Two men at Michigan State University, Professors Loomis and Beegle, have come 
up with a new name . .. CHANGE-AGENT. They created it better to describe what 
certain kinds of agricultural leaders are supposed to do today. It is to change both 
the farmer’s mind and methods . . . to get him to accept farming as a business, rather 
than just as a way of life. 

So, BETTER FARMING METHODS, founded 32 years ago, is changing its editorial 
emphasis. Now serving ag leaders (vo-ag teachers, county agents, extension special- 
ists, FHA supervisors, agricultural bankers, and professional farm managers), it is 
expanding its circulation to serve a larger audience. 


Beginning July, 1960, BETTER FARMING METHODS will reach .. . 


25,000 Agricultural Leaders 
25,000 Influential Farmers 


At Iowa State College, Professors Bohlen and Beal developed a classification of 
farmers . . . from the most to the least progressive. It is the top influential pace- 
setters, the farmers other farmers follow, who are being added to BETTER FARMING 
METHODS’ reading audience. They also are true CHANGE-AGENTS. These 25,000 
farmers are located in America’s 1,500 top-half income farm counties. 


Place Your Message In a “Climate” of Change 


Your advertisement in BETTER FARMING METHODS will be set in a “climate” 
of change. These 50,000 CHANGE-AGENTS will read it while they are reading and 
thinking about the great changes occurring in rural America. For agriculture, indeed, 
is in revolution. Both mind and method are challenged. The rural mind must recog- 
nize the need for change and be willing to accept it. ‘ 


Be sure the CHANGE-AGENT leaders, 50,000 agricultural leaders and influential 
farmers, know about your products and how they fit into the new agriculture. Sell 
the agricultural leaders farmers follow. 


Beginning July 1960 (Available in four regional editions) 


Serving Agricultural Leaders Since 1928 


WATT PUBLISHING CO. 
Mount Morris, Illinois 


Specialized Magazine for Agricultural CHANGE-AGENTS 


BETTER FARMING METHODS 


te; 


through use of the Factron. Visitors 
were given a chance to answer a 
series of questions on an IBM per- 
forated card at the show, with cash 
and merchandise prizes offered in 
areas where they were legal. More 
than 550,000 cards were filed, with 
answers to questions that were in- 
valuable to Ford’s research depart- 
ment, plus the value of providing a 
mailing or contact list for dealers 
in the show areas. 


s The structure used to house the 
Chevrolet display is termed an 
Aerosphere; it originally was a 
military development. It is a flame- 
resistant, vinyl-coated nylon shell 
which folds to the size of a life 
raft. It can be inflated in a half 
hour to loaf-shaped proportions, 
100’x40’x25’. 

Like Ford, Chevrolet plans to use 
a prize award program where such 
merchandising is legal. Last year a 
number of scale model Corvettes 
were given as door prizes at some 
exhibitions. 

In addition to the large Aero- 
sphere show, Chevrolet will con- 
tinue to tour 10 units of its con- 
densed Featurama, a show of auto- 
motive advances. These will be 
booked into the smaller shopping 
centers throughout the nation, with 
local dealer cooperation. 


= Dodge shopping center displays 
are generally advertised by the 
dealers. One dealer in- Rochester, 
N. Y., reported gaining 275 names 
and addresses, 23 demonstrations, 
10 sales and 35 “hot” prospects as 
a result of participating in a single 
shopping center effort, Dodge re- 
ports. 

W. J. Bird, assistant general 
manager of Dodge’s merchandising 
staff, sees four principal values in 
the supermarket show: 

“First, the new model cars at- 
tract large numbers to the shop- 
ping centers, increasing the profit 
to the merchants. 

“Second, the shopping center 


Now, oe 


BIG TopP—Chevrolet uses this inflatable building for its shows. 
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tion rides. 

“Third, the shopping center pro- 
vides highly concentrated and de- 
sirable lists of prospects. Almost 9 
all shoppers there are car owners 
living in the suburbs. Most of them 
have steady incomes and money to 
spend, else they would not be visit- 
ing the centers. 

“Fourth, there is the psychologi- 
cal factor. Customers like to 
browse, compare and study cars, 
without having to commit them- 
selves as in the market for a car.” 


® Dodge is the only Chrysler divi- 
sion going heavily into the shop- 
ping center display field, although 
other Chrysler makes find them- 
selves there on occasion, through 
enterprise of local dealers or dealer 
groups. The same is true of General 
Motors makes besides Chevy. 
Plymouth and Valiant merchan- 
disers also have been trying dis- 
plays at airline terminals. Ply- 
mouth has used this approach in 
the past two years and plans per- 
manent lobby displays in about 30 
major air terminals this year. 


FORD TRACTOR CAVALCADE 
TO VISIT 25 COMMUNITIES 

Detroit, March 9—Ford Motor 
Co.’s tractor and implement divi- 
sion has inaugurated two “caval- 
cade” farm shows which will visit J 
25 communities in the next three 
months. A special version of the 
show, featuring construction equip- 
ment, will appear at industrial} 
centers. The show will include a 
new panoramic motion picture ex- 
hibit, a “living sound” audio sys- 
tem and live equipment demonstra- 
tions woven into a musical show. 
It will be presented in a geodesic 
dome with more than 10,000 sq. ft. 
of floor,space. 

This show is in addition to the 
company’s American Road Show, 
which already has taken to the 
road and whose six units already 
are booked into 59 shopping cen-. 


generally has space for demonstra- 


ters through July 2. # 


your telephone. 


(Est. 


At no cost to you, direct 
telephone connection in 
the following cities, dial 
your local operator and 
ask for: 


15th Birthday Coming Up! 


On April 18th Endorsements, Inc. starts its six- 
teenth year as THE source for obtaining the 
world’s greatest names for testimonial adver- 
tising campaigns in ALL MEDIA. Never any 
consultation fee—and we’re as close to you as 


Sudovstmcw5e, in 


65 E. 55th ST., N.Y. 22, N.Y., Plaza 1-0320 


1945) 


IN CHICAGO +—ENTERPRISE 4199 
IN CLEVELAND—ENTERPRISE 3001 
IN BOSTON 9 —ENTERPRISE 3001 
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RAPID READER RESPONSE. What does it 
mean to you? Inquiries, for example, the action 
response? Or readership, the starting point for 
every variety of response? 


If you're like most smart advertisers, you're interested 
in total response. You want sales leads and readership 
that you can measure. But that’s not all... you 

want to create a preference for your product and 

a favorable company image. The solution is to 

put your advertising in a magazine where 


measu red TOTAL RESPONSE is high. 


; 


— es 


a 
I 
\ ae 


Why is response to editorial pages and advertising 

on the upswing in MACHINE DESIGN? Two reasons: 
(1) Massive editorial research equips MACHINE DESIGN 
editors to deliver what readers want. (2) High 
precision circulation methods direct MACHINE DESIGN 
to the right people . . . at the right plants 

| ... at the right time. For example, over 60% of 

| MACHINE DESIGN copies are verified annually 

by personal interviews in the readers’ plants. 


That's why advertisers who value TOTAL RESPONSE, 
both the measurable and the immeasurable reactions 
of readers to advertisements, prefer to gear their 

marketing plans to MACHINE DESIGN . . . the magazine 
of RAPID READER RESPONSE. 


ACHINE 
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Henderson Names Dunlap; ipD:.. 
Adds Sea Pak Account Rising Cost of 
66 We press Leonard D. Dunlap has joined 


Henderson Advertising Agency, 


* / 
Bit.” Greenville, S. C., as an Aer’: Series Doesn't 
RO. i tive. Mr. Dunl former- 
ee the buttons ees pegpaner tea chalaaii ‘sib ‘ame! ” 
ager of the Pepsodent division of Daunt Gillette 
|Lever Bros. Co. Henderson has 


| been appointed to handle advertis- 
ing for Sea Pak Corp., St. Simons arke er’s ew Pact 


Island, Ga., processor of frozen sea Carries 000,000 
...you do pote: 


foods. . 
Baseball Price Tag 
- Lambert Prints New Catalog aii “Wie Bed 
| Lambert Studios, Philadelphia, peers —s§ spon- 
~~ < th e rest i ng has published its silver anniver- — otha a . a Rea 
(__ Hiitiainiannaaial sary catalog of stock photographs.|tV 4nd radio stil a. profitable 
an UT More than 1,500 separate subjects | Venture? 
picked from the Lambert library| Gillette Safety Razor Co. ob- 
Sheraton’s got an exclusive in the hotel industry — an electronic reservation system called RESERVATRON. What does it do? —- shown. The viewbook has 90 Le ae a five-year 
It gets you confirmed reservations at any of Sheraton's 54 hotels in 4 seconds flat, that's what. And it's free, too. All you do 8 ~ pg pages, is plastic — |contract extending its sponsor- 
is call the nearest Sheroton Hotel. SEND FOR FAT FREE BOOKLET: 96 pages chock full of facts about all of Sheraton’s hotels uct ‘clacsifications. ‘The book mmay|ship through 1966. Under the 
in 39 cities. It'll be useful to you — and prove to us that you read this ad. Address: Sheraton Corp., Ad Age Ad #8, be bougat for $2 from Camber; | new pact, which Gillette and 
470 Atlantic Ave., Boston, Mass 2801 W. Cheltenham Ave., Phila- | NBC signed with Ford C. Frick, 
delphia. baseball commissioner, the ra- 
2 — |zor company has agreed to pay 
|the major leagues an annual 
bonus of $250,000 for 1959, 
/1960 and 1961, it was reported 
lin Sporting News. 
| When the new contract goes 
~ \into effect in 1962, there will 
be no bonus, but the rights to 
the series and one _ all-star 
game will go up from the $3,- 
250,000 under the old agree- 
ment to $3,750,000. Should a 
second all-star game be sched- 
uled, Gillette has an option to 
buy it. The company has pur- 
chased the second game for 
1960 for $250,000. If the same 
price tag is placed on future 
second all-star games, if and 
when they are scheduled, and 
Gillette decides to buy them, it 
will be spending $4,000,000 for 
broadcast rights alone, starting 
in 1962. 


oe > 


= 


= Costs of the baseball series, 
which Gillette has been backing 
since its first year on radio in 
1939 and its first telecast in 
1947, have risen steadily. Under 
the old contract, running from 
1957 through 1961, radio-tv 
rights cost an annual $3,250,000. 
With the cost of the second all- 
star game and the $250,000 bo- 
nus, this figure will be boosted 
to $3,750,000 for 1960, by the 
new pact—far above the $1,- 
250,000 paid yearly under the 
1951-’56 contract. 

In 1950, when Gillette paid 
$800,000 for tv and $175,000 for 
radio rights, many sideliners 
said that the cost of the classic 
would soon price even the big- 
gest advertiser out of the mar- 
ket. Pay-as-you-see tv was felt 
by many to be the inevitable 
;| answer. 


| 

|@ But 10 years have passed, 
|and pay tv seems to be still a 
long time off. Commissioner 


q a ect ks : Bad, Ns oa ‘ Wg : eS » 4 = : io. be > ae : 
eo hana wh ER w parckic'™, “ 3 ; ea &, 3 i A Miwa, < 2%, Frick probably does not see pay 
tv as a consideration for the 


nation’s favorite sport, as evi- 

C0 lm us denced by his signing of the 
2 ™ " new long-term agreement with 

... since he discovered Adventure Radio, WERE, Cleveland commercial tv. His reason for 


signing the contract, he said, 


or 


AOL 


... Who’s going to tell him that the local boys conquered Cleveland a long time car cane Gk Gee 
ago by using WERE... the automotives like Rambler...Dodge...Ford and Chevy a 
... They’ve been on Adventure Radio since almost 1492!...Now he keeps looking which has been informed. by 
e — 2 National Broadcasting Co. that 

for the Pinta and the Nina, and wondering what to tell Isabella... We know what Sete gees as day Se 
1 Ss, espite e razor mak- 

to tell her... more local advertisers use WERE than any other Cleveland station! pchclagguesen oust ghee fey 


casts, wants to take out a little 


insurance for its future with 
baseball. With the fading of the 
fights, perhaps Gillette will 


bank even more on baseball in 
coming seasons. 


WERE-Cleveland... 
WERC-Erie...the Adventure = Last year the company re- 

Radio Stations. Represented portedly spent about $5,400,000 
by Venard, Rintoul, and McConnell, Inc. to broadcast the series and two 
all-star games, with tie-in pro- 
motions. In 1958, $5,100,000 
went into a six-week effort on 
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z “ N. ]. Outdoor Assn. Elects |Corp., Newark, secretary, and)Loew’s Theaters from Loew’s Inc.;Lubar Associates, has been ap- 
Series Audiences William H. Harris of United,|As now set up, Metro-Goldwyn-| pointed sales promotion director of 
Charles W. Stephens, vp and 7 : yl ' : 2 Vel Sal Ne York 
Copyright by A. C. Nielsen Co.| general manager of American | 2ational director. onard Drey- | Mayer includes motion picture elcro Sales Corp., New York, 
. | Advertising Co., Long Branch, | fUSs, president of United and| production, production and licens- |manufacturer of Velcro fasteners. 
a aa N.J., has been reelected president | founder of the association, was|ing for television, recording, music 
; eats: ad wcuaie cat jomes! of the Outdoor Advertising Assn. elected honorary president. publishing, and ownership and op- | = — 
} senshed in readied tn of New Jersey. Other officers eration of 49 theaters Overseas |p PUBLISHERS CLASSIFIED DEPARTMENT 
Ez er ore ‘Saaeae elected are Hugh McLaughlin,| A Loew's By Any Other Name = 115 foreign distribution of-| jp 9 $. cLiNtom st., CHICAGO 6, ILLINOIS 
1955 .... 10,303, 25,642,000|0 Mealia Outdoor Advertising| Loew’s Inc., New York, tv film|*!®s- “MAGAZINE CLASSIFIED BY THE MILLIONS” 
i 1956 s 11.655, 28,663,000 Corp., Jersey City, vp; George M.|producer and _ distributor, has 
£ 1957 . 12.366, 31,280,000 Harvey Jr., R. C. Maxwell Co.,|changed its name to Metro-Gold- Velcro Names Rea Lubar 
i 1958 << 13,293,000 32. 693,000 Trenton, treasurer; G. Becker| wyn-Mayer Inc. This follows a} Rea Lubar, formerly head of her 
{ 1959 a 13,061,000 33,942,000 Jamieson, United Advertising|separation in March, 1959, of|own public relations company, | ks 
| « 


‘the series. In 1955, Gillette 
spent about $2,000,000 in the| 
U. S., plus an additional $500,- | 
000 to $1,000,000 in internation- | 
al support of the classic. Over = i 
$1,500,000 was spent for a one- Me ie a as 
week push during the 1950 se- 2 ; 
ries week, with another $250,000 
for international advertising. a E: 
The rising costs might seem ‘ 536 y a sg ie 
a little staggering, but so is the a ; me 
number of homes reached. Niel- ee eee pid as oe ° 
sen reports that, for the aver- , : 
age minute of the average game a on J baa 5 
during the 1959 series, 13,061,- esa ch: Ri ee es 7 
+ 000 homes were reached. In hs ws ie : 
- 1958, the figure was 13,293,000. 2% oe || (ne ;, 
The shares of audience during ’ "o 
the past two series varied be- 
tween 73.6%, and 89.5%. In 
1954, an average of 7,801,000 
homes was reached each min- 
ute. 
In 1957, there were 220 tv 
‘stations in the U. S. carrying the 
4 baseball classic. In 1953, about 
126 stations were in the hookup. 
In 1947, the series buy con- 
sisted of only seven stations in 
four U. S. cities. 
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} s Gillette traditionally has used 
‘ the series to run special pro- 
motions and premium offers for 
] its large male audiences. Last 
| fall, it offered its new 1959 ra- 
| zor at a special price of $1.95. 
In the previous year, it of- 
fered a razor and supply of 
blades, originally priced at $1, 
\ at a 79¢ special. 
{ Prospective customers watch- 
ing the 1957 clash were offered 
a pocket-size booklet of base- 
| ball signals with the purchase 
of a $1 super-speed razor or a 
. $1.96 dispenser of blue blades. 
i The premium, labeled “Finger- 
| Tip Movies,” was designed to be 
| thumbed through fast to give 
| the illusion of motion. 

In 1953, Gillette offered a 96- 
page World Series record book 
with the purchase of a $1 plas- 
tic kit containing a razor and 
six blades. The company sold 
2,600,000 of the record-and-kit 
combinations. Other series have 
featured premiums ranging from 
shaving cream to Pinocchio 
t masks. 

Maxon Inc. is the agency for 
Gillette. + 


Four Join Smith, Hagel 
j Smith, Hagel & Knudsen, 
| New York, has appointed Ed- 
ward L. Nash an account execu- 
tive; Erick Ainsworth, media 


| and research director and Wal- : . . arr YOU GET the lar gest evening 
a A. en = — pears ate TO YOU, ap ap er boat; to him, a mighty circulation in Western America. 355,764* 
ee ee a : : | ae Net Paid Daily. And that’s 52,047 MORE 

| ae. Sie, Seah Seale ee warship. How delightful, the whimsical than the other evening paper. And, 

: peg ornate pa ht was x 75% of the total is unduplicated* by any 

| with cage . es Bo world of childhood. But for those who other metropolitan newspaper! 

} Scott was wi atten, Barton, 

BECAUSE YOU GET concentrated coverage 
’ d Mr. . . A 
i‘: Se oer bien long ago put away childhood things, ad- of wealthy, population-packed Los 
\ Co. ngeles County. w - 
ss ’ : 90%* of the Metropolitan Area’s Retail 

Stamp Sales Show Gain vertising dollars can’t afford whimsey. 


Sales - made. Last year they totaled 
: Trading stamp sales increased ° almost $8% BILLION!* 
, | 8% to $460,000,000 in 1959, ac- In this newspaper ad dollars mean sales! penser ty eR ee 
| cording to a study in the March 
Premium Practice. The stamps 
are saved by more than 40,000,- 
000 families—about 80% of U.S. 


households—and are given with | oa 3 er) ae “ 2 
$20.8 billion in retail sales, the| a Los Angeles i ; » 
study said. This represents 9.6% : Represented Nationally 
of the country’s $215.6 billicas| ; ; Evening ! — ) —_ - ; bees ' it. bs 


total retail purchases, up 7.6% | i cs “Largest Evening Newspaper in Western America” | 
over 1958. | 
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dual-media approach can help you. 


that’s twice the size of the next two stations combined! In 


DOUBLE your selling effectiveness in Southwestern Michigan 
(including Benton Harbor and St. Joseph) the dual-media way! 


To tap the top of Southwestern Michigan's sales potential (including Benton Harbor and APril 3 in newspapers, magazines 
St. Joseph) calls for coordinated selling strategy: a dual-media appreach, utilizing the and outdoor. The company will 
strong readership of the News-Palladium and Herald-Press . . . and the stron 
of WHFB AM/FM. You get (1) unduplicated, in-the-home circulation in beth city zones and| vure sections of the four Chicago 
in the three surrounding counties, (2) WHFB’s loyal, responsive listening-in audience | daily newspapers, and it will use 


quire teday about how this 59 outdoor posters in the Chicago 


g listenership |run color spreads in the rotogra- | 


4-COUNTY SOUTHWESTERN MICHIGAN AREA RUNDOWN: 


BUYING RETAIL 
POPULATION: INCOME: SALES: FAMILIES: 
293,500 $454,208,000 $289,245,000 90,800 


BENTON HARBOR NEWS-PALLADIUM 
ST. JOSEPH HERALD-PRESS 
Represented by E. A. Faulkner & Associates 
307 N. Michigan Ave., Chicago 1, II1. 


Source: Sales Management Survey of Buying Power. 


WHFB AM/FM 


Represented by Everett-McKinney, Inc. 
and Michigan Spot Sales 


410 WN. Michigan Ave., Chicago 11, III. 


| Burton-Dixie to Launch | 
|New 3-Media Push April 3 

| Burton-Dixie Corp., Chicago 
bedding manufacturer, will launch 
ja new, extensive ad campaign 


market. 

In addition, the company will 
run ads in Bride’s Magazine, House 
& Garden and Life. Wesley, Heyne 
& Cuca, Chicago, is the agency. | 


Names Finn in Los Angeles 

Jerry Finn, formerly of Don| 
Harway & Co., Los Angeles, pub-| 
lishers’ representative, has been 
named to head the new Los An- 
geles sales office of American 
Hairdresser, 5880 Hollywood Blvd. 
Harway formerly represented 
American Hairdresser on the West 
Coast. 


‘American Hairdresser’ | 


PROVABLY YOUR BEST BUY... 

... because HEATING, PIPING & AIR 
CONDITIONING confines itself to the services 
for which it is named as related specifically 
to the industrial-large building market. No 
stretching of editorial coverage, no dilution 
of circulation! 

. . . because HPAC’s concentrated editorial 
has an appeal to all the purchase-control 
factors in this field — to all those who specify 
and/or buy. You reach the consulting engi- 
neers AND mechanical contractors AND 
engineers with plants and big buildings who 
are specialists in or whose major interests 
are just these services in just this field. No 
gaps, no untouched bases! 


Edited for, 


paid for, and read 


by the Ps 


specialized engineers and 


contractors you must sell! 


. . . because each of the readers of HPAC 
is, and has been, paying for it directly, 
individually, voluntarily. Here’s assurance 
— backed up by dollars on the line and 
an ABC-audit —- that HPAC is wanted, re- 
spected, and used! 

. .. because HPAC has fully paid circulation, 
leads in number of editorial pages, leads by 
over 2 to 1 in advertising volume, has more 
advertisers and is used on an exclusive basis 
by more advertisers! 

Don’t settle for less. Concentrate in HPAC, 
the book with the strategically focused con- 
tent and circulation. KEENEY PUBLISH- 
ING CO., 6 N. Michigan, Chicago 2, Illinois. 


'|Hi-D Features Color Map 


Advertising Age, March 14, a i 


CORDIAL CASUALS—Hiram Walker 

Inc., in conjunction with McMullen \ 

& Co., resort wear manufacturer, 

will use this four-color bleed page . | 
ad in the March 21 Sports Illus- 
trated to launch a three-month 
campaign to plug Hiram Walker 
cordials and McMullen summer 

wear (see story on Page 29). 


Tint Gains Slowly 
in Appliance Sales, # 
Hotpoint Study Shows 


Cuicaco, March 8—Sale of col- 
ored kitchen appliances continues 
to increase slowly in most cate- 
gories, according to a study by 
Hotpoint Co. 

Leading the color parade are 
built-in appliances. In 1956 (when 
Hotpoint took an earlier survey), 
color built-ins accounted for 88% 
of total built-in sales; in 1959 
white lost more ground, as color 
accounted for 96.6% of the total. 
Sales of colored refrigerators 
showed a slow, steady growth over 
the three-year span. In 1956, about 
95.4% of refrigerators sold were 
white; in 1959 the percentage of 
white had dropped to 88.4%. Pink 
and yellow showed the largest 
gains. 

Buyers of free-standing ranges 
did not follow the trend to color. 
In fact, sales of free-standing 
ranges in white increased 0.6% be- 
tween 1956 and 1959; 94.6% of the 
ranges sold last year were white. 


= Automatic washer and clothes 
dryer figures were not available 
for 1959, but a study of 1956 vs. 
1958 sales shows slight sales gains 
for colored automatic washers and 
dryers. # 


Kudner Names 5 Copywriters 

Charles Doughtie, on leave of 
absence for the past year to travel 
and write children’s books, has re- 
turned to Kudner Agency, New 
York, as a copywriter. Kudner also 
has named Peter Hartsuff, Howard 
Colwell, John Schoeffer and Ger- 
ald Johnson copywriters. Mr. Hart- 
suff formerly was with American 
Forces Network Europe Radio; Mr. 
Colwell was with Batten, Barton, 
Durstine & Osborn; Mr. Schoeffer 
was with Godwin Advertising, and 
Mr. Johnson was with Black, Little 
& Co. 


Commercial Solvents Corp., 260 
Madison Ave., New York, is fea- 
turing a color-keyed map of the 
U. S. which illustrates 17 different 
soil groups, in a page ad for its 
Hi-D ammonium nitrate fertilizer 
running in spring issues of Farm 
Journal, Farm & Ranch, Progres- 
sive Farmer and Successful Farm- 
ing. Fuller & Smith & Ross, New 
York, is the agency. 


Cronwell Joins Abell-Howe 
Ralph H. Cronweil has joined 
Abell-Howe Co., Forest Park, IIl., 
as marketing director. Mr. Cron- 
well was formerly western man- 
ager of Plant Publishing Co., 


Wheaton, Ill. 
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US conte 


Prize Storie 


Pe | 
MEAR YOUR HEROES: 
Pat Boone @ Van Cliburn @ Senator John Kennedy @ Mort Sahi @ James Thurber. Dr. Tom Dooley qi 


SHE WANTS WHAT SHE SEES...IN SeVen(een 


As any parent of a teen-age girl knows, this young lady knows what she wants—and generally gets it. 
She not only spends money freely (her own and Dad’s)...she wields a mighty powerful influence on family 
purchases as well, including costly gifts for herself. Where does she select the luggage, clothing and 
jewelry she can’t live without...the typewriter and transistor radio she simply must have...the 
furniture and food she persuades her family to buy? In the pages of SEVENTEEN, of course. It’s 
the magazine she believes in, lives by and buys from. For SEVENTEEN is devoted exclusively 
to her interests...it’s her world. America’s 9 million teen-age girls spend $4" billion of 
their own money every year. Reach them in SEVENTEEN as hundreds of advertisers 
are doing. It’s the super highway to this super market. 


it’s easier to START a habit than to STOP one! SEVENTEEN MAGAZINE, 488 Madison Avenue, 


New York 22 - PLaza 9.8100 
DOU BLE EXPOSURE FOR YOUR ADVERTISING: SEVENTEEN-at-School- only magazine of its kind-offers your educational materiais to high school home 


economics teachers. SEVENTEEN Magazine carries your advertising into their classrooms, Ask us about it} 
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| ...the Chicago 


Sun- 


Q. Which families buy the most? 


A. The young families, of course. 


Q. Where can you reach them most effectively? 
A. In the Chicago Sun-Times. 
The Sun-Times sends more than half its 
circulation to people 35 and underl 
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Shoppers Fair Comes To South Bend 


..-Indiana’s New Capital* City 


The $1.3 billion buying power of South Bend’s 
7-County Trading Zone is a natural attraction to 
regional and national retailers. Many, like the 
Shoppers Fair chain, have built or purchased 
stores in South Bend within the past year. There's 
no doubt about it, South Bend is a rich, growing 
area. And growing right with it is the circulation 
of the South Bend Tribune... 100% saturation 
of Corporate Area; 92% coverage of the Metro 
Area and 62.8% coverage of the 7-County Trad- 
ing Zone. Support your sales program in the 
South Bend market with the effectiveness of a 
Tribune schedule. Write for free book that gives 
full details about the South Bend Market. 
“Investment Capital That Is 


The South Bend Shoppers Fair is the newest 
of 15 such stores in the east and midwest. 


S$ oulh #end 
‘ Cribune. ; ee S., 


Franklin D. Schurz, Editor and Publisher—Story, Brooks & Finley, Inc., National Representatives 


PY Ss 
The South Bend, ind. Market 


travel. They buy out of desire, not out of want. 


They’re not necessarily the 
wealthiest or the highest- 
salaried. They don’t necessarily 
live in the top residential 
areas. But they have shown 
they have the cash or credit 


to acquire what they want. 


personal, persuasive direct mail advertising. 


1 PAY 
j 
/ 


3 a8 We welcome the chance to tell you more 


$i % 


How to reach America’s 


15 Millon Most 
Willing Buyers : 


It’s a fact proved again and again: About 15 million Americans 
make most of the big-ticket purchases—new cars, major 


appliances, home furnishings, sports and hobby equipment, 


These are the buyers who purchase 8 out of every 10 new 
cars sold, and we can identify them for you—by name and 


address. Once they are identified, you can reach them with 


~ yy %. 
Seeeeee- / mn’ 


Advertising Age, March 14, 1960 
2 ‘Chemical Week’ Editorial Cl ] d S t U 
Pages Carry Tobacco Scent | eve an e S$ p 
Chemical Week has come up with : . 
|/a new twist—or smell—in business 
| magazine editorial coverage. New Plan to Nip 
| To dramatize a story on the po-| 
| tential market for fragrance mak- = = 
|ers opened up by the new scented False Advertising 
movie craze, the publication car-| 
|ried two editorial pages scented | CLEVELAND, March 8—Cleveland’s 
with tobacco in its March 5 is-| 1.4 pian for maintaining public 
one, The sus represents the first confidence in advertising went into 
time Chemical Week has used the | attest task wack. 
scent process in its editorial pages. | The plan is an expansion of the 
: one which the Cleveland Better 
_Alemite Buys TV Spots Business Bureau has had in suc- 
Alemite division of Borg-Warner cessful operation for eight years 
Corp., Chicago, will use network tv, and which was recently adopted 
for the first time next month when by the Advertising Federation of 
it begins a series of spots on “To-| America (AA, Feb. 8). 
|day” and “Jack Paar Show,” both} Qbjectives of the plan are to 
|on NBC-TV. Automotive products | eliminate, as far as possible, false 
!to be advertised include CD-2 oil! and advertising in “bad taste” in 
additive, Kleen-Treet carburetor Cleveland, whether placed by local 
cleaner and Hi-Po additive for au-| or national advertisers. It is ex- 
tomatic transmissions. MacFarland, | pected this will be accomplished 
Aveyard & Co., Chicago, is the|through the cooperative efforts of 
| agency. |media, advertisers, agencies, the 
better business bureau, the Cleve- 
land Advertising Club and Ad- 
vertising Panel and the American 
Assn. of Advertising Agencies. 
The plan, adopted by the adver- 
_tising club’s board of trustees, was 
|/unanimously approved by more 
than 50 representatives of Cleve- 
land advertisers, media and agen- 
cies. 


s The plan will coordinate several 
| existing facilities, codes and agree- 
ments that have been in success- 
operation for many years 
|through the better business bu- 
|reau and the Four A’s. It makes 
| use of the Four A’s interchange 
|of opinion on objectionable adver- 
tising and the Four A’s copy code. 
Four types of objectionable 
| advertising are outlined: 
|@ Local false advertising. This 
will continue to be handled by the 
|; better business bureau, using its 
code of Cleveland advertising 
standards. 
e Local bad taste advertising. The 
activities of the Advertising Pan- 
'el, in cooperation with the Cleve- 
|land chapter of the Four A’s, will 
be expanded to review charges 
of this kind of advertising. 
e National advertising which is 
false. This will be forwarded to 
'the National Better Business Bu- 
|reau, and also to the Cleveland 
| Four A’s chapter. 
|e National advertising in bad 
taste. Any such advertising that 
is brought to the attention of the 
Cleveland BBB will be forwarded 
to the Cleveland Four A’s chapter. 


= C. Dudley Foster, president of 
the Cleveland Advertising Club, 
said, “There is a small percentage 
of advertising that is untruthful, 
misleading, deceptive or in bad 
taste. However small, the amount 
of such advertising is enough to 
impair the confidence of many 
people in advertising and to weak- 
en the effectiveness of good ad- 
vertising.” + 


Grubb Changes Agency Name 

Grubb Advertising Inc., Cham- 
paign, IIl., is the new name of the 
agency previously known as Grubb 
& Petersen Advertising. Leon L. 
Petersen resigned late last year. 
Newest additions to its client list 
are Creative Buildings, Urbana, 
Ill., which pre-manufactures and 
yp : distributes churches for all denom- 
inations, and Lifetime Gate Corp., 


SITET E ae : Crawfordsville, Ind., maker of 
oo 7s ee 
TTT TT gates and farm feeders. 
« é MARKET 
Pp u b I i s h e r s YOUR LINK BETWEEN MaSS vation AND SELECTIVE IMPACT | 
431 Howard Street, Detroit 31, Michigan ihe: _ WESH -TV 
PREFERRED IN 
BOSTON @ NEW YORK @ PHILADELPHIA e PITTSBURGH e CLEVELAND e RICHMOND © NASHVILLE © CHICAGO « ST. PAUL « ST. LOUIS ORLANDO-DAYTONA MARKET 
KANSAS CITY ¢ DALLAS * LOS ANGELES + SEATTLE © HONOLULU © QUEBEC CITY + VANCOUVER « AND OTHER PRINCIPAL CITIES 
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On Friday, May 15, 1959, the Hon. James E. Murray 
of Montana, on the floor of the U. S. Senate, addressed 
the Chair: “Mr. President, I ask unanimous consent to 
have the article from Field & Stream printed at this point 
in the Record.” The “article” was by Field & Stream con- 
servation editor Harold “Opie” Titus, and concerned an 
important wildlife measure. Harold Titus’ articles have 
a habit of being reprinted in the Congressional Record. 


Some reasons why: 


When Harold returned home from World War I, he 
found a situation far from his liking. Indiscriminate log- 
ging of second growth, unrestrained forest fire, pollu- 
tion, and erosion, had laid waste a great many of the trout 
streams and grouse coverts of his beloved Michigan. 
Angered, he wrote a novel entitled Timber!, a passionate 
plea for reforestation. The novel and the movie MGM 
made of it probably did more than any other influence 
of that day to promote forest fire control. 


‘ it 


A ni 
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Since then, Harold has never let up. His pioneer work 
with Michigan’s Department of Conservation, the Inter- 
national Association of Game, Fish and Conservation 
Commissioners, and his regular monthly column in Field 
& Stream, have justly earned him the title, “Dean of 
Conservationists.” 


As a national platform for conservationists like 
Harold Titus, in 65 years Field & Stream has helped bring 
about many an act of Congress. It has also led the outdoor 
field in advertising for 49 consecutive years—because it 
has influence, numbers (1,100,000 guarantee), trade 
impact, and a reputation for hard-nosed integrity. All the 
things an advertiser likes. 


| ieldeStream " 


America’s Number One Sportsmen’s Magazine 


AV Holt Magazine 
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Colorado De 
of Employment establi 


John G. Welles, head 


jndustrial economic d 
Research 


a. ~ee 
Martin Release 


irf 

pase ne second stages of the Titan missile in various 
development m assembly fill the floor of the Martin plant 
organizations as technical TeP- Denver in the first photos of the Titan pro- 
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NASHVILLE 


STILL 


UP THERE 
IN THE 
“First Ten’”’ 
IN ROP 
COLOR 


Chicago Tribune 


Miami Herald 
Salt Lake City 


swayveen= 


9. Salt Lake City 
News Telegram 


. Milwaukee Journal 


. Los Angeles Times 


Fort Worth Star-Telegram 
Houston Chronicle 


+g THE NASHVILLE TENNESSEAN 


MEDIA RECORDS @ COLOR ROP ADVERTISING @ 1959 


Tribune 


Deseret 


©THE NASHVILLE BANNER ranked 8th in the Nation and Ist in the 
South and Southwest among 6-day evening only newspapers. 


A GOOD PRODUCT SELLS EVEN BETTER WHEN YOU USE 


10. 
1. 
. Atlanta Journal G Constitution 
. Cincinnati Enquirer 

. Dallas 
. St. Paul Pioneer Press G Dispatch 
. Columbus Dispatch 

. Birmingham News 

. Denver Post 

19. Cincinnati Post G Times-Star 

. Omaha World Herald 


Ferry Service to AD-ventures 
AD-ventures Inc., Portland, Me., 


has been named agency for the 
Minneapolis Star G Tribune 


cee Gheaen Sanee-Tseovece ated by the Maine Port Authority. 


|Other new accounts added recent- 
ly are Paris Mfg. Co., South Paris, | 
Me.; Greater Laconia-Weirs Beach 
Chamber of Commerce, Laconia, 
N. H., and Ballard Oil & Equip-| 
| ment ¢ Co., Portland. Dwight Libby, 
recently retired after 33 years as | 
‘account executive with McCann- 
Erickson and Tandy-Richards Ad- | 
|vertising Ltd. Montreal, has 
joined AD-ventures staff, with 
responsibilities in the resort and) 
' travel field. 


Times-Herald 


R.O.P. COLOR IN THESE NEWSPAPERS 


Landy Names Krekeler 


oo ee oe ee eee et 


_Nashbille Sere Banner’ 


Evening 
NEWSPAPER PRINTING CORPORATION, Agent 
Represented Nationally by THE BRANHAM CO. 


THE NASHVILLE _TENNESSEAN = 


|Cye Landy Advertising Agency, 
|Columbus, O., as a vp and will 


MIO-STATE GAINS NEW PLAN 


Morning @ Sunday 


lopen a Cincinnati office for the 
| agency. Location of the branch has 
| not yet been selected. Mr. Krekeler 
formerly was an account executive 


: 


| Cincinnati. 


Poa 


va nce Neen. 


Maine State Ferry Service, oper- | 


| Bernard M. Krekeler has joined | 


lat Rollman Advertising Agency, 


Advertising Age, March 14, 1960 
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I uke to shoulder my responsibility” 
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\lerirlonaniee 


| 


GUARDIAN—This ad, part of General 
Motors’ new “circle of safety” cam- 
paign (AA, March 7), will run dur- 
ing April and May in Life, Look 
and The Saturday Evening Post. 
D. P. Brother & Co., Detroit, is 
the agency. 


Judge Delays Ruling 
in Suit Against 
Lanvin Parfums 


NEw York, March 8—Justice 
Thomas Aurelio of the New York 
supreme court has reserved deci- 
sion on an application by Lanvin 
Parfums Inc. and Edouard L. 
Cournand, its president, to dismiss 
a $1,000,000 action brought against 
them by Theodore Granik, radio- 
tv producer. 

In his complaint, Mr. Granik, 
who is also a lawyer, said that in 
1955 he “conceived the idea of pro- 
moting the name ‘Lanvin of Paris’ 
or ‘Jeanne Lanvin of Paris’ in 
conjunction with a series of stores 
throughout the U.S.” He charged 
that the defendants “unlawfully 
and illegally appropriated” his idea 
and set up a corporation “for the 
purpose of capitalizing on the 
idea,” which was not described in 
detail in the complaint. 


® In the defendants’ brief, asking 
dismissal of the action, Lanvin 
said that the “idea” submitted by 
Mr. Granik involved the use by 
“Lanvin” of its name to identify 
a chain of stores which Lanvin 
would operate. 

“Plaintiff proposed nothing more 
than a business venture, which 
never materialized—not an ‘idea’ 
exploitation, which was nothing 
more than the suggestion that de- 
fendant corporation exploit its own 
name,” the defendants’ brief as- 
serted. + 


each of the Rackive, KTSM-TV’s new transmitting 


tower soars high above the fabulous Southwest. This 


spectacular location is reached by the nation’s third 


aerial tramway ...the only one in the Misnien ee 


a television Spanemsitiar! i 
KTSM-TV . .. El Paso’s moxtuce r stat 


serves euler New Mexico and West Texas with — 
increased power for greater coverage, finest service. 


From the observation deck at the base of — 
KTSM-TV’s tower, a two-state, two-nation — 
panorama unfolds .. . a 7,000 square mile — 


spectacular. The public can view thi 
panorama by riding to Ranger Peak in : 
comfortable, 6-passenger cabin. — ‘ 


For spectacular coverage, peak sales in 
the Southwest, it’s the Big Nine! 


other: 


Ee ee en ek a Ree RY 


ee ee 


Five Join ‘SEP’ 

The Saturday Evening Post has 
added three members to its trade 
relations staff. They are Murray 
Keatinge, formerly with Reming- 
ton Rand, Richard F. Aune, for- 
merly with Carnation Co., and 
Irwin F. Robbins, formerly with 
the Beverly Hills Citizen. The Post 
also has named Joe A. Frazer, for- 
merly with the Minneapolis Star 
and Tribune, to its Minneapolis 
sales staff and Eugene A. Van Ells, 
formerly with Good Housekeeping, 
to its Chicago sales staff. 


ICS Sets Spot Drive 


International Correspondence 
Schools, Scranton, Pa., after using 
spot tv in a four-market test, has 
decided to step up its schedule 
of the 21%-minute announcements 
to more than 50 markets. The 
campaign is set to get under way 
within the next four weeks. The 
time was placed through Mohr & 
Eicoff. 


Mail Ad Corp. Names Liang 

Yuan Liang, formerly research 
supervisor and chief statistician of 
the Chicago Tribune, has joined the 
Mail Advertising Corp. of America, 
Chicago, as director of marketing. 


Ft i I 
: * m Si DS 5 ag 4 
h ae = Safety 
Ls SERvic fi 
— ._ = , i 
. = <i gt oa , 
sx } 
Pen... ai aaa i 3 : j 
c ey Beh 
eN — | 
Se Z ag oe P ] ; | ; 
a J =< es 
ee ; | 
oe - RR ‘J 
| | 
fae ——— 
Sao = 
a 3 . 
fe eee fj 
cc am 
ao ys : 
aie PY ' . 
re 
\ 
: i | | 
6 MIILION IN Hil a 
oi “ta *. § SEI “<7 ad te ! 
fais : 1 
“ ee ij 
“ite i 
rrr ss a —————___, | 
ert | 
. : ' er 4 ‘ 4 : x ak: 
} 
‘J ' 
| : ‘ ee eee : : ‘ ; | 
; : : Bache sitet oo SAEs 2 ee Gree eS? ; SIR Ae RM cole an 
FB a) CP nicer oe be ie ie iy A yt hia ST ae cath oh 
see i eae ote NE Ramm ae ge Mt Seo eee eh fae : seth teh 5 Ay AR Se nee sire Sogp 
Sees 5 Au Me aoe Figs yi SRO ecg 20 aan ee ee eee ites Fag ae Ee 2S i a ne £ pias uae Messy, 
ae Me sh ee Rares Riba anise aera . eee eae at : ‘ : 
: com i Se . £ Bey” Pe 5 rr rrr = 
ee, eee tae Boy Say pees 5 Re enn 
ai xing ce yn" aie PB Lee ane | 
ae : | 1 
ed 4 | 
. ‘ Foil pata me =» Ss a —_ eee " : 
- ue Skee 3 06 fees : ie . 
; : emer ae sige : eg ee ar : 
Tee ieee att. (i, i Soe ee ae Moe te ; Nea ae mn 8 + a tiene gee ee ong 
ce 4 Sie bedtaries Sarg a tbe Gy 2p a aaa eas cs esis i: Nh lal WEE kd 2 bes it 5) 9. pap iN RE ip Canin eS I 9 8h et eck NG i 
ee ee | aaa a... eee Ne ne” cake 
2 oem : Sg 2 a ooo ae ke Tamed tae See a Rea ee Wee eREa rs re te ; Ea da arenes : can aig 
5 : : ; eae ees a Vai Be ae Rede AOR cg: Oia eg aah : * 
a ae Si ee I oi MMs a Saloni ee ee ts aes bei dy Ue dia megs S& 2 PRS esha y 
al : : Daye ‘ 4 ie ea ‘ a z ci ei Livehe Sek ROR a < nt ee ee e wi m ‘ hia 
> ‘ : eae we ee :} aa ue ee aay 3 Ra alee rapt ce Lot ii SEN ; Rint | 
Beet: oS Ae s eek - Ae, jee ig Se ac aeata le area 2 eas, eh a: ee ey < ee 
SiN ee “ ‘: a ate i Sa Pelco sickd BI ee Boy on ae : 
pS: ‘ 2 bs aan Se aes ae A) Re Soe s ea hecae na a) ie A a 9 | 
Spit ot z ae a ‘ine Po: oF eae Reece ME) Renee ese + are eRe 7 i oa 
ee ihe. Z ae. | ee ee es 
penne e+ # , Hl eee mee! fae Be coy! ag SOR Oana ear Mg aMule Rit ey Neeser une 2 Hy eet See a 
a Dae = r ° - ge wae ol | Pe Minera ele Casi Peek Yl, SER ere Brea BS ea | 
pte ae $ Rr, s 3 + ie! oe nS RE ree a Pa ese ie seed to nae Nemec, ieee ips SRB rece i hr 
sie gases ae a — + j t se ee S Wrage att Ne rise eee ont 8 1 Cairo ae Me al oe le i en Pere tecde eae toys 
ee, ane, Catt ae aoe | See a= ee aie . z ape yop! Be i 0 ; 
ss i a : ye Fee Gah, : Lc ne $s i 2 i a hee © | 
x 3 4 . Seine ‘is FP eaten St. ed a ne fs ead eee i 
fetes. ed MO cme : ewe wa 
. i : a ; oe eae ce er a to «6 Cee ‘ 5 : RE enue ae si 
Sy em = -— .. fae © : Sora ane ey : 
i ath eta fs — | ssa BRE So RRR So ay? ena ea “GUNES Seek eee 
va : ini a oe | Db Se Prey _ : es : iy fer 
4 af is . ° aca RR Hg bs is ae 
' ee % ee 
.* ¥ a a 
5 yet rons 
y ¥ . f eh 
i ‘ OF Gop cca Se iit itn’: Caen cgieeetlehy of Tybee ia gt ine arenas 
f aie e t ee ae sara oo ehiee “ pies aE ng ” rte ea ies sith Sore ore aan 
erry $ 7 gt _ 7 — : - : = : 
lia ; ‘ 4 i sil S Le 
ow, $ . ; i ° er, Lee eee : 
ay SP eee 8 ; : nee 
4 ie, ere eS OS ¢ a hare 
4 ee nee if : 2 aa - 
; - ee ee a { é g i aad ig 
- R ret See) ; | ae gE. 
a nee : 5 -_ = iaeiot 
or or ' & 4 $ ae ae mes 
= - @ i | wideiiomaeante 
ah > Bs : YS hee 2S - 
as sess. ‘Te pcg oe ee 
es 2 ae . iy ) 
“ea ld “ :. ; eee 
a : ; ieee 3 3 ee 
aoa “s . P See 
ie ‘ $a mor 
Poe ee Sy al Bis < Boe ‘ cd eo i 
ee. at se te ro en ee th mere | 
ARS . 5 : an » é : * ee 4 me : 
are ee 5 = : ier oe | 
ert ’ i ae perme : 
¥ (+ “3 eae fee ' 
: me ¥ : SARS ena 
- : “§ : Se eee reer epi ee i 9 uae ne 2 3 
eet me ’ ie ay " a ; 
Se ec te —— ree wie a ula et a Pe 
ae a 8 ots = aaa Lees pieeapeste pote oa GEE ip Sen. | =a 
oS ae a ee > ee >. eee Pe nee ins) 
ad, OS ype tag tipinnrae ironies Ey eee i z a 5 
ay ie aye A te ee re “i discal aoe , we 
= pee. ee scare A, SR Bae : 4 
ia SR. lee, cy eC Eee ee ae, “et af 
er e.. Cae ie ane ae ee ce ile mae OR, Iam 3 a 
sie ARE gg nese er “Cin RE eed ae : ia 
a Da a ERE eee eo ea Pe a i "BEE uranuceagsmern i 
” ao es eee a ree ce “i 
Peas ee NEG na l : 
tin oy, hs ae eel Ge ae one t , 
eet ee 
Rythiee Wee we. ew 
i ae Sls Miao a” 
: Be, ee a ea % ‘ 
pane RUST =i pace Hh 7 
eet eerie : 
eve be 7 - 
: eal £5: ee oe ; 
Oe Cee ee 
MEAS ues an Pi su oe Deh ee ini eel at ; 
SE OSIOS OS Ce Ce ee ae . = EL PASO © 
a pa es DS 5 ei. Siewert e 2 aie - o 
a nl ee + Bee 1S ee se On eee ee ae, ee * —_— 
as ates | eb UA ie a ae eer - FEXAS Tae 
- Bh tae a (pines ore,.! aah Wb eed ¥ 4 Pee as aa a 
H * Bx 4 pct aT 5 Meta tae tie FS a 
or: oe e : siietae ; Be nt: gees Oe i ar a ‘ee R ‘ . ie or ee: a a 
_ 4 « ate scott ara re: a pes wes san Le is ‘ | 
vee % : P 1 , ‘ | 
| National Representative: George P. Hollingbery Company © Southern Representative: Clarke Brown Company 
oe 
eee 
hoe eee 
OS 
: : : 3 ~ ry Nites ip kr es Pkt se ni sys, cae fae eee — Bera tes Niet arate aaa Cc rein ko Aca faa leg eee 
er ; BAe LO" <a RR a eS eae RY ig elt ae SRE caps eer rae BAY ay Ata dw Res ap ee meee eT aN en aig. aver Gare! Gay UNG, TREO ye Bree a Wyte Sia an Pek hee geen ee - a ee teh Meee ie a ee tcenn E aetterel TT i 
mE ich aa camila rs i eae a they eg Re et OER 0. RCE er Cen Binds mo Sat edyink ecae 20 sae neg ie mee lash ol a. Pe eS Calta art SF Aa ET OE, Te ene yale pe fe ee nt 
we - 
nie, se 
ot eae Prints oo 
Be ere BY 


INCLUDED AT 
NO EXTRA CHARGE 
TO ADVERTISERS 


One of the best known expressions around Washington, 
D.C. is ‘‘—and furthermore, I read it in The Star.” It is 
used to settle arguments, dispel doubt and lend authority 


to an opinion. 


Of what value is this to an advertiser? Simply this: When 
people show such stalwart faith in a newspaper, such high 
regard for what it stands for, they necessarily impart this 


feeling of loyalty to the paper’s advertisers. 


Cold statistics do not explain the remarkable pulling power 


of The Washington Star. But the 


Extra Selling Thrust 


that The Star gives your advertising shows up where it 


means most—in results. 


THE WASHINGTON STAR 


WASHINGTON, D.C. 


Member of MILLION MARKET NEWSPAPERS, INC. 
New York: 529 Fifth Avenue * Chicago: 333 N. Michigan Boulevard + Detroit: New Center Building 


Los Angeles: 3540 Wilshire Boulevard * San Francisco: 111 Sutter Street 


Special Florida Representatives: McAkill, Herman & Daley, Inc., Roosevelt Bidg., 4014 Chase Avenue, Miami Beach, Florida 
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1959 Retail Sales in 


Metropolitan Tucson 


UP 137 10 343,760,958 


Tucson Continues on the Grow! 
The Arizona Dailn Star Tucson Daily Citizen 


Morning and Sunday Evening 


If you want to cover Arizona 
the Star and Citizen are a must 


2 Independent Newspapers Produced in the Same Plant @ Represented Nationally by Cresmer & Woodward, Inc. 


Rose-Martin Adds 2 Accounts; 
Names Haller, Schiels 


Rose-Martin, New York, has 
been named the first agency for 
Bell International Corp., New 
York, distributor of imported elec- 
tronic equipment and cameras. 
|Rose-Martin also has been named 
|to handle advertising for 3D Glit- 
\ter pens by O. E. Linck Co., Clif- 
iton, N. J. J. M. Kesslinger As- 
lsociates formerly handled the 
account. 

Rose-Martin has named George 
F. Haller, formerly with J. Walter 
Thompson Co., Chicago, associate 
media director, a new post, and 
Robert F. Schiels, formerly with 
Foote, Cone & Belding, a copy- 
writer. 


Mitchell to Honig-Cooper 

Ed Mitchell, art director of Don- 
ahue & Coe, has joined Honig- 
Cooper & Harrington, Los Angeles, 
in the same capacity. Previously, 
he was with Foote, Cone & Belding 


and Doyle Dane Bernbach Inc. 


covers the entire 
State of Nebraska’ 
daily, better than 


any Boston paper covers 


politan area. 


*A vital, growing market 
of 1.6 million people with 
$2.7 billion to spend. 


the Boston metro- 


mahe 


O'MARA & ORMSBEE, ING., National Representatives Wo rici- 
New York e¢ e Detroit 


Less than 5% duplication of 
circulation, morning and evening. 


Chicago e Los Angeles « 
ABC Audit—Daily: 247,665 
Sunday: 260,511 


Based on latest ABC Audit Reports 
and population figures from 1959 Sales 
Management Survey of Buying Power. 


San Francisco 


Advertising Age, March 14, 1960 


Rippey. H enderson 
Wins 6 of 22 Awards in 


Denver Competition 


Denver, March 8—Awards for 
excellence in advertising were pre- 
sented by the Denver Advertising 
Club last week in 22 categories. 
Rippey, Henderson & Bucknum 
and five of its clients took away 
awards in six of the 22. 

Nike trophies were presented to 
advertisers and their agencies as 
follows: 


Consumer magazines: Noreen Inc.; Brad- 
ley Lane Advertising (color); Witkin 
Homes; Westcott-Frye & Associates 
(b&w). 

Farm and livestock papers: Pay Way 
Food Mills; Prescott & Pilz Inc. 

Motion pictures: Directed and produced 
by William F. Haddon and G. C. Frye: 
Westcott-Frye & Associates. 

Outdoor: Bennett’s Paints; Rippey, 
Henderson, Bucknum & Co. 

Direct mail: Colorizer; Rippey, Hen- 
derson, Bucknum & Co. (one or two col- 
ors); Mountain States Telephone; Rippey, 
Henderson, Bucknum & Co. (three or 
more colors); First National Bank of Den- 
ver; Mark Schreiber Advertising Inc. 
(campaigns of three or more mailings); 
Wilkerson Corp.; Welch, McKenna Inc. 
(booklets & catalogs). 


g@ Newspapers: (Under 1,000 lines, b&w) 
Greeley Gas Co.; Galen E. Broyles Co.; 
(1,000 lines or over) Denver U. S. National 
Bank; Rippey, Henderson, Bucknum & 
Co.; (b&w) Denver & Rio Grande West- 
ern Railroad, Westcott-Frye & Associates; 
(color) May-D&F department store, direct 


account. 
Radio: (singing) Noreen Color Hair 


Rinse; Bradley Lane Advertising; (voice 
only) Deane Buick; Nicholas Nagle Ad- 
vertising. 

Television: (20 seconds or less) Moun- 
tain States Telephone; Rippey, Hender- 
son, Bucknum & Co.; (over 20 seconds) 
J. C. Penney Co.; Rippey, Henderson, 
Bucknum & Co. 

Trade journals: (b&w) Hamilton-Hatha- 
way Instrument Mfg. Co.; Galen E. 
Broyles Co. 


Point of purchase: (inanimate floor dis- 
play) British Motor Corp.; Arnold & Co.; 
(inanimate counter or table display) Hei- 
land division, Minneapolis Honeywell; 
Tool & Armstrong Advertising. 


Packaging: Rocky Mountain Metal 
Products Co.; Bradley Lane Advertising. 


Court Backs Chicago Transit 
Refusal to Display Ad 


An injunction suit filed in su- 
perior court in Chicago, seeking to 
force the Chicago Transit Author- 
ity to display certain ads on its 
buses, has been dismissed. It was 
filed by Muhammad’s Temple of 
Islam, a Negro sect which wanted 
to advertise a convention. The 
group charged that it was being 
discriminated against by the CTA 
because the publicly-owned utility 
refused to accept the ads. 

Judge Grover C. Niemeyer ruled 
the sale of advertising by the CTA 
was a private function. The CTA 
said it turned down the ads be- 
cause the sect is “controversial.” 


P&G's Secret Goes National 

Procter & Gamble Co. has ex- 
panded the distribution of its new 
deodorant, Ice-Blue Secret, on a 
nationwide basis after more than 
two years of test marketing. Net- 
work and spot tv, Sunday sup- 
plements and dailies are being 
used by Leo Burnett Co. for the 
Secret promotion. It is P&G’s first 
deodorant and is available in 
cream or roll-on. 


Chemstrand Boosts Morse, Fay 

Chemstrand Corp., New York, 
has promoted Murray H. Morse to 
the new post of director of market- 
ing administration and Arthur S. 
Fay to assistant to the director of 
advertising and promotion. Mr. 
Morse formerly was manager of 
industrial merchandising; Mr. Fay 
previou-ly was supervisor of retail 
services. 


Dorese Joins Masthead 


Carl Dorese, who formerly op- 
erated his own promotion compa- 
ny, has been named to the new 
post of director of sales develop- 
ment of Masthead Corp., New 
York, creator and producer of ad- 
vertiser-sponsored booklets. 
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in the PITTSBURGH AREA 


ake TAE 
and See 


how you can buy blindfolded 
and reach more homes for your 
money during peak viewing 
hours. See your Katz man for a 
demonstration. Or write WTAE 
for free ‘Blindfold Kit.” 


WTAE 


BIG TELEVISION WN PITTSBURGH 


CHANNEL 


ED ere eS 


“ABC TELEVISION 
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Switch to Lake Shore 


for faster service 
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Doner Gets Stephano, Resigns 
Venice; Adds Staff Members 
Stephano Bros., Philadelphia, 
has appointed W. B. Doner & Co., 
Philadelphia, to handle its Jaguar 
brand of premium cigarets. Do- 
ner’s Philadelphia office also has 
resigned the account of Venice 
Maid Co., Vineland, N. J., food 
packager, as a result of the addi- 
tion of San Giorgio Co., of Leba- 


Bates & Co., New York City. 


Keen to Lippincott 


Donald G. Keen, formerly press 


relations director of the American 


Management Assn., has joined Lip- 
pincott & Margulies, New York, as 
public relations director. He suc- 
ceeds Judith Randall, who has 
resigned to form her own com- 
pany, Judith Randall Associates, 
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Magazines Won't 
Bear Legal Onus 
for Ads: Kenyon 


Detroit, March 8—The maga- 


ELECTROTYPES * NEWSPAPER MATS 
REILLYTYPES * PLASTIC PLATES 


LAKE SHORE ELECTROTYPE DIVISION 
1224 W. VAN BUREN - CHICAGO 7, ILL. + SEeley 8-1010 


zine industry let it be known here 
last week that its advertising skirts 
are clean, and rigged tv shows and 
payola “alone are responsible” for 
the current controversy over truth 
and taste in advertising. 

Robert E. Kenyon Jr., president 
of the Magazine Publishers Assn., 
told the Adcraft Club of Detroit 
that magazine advertising is “vir- 
tually complaint free.” He added 
that prime responsibility for truth 
and taste in magazines lies with 
the advertiser and his ad agency. 


nen, N. J., to its client list. Both| 149 E. 61st St., New York. 
companies produce spaghetti sauce, 
resulting in a conflict. ‘Journal’ Names Gleason 

Doner’s Baltimore office has ap-| Joseph P. Gleason has been 
pointed Richard Eckler and Gil| named to head the new Milwaukee 
Savitsky to its staff. Mr. Eckler | advertising sales office of the Wall 
lll lll lll was most recently associated with| Street Journal in the Plankinton 
VanSant, Dugdale, Baltimore. Mr.| Bldg. He formerly was on the Chi- 
Savitsky comes to Doner from Ted | cago staff. 


BUY 


= Mr. Kenyon also warned that 
any attempt by the Federal Trade 
Commission to hold magazines as 
well as advertisers and agencies 
legally responsible for the truth 
in magazine advertising “may 
have to be resisted as censorship 
and an encroachment on freedom 
of the press.” 

He assured the FTC that maga- 
zines “are well able to discharge 
their share of public and moral 
responsibility without additionally 
sharing legal responsibility—in 
fact, we would question whether 
this might not be an approach to 
that censorship which we must re- 
sist at all times.’”’ Earl Kintner, 
FTC chairman, recently expressed 
the hope that it would not be nec- 
essary to hold media “as parties 
respondent in false and misleading 
advertising cases.” 

The MPA head said advertisers 
and their agencies must shoulder 
primary responsibility for truth- 
fulness and taste in ads “because 
their products and services are of- 
fered to the consuming public in 
messages over their signatures, 
paid for by them.” # 
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American Exporter Launches 
New Electronics Monthlies 


Sol el St Se 


Yas 


BATON ROUGE, LOUISIANA 


TOWER: 1001 FT. POWER 
REPRESENTED BY HOLLINGBERY 


Houston, Dallas, Los Angeles -- 
rich markets, yes. But they pale in 


100,000 WATTS 


in LOUISIANA 


Buffalo, N.Y. 


BATON. ROUGE 


eaeoe coe 


Albany-Troy, Schenectady 
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American Exporter Publications, 
New York, will introduce two 
monthly magazines—one in Eng- 
lish and one in Spanish—in the fall 
to cover the telecommunications 
and industrial electronics fields. 
The English edition, International 
Electronics, will circulate in Eu- 
rope, Middle and Far East, Africa 
and the Pacific. The Spanish edi- 
tion, Electronica Internacional, will 
go to Latin America and other 
Spanish-speaking areas. Both edi- 
tions will appear as pilot issues in 
October with regular issues start- 
ing in January, 1961. Initial circu- 
lation (to be controlled) will be 
about 10,000 for each edition. 


{ 
\ wer compared wit t e. The b&w one time page rate will 
{ cc ig a F h Ba si pane be $465 for the English edition and 
( Ouisiana’s second market in size is HH ouston Tex as $330 for Spanish. Two editions will 
; : ‘ : v ' sell for $720. Hugh M. Hyde, vp of 
N first in effective buying income per American Exporter and publisher 
XK! household. To blanket the buyers, 3 lege” bebo fa ar 
ay orld en Espanol, Industria 
a buy two in Louisiana — one for Los Angeles, Long Beach $6306 World, Industrial World en Espan- 
Ay ; : ol, will be publisher. Herman J. 
VW size, and 2 in Baton Rouge for Lavin, vp and advertising manager 
ae lit of all company publications, will 
4 uality. ’ 
us —? Dallas, Texas $6229 handle advertising. 
x 
ne Aronson to L & C Mayers 
‘aw 
“ay, ° Robert L. Aronson, formerly 
DK Utica-Rome, N.Y. advertising manager of Florida 
YP 
DK 


Fashions, has joined L & C May- 
ers, New York mail order company, 
a division of American Merchan- 
dising Corp., as vp in charge of 
catalog production. He succeeds 
Howard Gold, who has resigned. 


Gevaert Nan: ‘<meny 
Gevaert Co. .* America, New 
York subsidiary of Gevaert Photo- 
Producten N. V., Antwerp, Bel- 
gium, has appointed Kameny As- 
sociates, New York, to handle U.S. 
advertising for its line of sensi- 
tized products, 
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6¢But Artie, you forget that the Old Man went to 
Harvard, too—the Business School. And he still has 
that sharp pencil! He wants the New York News 
because, on top of everything else, it’s got 2,200,000 
exclusive readers that we miss in other papers. 
And 65% of them are in over-$5,000 families. 

Why pass up an advantage like that? 99 
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Ho-Hum Crasher! 


Does your advertising invoke yawns? 
Let Bott awaken it to evoke action 


and results! Chicago Phone HA 17-9187 


“That Fellow Botts 


Leo P. Bott, Ir., 64 E. Jackson, Chicago 


Hoffman Names Pique VP; 
Bright to Head New Division 

In an expansion of its marketing 
program, Hoffman Electronics 
Corp., Los Angeles, has appointed 
‘2. W. Pique to the new post of 
|vp-marketing and has named 


contact: 


For full 
details 


Total impact for total product 

distribution of tailored market 

flexibility. 

Lobsteradio (By Morket Size) 

Portland Bangor Lewiston 

Caribou Waterville Augusta 
Senford Rumford 


REPRESENTED BY: 
NEW YORK: Richard O'Connell, Inc. 
BOSTON: Harry Wheeler Company 


ICAGO—DETROIT—WEST COAST: 
ren F, McGovren Co., Inc. 


Executive Offices: Columbia Hotel, Portland, Maine Tel, SPruce 5-2336 


Donald C. Bright general manager 
of its new industrial electronics 
division. Mr. Pique was formerly a 
marketing executive at Hughes 
Aircraft Co. and Texas Instru- 
ments. Mr. Bright was formerly a 
division sales manager of Radio 
Corp. of America. Hossman also 
has transferred Robert Gordon, 
previously advertising coordinator 
of the consumer products division, 
to the new post of assistant to the 
director of corporate advertising. 
William Lingas, formerly with 
|Robinson, Fenwick & Haynes, 
| succeeds Mr. Gordon. 


Name Adwoman-of-Year Jury 
A jury of five has been ap- 
pointed to select the 1960 Adver- 
tising Woman of the Year. The 
judges are Bea Adams, vp of 
Gardner Advertising Co., St. Louis; 
Felix W. Coste, president of Out- 
door Advertising, New York; Mel- 
vin G. Grinspan, Sam Shainberg 
Co., Memphis; Mrs. Mabel Oben- 
chain, Famous Features Syndicate, 
|Chicago; and John G. Ragsdale, 


assistant to the sales vp of General 
| Tire & Rubber Co., Akron. Nom- 
inations for the award, now in its 
|13th year, must be postmarked by 
April 1 and sent to Advertising 
Federation of America, 250 W. 
57th St., New York. 


Ross, Flink Adds Six Accounts 

Ross, Flink & Livengood, Peoria, 
Ill., has been named to handle 
advertising for Berglund Tractor 
& Equipment Co., Napa, Cal.; 
Burford-Toothaker Tractor Co., 
Birmingham, Ala.; Michigan Trac- 
tor & Machinery Co., Detroit; 
Nagle-Hart Inc., Madison, Wis.; 
Witt-Armstrong Equipment Co., 
Springfield, Ill., and Illinois Mu- 
tual Casualty Co., Peoria. 


Strecker Joins Quaker Oats 
Roger W. Strecker has joined 
Quaker Oats Co., Chicago, as ad- 
vertising manager for hot cereals. 
He formerly was an_ account 
executive at Tatham-Laird, Chi- 


cago. 


“Made it after all! Didn’t take us any time 
to agree on Huntington-Charleston and WSAZ-TV!” 


HUNTINGTON-CHARLESTON is the TV market with obvious vitality sticking out all over it. Couldn’t be otherwise 
with so many of America’s vital industries bulging this 68-county Dynamic Circle. Note: this area occupies 
a healthy chunk of 4 states astride the great Ohio River Valley. Over 2 million people here. Over 440,000 TV 
homes. Buying power: over $4 billion. It’s a market only WSAZ-TV covers—because WSAZ-TV coverage 
created it. Share of market? Best of any NBC station in 3-station market 
in the U.S.A. Call Katz Agency for more reasons why so many adver- 
tisers have made a must-buy of Huntington-Charleston and WSAZ-TV. 


HUNTINGTON °* 


SAZ-TV 


CHARLESTON 


CHANNEL 3 NBC 
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‘Get Into TV Tape, 
McMahan Urges 
Hollywood Producers 


Los ANGELEs, March 8—An ex- 
Hollywood tv commercials produc- 
er returned here last week to “ring 
an alarm and tell some of the 
boys in Hollywood to wake up.” 

Speaking before the Advertising 
Club of Los Angeles, Harry Wayne 
McMahan, tv commercial consult- 
ant and ADVERTISING AGE colum- 
nist, said, “‘New Yorkers are often 
accused of never looking west of 
the Hudson, but it is equally true 
the people in Hollywood seldom 
look east of Las Vegas.” 

Mr. McMahan said he was mak- 
ing a plea for Hollywood producers 
to get into tape, because there is a 
need for their know-how skill, 
craftsmanship and experience. De- 
spite this, he said, it appears most 
Hollywood producers are not fully 
aware of what is happening with 
tv tape. 


® He gave these statistics and 
predictions: Last year tape com- 
mercials volume in New York 
totaled $6,000,000, with networks 
accounting for half of this. Holly- 
wood may have lost as much as 
$6,000,000 in filmed commercial 
business to tape production in the 
last two years; Hollywood will lose 
$2,000,000 of commercials business 
to Chicago in the next year. 

In Mr. McMahan’s opinion, there 
is still a great need for better 
commercials, and the union of 
Hollywood talent and tape can 
make them possible. 


= There are factors working 
against Hollywood, he said. One is 
a trend that started three year; 
ago when New York lacked many 
technical facilities. This situation 
has been remedied and New York 
has everything needed for film 
production. The second factor is 
that of expense involved in send- 
ing creative teams from New York 
to Hollywood for production. Im- 
proved New York facilities make 
this unnecessary. The final factor 
is the emergence of tape. 

Mr. McMahan decried the sell- 
ing of tape as “cheaper.” “This is,” 
he said, “a lot of malarkey. And 
even if you do save with tape, the 
savings should be used to get bet- 
ter production.” 

To him, tape brings the advan- 
tages of immediacy, believability, 
live quality, the greater flexibility 
of a tv camera, as compared to a 
film camera, and the fact it is 
possible to see what you have 
immediately, thus minimizing pro- 
tection or alternate shots. + 


Myzon Laboratories Names 
Henri, Hurst as New Agency 

Myzon Laboratories, Chicago, 
manufacturer of animal health 
products and feed additives, has 
named Henri, Hurst & McDonald, 
Chicago, as its agency. Arthur 
Meyerhoff Associates, Chicago, is 
the former agency. 

Mr. Meyerhoff sold Myzon last 
year to Gray Realty Co., Benton 
Harbor, Mich., a company owned 
by Elisha Gray, board chairman 
of Whirlpool Corp. (AA, Nov. 30, 
59). Myzon reportedly bills about 
$100,000. 


Color Food Ads Get Results 

The American Lamb Council, 
Denver, reports “fantastic results” 
by retailers using three-color mats 
supplied by the council. One ex- 
ample is the Sure Save Food 
Marts, which used the council’s 
color service for a special lamb 
promotion. The result was an 
800% increase in carcasses sold 
over a normal week, and a 15% 
increase over a previous lamb sale, 
which featured blue ribbon lamb 
from the Chicago International 
Live Stock Show, the lamb pro- 
motion group says. 
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Getting a magazine into the home is 
one thing. Getting it into the heart 
is something else again. That’s why 
we're so proud of the facts disclosed 
in a new Hooper survey: Lapies’ HOME 
JOURNAL, when found in the same 
home with Good Housekeeping or 
McCall’s, was liked best by 50% more 
women than Good Housekeeping and 
63% more than McCall’s. Its margins 
over Life and Look were even greater.* 


Final proof of the Journal’s best-liked 


status is at the point-of-sale...news- 
stands. Here, where quarters plus 
dimes change hands and where maga- 
zines are most sensitive to public atti- 
tude, Lapies’ HoME JouRNAL continues 
to outdistance the field (as it does in 
total circulation, too). 


Just-in February figures show another 
substantial gain in newsstand sales 
over a year ago. 


Ladies’ Home Journal 


A CURTIS PUBLICATION 


* Like to see the facts and figures from the new Hooper survey? Your Journal salesman has them. 
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| 9 Rockefeller Plaza, New York 20, N.Y. 


-tist’ Boosts Saunders 
saunders, of the advertis- 


JERE PATTERSON 


& ASSOCIATES 


INTERNATIONAL 
ADVERTISING AND 
MARKETING COUNSEL 


jing department of Artist, 
| York, has been promoted to ad- 
vertising manager, succeeding 
John Wolff, who has been named 
general manager of the publication. 


| King Joins Kreer Agency 


H. C. Christians 
‘dairy marketing company, has! 
joined H. B. Kreer & Co., Chicago, 
as an account executive. 


New 


February/Volume 4.4% (in pages) over 1959 
Page 


Advertising Age, March 14, 1960 


Ad Volume in Business Papers, February and Year to Date 


Year to date/Volume 4.0% (in pages) over 1959 


TAINT NECESSARILY so! 


Lots of folks think Lubbock and the West Texas area are most- 
ly cowboys and Indians. 


We've got a lot of non-cowpokes too. 
the city limits with $184, 438, 239. 29 deposited in the banks. 


T'aint necessarily so. 


And we dearly love to spend it for new and different 
products that make living better. 


LuBBOCK AVALANCHE-JOURNAL 


MORNING * EVENING - SUNDAY 


ROP Color Available All Issues 


145, 000 of us right in 


Angeles Times. 


Jambalaua ... OLD NEW ORLEANS FAVORITE 


As served at Dunbar’s by Albert Cantey 


lications rose 4.4% 


to date, the two-month totals 
1959 figure. 


industry groupings, 
Marketing’s monthly report of 


portation industries posted 


page increase—307 pages. 


7.8%. 


portation publications again 


than last year. 


publications reporting in the 


increase over the 1959 totals. 

The manufacturing 
publications topped the field 
total pages 


1959. # 


Equitable Expands Ad, PR, 
Publications Departments 


press relations department 


publications. 
of “Equinews,” 


tions. 


Percent Page Percent 
Industry Division 1960 1959 Change Change Industry Division 1960 1959 Change Change 
William L. King, formerly with| Mamulacturing wm an ee ele UU ee 
Co., Chicago, | Transportation __—« 3748 8A f + 307 + 89 Transportation — - 6,854 . 6,277 — + 577 ae + 92 
Mining 752 698 + 54 +77 Mining 1,364 1,296 + 6 +52 
| Petroleum & Gas 7 e68=~=C«d«S)C(itiSOCSCC8 Petroleum & Gas 3366 3494 — 128 — 37 
| Construction 6.979 6688 +291 +44 Construction _ _ 13,588" = 3,289 + 269 + 2.0 ‘ 
Food 1,144 1,178 —- 34 — 29 Food 2,242 2,221 eee 
Distribution & Services 4,544 4,786 Bd — §.) Distribution & Services 9,166 9149 + 17 + 0.2 
Institutional 2,849 2,692 + 157 + 58 Institutional 5,554 5,191 + 363 + 70 
¢——— 445 42 + 3 +07 Government 862 836 + 2 «+3: 
Export-import 913 47 — 4 £=— 36 Export-import 2,166 2243 #— 77 +=— 34 
| Farm & fisheries 227 222 + § + 2.3 Farm & fisheries 44) 440 + l + 0.2 
Total 37.050 35,494 1556 + 44 Total 71,344 68.579 +2765 4 4.0 
| 
© 
Sealy Mattress Names Ardee .| Nelson Joins ‘L.A. Times’ Business Pauper Ad 
Sealy Mattress Co. of Western| Robert D. Nelson, formerly as-| Volume Up 4.4% 
| New York, Rochester, has named sistant general sales manager of : 3 
Ardee Associates, Rochester, it scar Mayer Co., Madison, is., ° 
LUBBOCK. TEXAS agency, yo April . Hart- — been soe gn « Pages in February: IM 
Conway Co., Rochester, is the for-|the marketing manager of the Los} CHICAGO, March 8—Advertising 
mer agency. 


page volume in the business pub- 
last month 
over the volume reported for the 
same month in 1959. For the year 


are 


4% higher than the corresponding 


With tabulations based on basic 
Industrial 


the 


volume in 343 business publica- 
tions showed that in February, 
33 publications serving the trans- 


the 


largest percentage page gain— 
8.9%, and the second largest total 


Reversing the pattern, 120 man- 
ufacturing industries publications 
ranked first in total page gain— 
982 pages for February, and sec- 
ond in percentage page gain— 


= On a year-to-date basis, trans- 


led 


the field in percentage increase— 
9.2%, and were second in total 
pages gained—577 pages higher 


Second place in the year-to-date 
column for February is held by 22 


in- 


stitutional markets category. They 
registered a 9.2% page gain over 
last year, representing a 577-page 


industries 


in 


gained—1,628—for 
the first two months of this year, 
and ranked third in percentage 
gain with a 6.7% increase over 


Equitable Life Assurance Soci- 
ety’s advertising, publications and 


has 


been expanded into four divisions 
under the over-all supervision of 
Charles R. Corcoran, vp. Goldie 
Dietel, formerly supervisor of sales 
promotion, has been named man- 
ager of the advertising and promo- 
tion division. The press relations 
division is under supervision of 
Henry Lloyd, formerly director of 


Forest Skogvold, formerly editor 
company employe 
magazine, is manager of publica- 


ra 
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2 New Orleans Favorite g 
% How ya gonna keep ’em seated for the commercial? WWL-TV ct 
1.2 does it with a bright new series of station ID’s—catchy sound ay 
> and animation! Audiences stay put at station break time; Y 
2 advertisers get the most effective background possible for oO 
"2 their spot sales messages. Alert programming like this is oy) 
mY another factor that has established WWL-TV as the new ot 
54 Cook 2 chopped onions, 1 New Orleans favorite. © 
*y can tomatoes and % can A 
ey tomato paste in 4 tablespoons see eer, REE ie ee ae eer ee “i 
Ke butter for 10 minutes, stir- ' Gourmet tastes? Then write today for your gift copy Sy 
Si ring. Add 4 cloves garlic, 2 | of WWL-TV’s new New Orleans Cookbook, “HOW TO fa 
* pieces celery, % green pep- | PLEASE A GOURMET.” Just off the presses—and loaded | SY 
24 per, '2 teaspoon thyme, 1 ' with wonderful old Creole recipes. Write: Promotion Dept., 6, 
nC) teaspoon parsley, 3 cloves— WWL-TV, 1024 North Rampart, New Orleans, La. i cy 
3 all finely chopped—and cook ' Oy) 
"a? % hour, stirring. Stir in 1 oceeeenannseSaeeenweranoscunesecerecnnan-- re! 
*K pound diced boiled ham, 2 x 
re pounds peeled boiled shrimp; »®, 
0 cook 10 minutes. Stir in 3 Represented ct 
‘a cups cooked rice. Season with C 
> salt, black pepper, cayenne. wentineaty oO} 
ey Simmer % hour. Serve with by Katz 7s 
"5 a bottle of chilled rosé wine. v: 


NEW ORLEANS % 


Wallace Buys Catalogs 


Wallace Publishing Co., Montreal, 


has purchased two annual catalogs 
from Guild Publications, Toronto, 
bringing its total number of publi- 
cations to 17. The catalogs are Ar- 
chitectural and Building Catalog 
and Engineering and Industrial 
Catalog. 


Dayton Rubber Becomes Dayco 


Shareholders of Dayton Rubber 


fish Selita ks 
vee vs ne —_ 


i ih aa aes 


favored the change. 


sone Gi ia i mite as 


Co. have voted to change the name 
of the corporation to Dayco Corp. 
More than 85% of those voting 


Ap ee 
; Pe 
| ep 
, 
2s EZ 
. | >, 4 
Re a pia 
paisig ees 
a 
dite som 
ek 
ie hie 
_ ’ j 
" Re ; i : . | 
"a “4 : 
oe Be: ee fe a ; 5 vee | 
ssi a — & aoe 
“» Ce a — hers 
: ‘a f ek ; 4 : a 
ee : 5 3 Ss 
-_ ~~ é J st : He 
= _\ aes ’ ' ; ; Sr 
i hs ’ . 
NY; ‘ : ¢ el $ ‘ ‘ : 2 wis es | 
* > 34 ik = | 
. mit ‘ ‘ q aon Pa +. Ps , ait om s pe 
eile Pao ; on ie. a, "le ae te “3 . 
” be : . 7? ag 6 a -—— 
eee ‘yy: Sie la eae Sct as — OS ae 
bee ed ae ga rye re 4 9 -_— <3 mee | 
Bc ots i et mes he mie 7 ww i i ees 2 Bo sss, 
phe ties ey Bren? fea cae eee " * oe . fe cane Sree 
Bs oa pie aie ty ‘agi gas 4 =—- a : — ae , : ae me | 
mae ‘ dn ie eG - —* is oe ieee ieee Sr, | 
z a | F a , 5 @ a ie a . a ee P| 
ASA . sy f pee 
Oe oa i Tee 
‘ , Fes Ex MES SSR IER. ee ie Ps to pee : <= ee ‘ (J $ | 
‘o : x : * 3 Ke) | 
" x a 
; - 
; ry} &, Pe 
sag. < 9 Oy 
pbescir. - =? 
eee 
ee | 
aa 
Jehu 
ik Pe 
ec eee 
ene We | 
ar | 
Pa | 
rg tare rt, | 
serial | 
Be 
pi 
iit | 
eae So 
paca as 
Sires — 
4 
es ee 
ma eee 
| ae 
| 
= ee 
PE. 
= %e 
~ &, Ay 
. , 
Ke ET AMAVAK IY V.7> c%¢ wy I (X) CENA? “nN DAR Ry AWA RTA VA Koy w I (xX) on 
19,954.49.) ROMO e, OKO) TEP LOMO KIO) s?.4), Ss "V2 pga, 4.4 O),59,0 0.40) 19 bie ZOO ASR OMOK RG ——— 
—— . 
Bet ic ol at aha Pee OE EPR CAPCOM Be Ane ar ke BOERS tr oe MR SP ge het eae cy EN camel Sn Pte Kiewit ates ga ll is pie Ss ee ers ‘es 
a See ae ee 7 
iach 
cai Rooronm tt Pedy MAME EE) ae 


pele as 
38 SOY si 


Va 


. J, 
: iS, 
‘ ghee AVI ees \b 
. * 849M0 ; tags 
ee Ll 
i 
Ss 
Ss 
f 
e 
Ss 
; This is a fact few sales-conscious executives can ignore. The Hamilton market is big .. . it’s important... it’s lucrative. @ Here isa 
| market that already boasts more than $406,000,000 in retail sales and is growing every day. It’s one of Canada’s top industrial cities 
> ... home of the country’s number one steel producer and 100 other important manufacturers who turn out a gross annual value of 
4 production totalling more than $1,090,000,000. @ To sell this prosperous, growing market of 381,300 people, you must use The Hamilton 
Spectator. Ninety-six per cent of the Spectator’s city zone circulation is home delivered. In fact, more Spectators are sold in Hamilton 
“4 than there are households. (Circulation 102,085 A.B.C. March 31, 1959). *15 years of age and over 
“4 
fo 
nd YOU GET ACTION WHEN YOU ADVERTISE IN 
. 
The Hamilton Spectator 
nf ONE OF THE EIGHT SOUTHAM NEWSPAPERS IN CANADA 
er 
ne 
Dp. 
ng 


The other Southam Newspapers are : THE OTTAWA CITIZEN + THE NORTH BAY DAILY NUGGET « THE WINNIPEG TRIBUNE » THE CALGARY HERALD + THE EDMONTON JOURNAL « THE MEDICINE HAT NEWS + THE VANCOUVER PROVINCE (Published for Pacific Press Ltd.) 
TORONTO THE SOUTHAM NEWSPAPERS, 88 UNIVERSITY AVE., K. L. BOWER, MANAGER. MONTREAL THE SOUTHAM NEWSPAPERS, 1070 BLEURY ST., J.C. McCAGUE, MANAGER. UNITED STATES CRESMER & WOODWARD INC. (CAN. DIV.), NEW YORK, DETROIT, CHICAGO, SAN FRANCISCO, LOS ANGELES, ATLANTA. 
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Harry Bitner, 76, 
Retired Hearst Exec, 
TV Pioneer, Is Dead 


DeLray BEACH, FLA., March 8— 
Harry M. Bitner, 76, former gen- 
eral manager of Hearst Newspa- 
pers and former board chairman of 
Consolidated Radio & Television 
Broadcasters until it was pur- 
chased by Time Inc., was killed in 
an automobile collision here last 
night. 

A native of Kutztown, Pa., Mr 
Bitner joined Hearst in 1922, 
served as general manager of 
Hearst Newspapers from 1931 to 
1937; as regional supervisor of the 
Detroit Times and Pittsburgh Sun- 
Telegraph from 1937 to 1939, and 
publisher of the Sun-Telegraph 
from 1939 to 1945, when he an- 
nounced his retirement. 


s Mr. Bitner is credited with es- 
tablishing the first tv station, 
WFBM-TV, Indianapolis, in the 
1940s. Since then he had acquired 
a total of three radio and three tv 
stations in Minneapolis, Indianap- 
olis and Grand Rapids, all under 
a parent company, WFBM Inc. The 
company name was changed to 
Consolidated Radio & Television 
Broadcasters in 1954, when public 
stock was issued. 

Consolidated was purchased for 
$15,750,000 in 1957 by Time Inc. 
(AA, March 11, ’57). 


JAMES H. NASH 

St. THOMAS, VIRGIN ISLANDS, 
March 8—James H. Nash, 67, 
founder and, until his retirement 
two years ago, president of Jim 
Nash Associates, New York indus- 
trial designer, died March 3 of a 
heart attack at his home here. 

Mr. Nash, a native of, Cincinnati, 
was graduated from the Art Stu- 
dents League of New York and at 
19 won a national award for his 
design of a “Made in U.S.A.” trade- 
mark used after World War I. 

He served successively with J. 
Walter Thompson Co., U.S. Lithog- 
raphy Co. and Batten, Barton, Dur- 
stine & Osborn, where he spent 
eight years in charge of packaging 
and point of sale, prior to founding 
the company bearing his name in 
the early 1930s. 

In 1932, Mr. Nash won the na- 
tion’s oldest award for package de- 
sign, the Irwin D. Wolf Trophy of 
the Package Designers Council, 
for his packaging for Du Pont anti- 
freeze. He was a founder of the 
council, served three terms as its 
president, and was an honorary life 
member. 


® His designs included Socony Mo- 
bil Oil Co.’s flying red horse and 
packages for many household and 
food products, such as Bon Ami, 
Junket mixes, Quaker, Aunt Je- 
mima, Duff’s and Swans Down 
cake mixes, Log Cabin syrup, 
Welch’s grape juice, Mazola, Karo, 
Linit, McCormick spices, Sterling 
salt and Ken-L-Ration dog food. 


C. BRUCE EARNEST 
BALTIMORE, March 8—C. Bruce 
Earnest, 65, former promotion di- 
rector for the A. S. Abell Co., pub- 
lisher of the Baltimore Sunpapers, 
where he served 40 years, died 


it type 


acmen, printers, editors, stu- 
dents swear by the Habcrule 
Visual Copy-Caster.. . . world’s 
fastest, simplest, most accurate 


Money-back guarantee! 


HABERULE 


Box AA 245, Wilton, Conn. 


Attention Admen! | 


IN SECONDS! | 


Tens of thousands of artists, 


| March 3 

| Born and raised in Williams- 
port, Pa., Mr. Earnest began his 
newspaper career on Grit at the 
iclose of World War I. He later 
became a reporter for the Harris- 
burg Patriot, and joined the Sun- 
papers in 1920 where he succes- 
|sively worked as a sports, political 
‘and feature writer. 

| Working his way up through 
the ranks as assistant city editor, 
city editor and assistant to the 
executive editor, Mr. Earnest was 
|appointed assistant to the presi- 
‘dent of the A. S. Abell Co. in 
1948. In 1951, he was made direc- 


tor of promotions, public relations 
and personnel, a post he held until 
illness forced his retirement last 
year. 


HENRY M. RUNDLE 


and was named art director at the 
Camden plant two years later. 

In 1944, he was appointed man- 
ager of RCA Victor home instru- 


|ment styling, and in 1946 was giv- 


en the company’s award of merit 


Fort LAUDERDALE, FLa., March 8 | fr outstanding achievement. 


—Henry M. Rundle, 63, manager of 
commercial development of Radio | 
Corp. of America’s tv division, | 
ony Hill, N. J., died here Feb. | 
6. 

He was credited with introducing | 
illustrated covers for record al-| 
bums. Mr. Rundle joined RCA in| 
1930 as an advertising artist in the | 
company’s Harrison, N. J., plant, | 


ANDREW GEMMELL 


MontTREAL, March 8—Andrew 
Gemmell, 80, for many years ad- 


| vertising supervisor of the Mont- 


real Star, died Feb. 28. A native of 
Scotland, he joined the Star staff 
50 years ago and served as adver- 
tising supervisor until his retire- 
ment in 1951. 
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Clarke Brown Adds Stations 
Clarke Brown Co., Dallas, broad- 
cast representative, has been 
named to represent WALA and 
WALA-TV, Mobile; KXOA, Sac- 
ramento; KJOY, Stockton, Cal.; 
KSWO, Lawton, Okla., and KSWO- 
TV, Lawton-Wichita Falls, Tex. 


Randall Elects Crooks 

Lee Crooks has been elected 
president of Fred M. Randall Co., 
Detroit, succeeding H. Ross Mack, 
who became chairman of the 
board. Mr. Crooks has been exec 
vp for two years. 
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SPEAK 


Using The Wall Street Journal, you can have all 
the benefits of flexibility plus all the advantages of 


national coverage. 


| 

| The Journal publishes 4 daily regional editions. 
You may advertise in any one, any combination or in 
all of them. Jf you choose, you can run up to four 
different pieces of copy all on the same day! Use this 


copy-fitting tool. Only $10 at | 
art supply stores or direct. | 


SELECTIVELY, 
SIMULTANEOUSLY} 
.-LDAST-10-COAST 


Haven’t you often wanted to be able to select your 
sales markets region by region . . . advertise to them 
individually . . . with the convenience and total impact 
of national advertising? 


maneuverability to highlight various products for 
various geographical or seasonal buying patterns. . . 
or to shift headlines for localization purposes . . . or 


the many, many other ways you can put more muscle 


of copy. 


‘in your advertising by making it more pinpointed to 
your readers’ interests. 

If you’re looking for new and better ways to make 
your advertising more productive, check into The 
Wall Street Journal’s total flexibility story—freedom 
of market, freedom of size, freedom of time, freedom 
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Ford, R. J]. Reynolds, GF and a replacement in the period for;named Ray Klaus, previously di- 
Bristol-Myers Shift TV Shows fall on an alternate basis. rector of advertising with Fred- 
Tv advertisers again are plan- At CBS, General Foods is con-| erick Post Co., production manag- I f ti f Ad 7 
ning early for fall. sar sheer Co., sidered a likely prospect to sponsor er, Stan Schrero, formerly art n orma 10n or vertisers 
which will drop the weekly “Ford “Angel,” a situation comedy, and| director at Burton Browne Adver- 
Startime” (NBC) as of June, is the ped gp a a for —- art + sepoaene’ and Dick Cra- 
negotiating to ut “Alfred Hitch- the - season. ese shows y; ormeriy copy supervisor at “ ” 
cai Presents,” on aired on CBS- | 2re expected to replace Betty Hut- Helene Curtis Industries, a copy- siechiek detains te denne ot OF FUER Hee. HOW SAS Oe, 
TV by Bristol-Myers, into half of | t0m and the “Zane Grey Theater.” | writer. polyethylene for printing, such as|e “Beauty Secret Trends, 1955- 
the NBC “Startime” hour. Also at | Carter Products and Toni will | chemical, flame and electronic, and| 1959, a Compilation of Product 
NBC, R. J. Reynolds Tobacco Co. leave “To Tell the Truth” at the Carling Boosts Thomas known methods for printing poly-|Usage Data,” based on Good 
and Bristol-Myers will drop “John- | &24 of March, with no replacement; Carling Brewing Co. has named ethylene, has been published by Housekeeping Consumer Panel Re- 
ny ween wll on March 24. The backers set as yet. — J. Thomas to the new post|U. S. Industrial Chemicals Co.|ports—Beauty Secrets, 1955, 1957 
vacated time spot—Thursday at) /of eastern divisional marketing| Copies of the booklet are available|and 19 , has bee ‘ubli 
8:30 p.m., EST—is available for | Dwight Bohmbach Adds Three | manager. He was formerly regional an Philip Gisser, U. S. Industrial | Good Doncmeenien Frome he 
summer, but Reynolds is consider- Dwight Bohmbach & Co., Chi-| advertising manager in the com-|Chemicals Co., a division of Na-| formation is available from Lorna 
ing the “Tall Man,” a western, as|cago, advertising consultant, has, pany’s plant at Natick, Mass. tional Distillers & Chemical Corp.,|Opatow, research director, Good 
Housekeeping, 57th St. at 8th Ave., 
New York 19. 
e McGraw-Hill has published a 
12-page, two-color booklet, “How 
to Make Your Selling More Pro- 
‘| ductive & Less Costly.” Copies 
may be obtained by writing the di- 
rect mail division, McGraw-Hill 
Y y, Publishing Co., 330 W. 42nd St., 
New York 36. 


e How editors of daily newspapers 
in cities of 25,000 or more popula- 
tion read and rate the six maga- 
zines in the news and management 
field is contained in U. S. News & 
World Report’s Research Report 
No. 84. Additional information is 
available from William E. Robert- 
son Jr., director of marketing and 
research, U. S. News & World Re- 
port, 45 Rockefeller Plaza, New 
York. 


e Steps and developments under- 
taken “To Meet the Continuing 
Challenge,” posed by demands of 
earth moving and construction 
, equipment users for better ma- 
chines, are detailed in an eight- 
THE WALL STREET JOURNAL page booklet by that name, pub- 
Castes 0 & Ben ta © Oot bs . lished by Caterpillar Tractor Co. 
=e T™ eT Copies of the booklet are available 
CEs DeBews . lifteend tmome 6 s Spending on Scho from Caterpillar dealers or by re- 
waenes eee : iat ler. CFE; i questing Form DE936 from the ad- 
; © - : vertising division, Caterpillar Trac- 

pact Meer tor Co., Peoria, Ill. 


TOL. CLI ¥O. we Sint 


e Advertising Research Founda- 
tion’s annual report and a folder, 
“Statement of Objectives & Poli- 
cies,” are available on request 
from Advertising Research Foun- 
dation, 3 E. 54th St., New York 22. 
Included in the annual report are 
statements on ARF progress and 
plans, its annual conference and 
the foundation’s consultation fa- 
cility. 


e Funspot has published its third 
annual study on the amusement- 
recreation industry during 1959. 
Included in the study are data on 
gross sales volume and investment; 
attendance; types, expansion, di- 
versification, locations and owner- 
ships of facilities; food and drink 
facilities, types, expansion, invest- 
ment, expenditures and percentage 
of gross sales; and industry growth. 


‘American Restaurant’ Promotes 
Pelletier, Adds 3 to Statf 

Phil Pelletier has been named 
national sales manager of Ameri- 
can Restaurant. Additions to the 
sales staff of American Motel and 
American Restaurant are Robert A. 
Everett, formerly of CBS in Chi- 
cago, who will cover Wisconsin, 
Minnesota and part of Chicago; G. 
Warren Carhart, formerly with 
Standard Rate & Data Service and 
Pool Publications, who will cover 


Published at: eastern Michigan, Ohio and west- 

3 : ern Pennsylvania, and Robert A. 
Eastern Edition Midwest Edition Southwest Edition Pacific Coast Edition Mole, formerly of Food Topics, 
NEW YORK & WASHINGTON,D.C. CHICAGO DALLAS SAN FRANCISCO 


who will cover part of New York 


44 Broad St. « 1015 14th St., N.W. 711 W. Monroe St. 911 Young St. 1540 Market St. City, eastern Pennsylvania and 


New Jersey. 
Geherty Named Ad Manager 
©Dow-Jones & Company, inc. 1960 Thomas R. Geherty, formerly 


with. Lloyd Hollister Inc., Chica- 
go, and the Chicago Daily News, 
has joined Missile Design & De- 
velopment as regional advertising 
manager for Chicago and the mid- 
western states, a new post. 
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icy Promotes Yetter Ly 
vetter has been named ex-| ver. He joined the agency’s art 
of Rippey,| staff in 1946. 


| Henderson, Bucknum & Co., Den- 
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OUR #e«! COMPETITOR IS IN 


ALREADY!” 


Businessmen are becoming alert to the 
sales potential represented by the 
increase in nursing homes and homes 
for the aging. They are growing at the 
rate of 2,000 beds per month and still 
a 70% increase is needed immediately. 


To find the details on this new 
market see our B P R D ad or 
write to... 


PROFESSIONAL 
nursing home 


THE MILLER PUBLISHING CO. 
2503 Wayzata, Minneapolis 40, Minn. 
Business Journalists Since 1873 


Creative Admen 
Fear Robots Will 
Displace ‘Em: Eggert 


Cuicaco, March 8—The princi- 
pal reason creative admen oppose 
research is that creative people 
fear that electronic machines will 
replace them in the advertising 
field, R. J. Eggert, marketing re- 
search manager of Ford Motor Co., 
charged here last week. 

“Deep down under the coating 
of sophisticated writing, I think 
you can get the feeling that the 
creative man in advertising is 
saying that if advertising copy and 
advertising media choices become 
a science rather than an art, it 
will certainly limit—if not elimi- 
nate—their jobs,” Mr. Eggert told 
a meeting of American, Market- 
ing Assn. and American Statistical 
Assn. 

“In going through the issues of 
ApvertTisinc Ace for 1958 and 
1959,” Mr. Eggert said, “I notice 


the tendency to try to ‘laugh off’ 
the trend towards the more sci- 
entific approach. I think this re- 
action can be summarized by the 
expression ‘whistling in the dark.’ 


s “Now, I think, everyone is in 
favor of mechanical wizardry 
when it provides us with servants 
and takes the drudgery out of 
life. No one is in favor of change 
when it removes the need, or 
seems to, for one’s skill in the 
economic scheme of things. 

“Therefore, I think this vague 
insecurity which many Americans 
have—not just creative men in 
agencies—is at least partly the re- 
sult of the speed with which the 
profession of measuring market- 
ing devices in a factual way is 
being accomplished. 

“As an aside, it seems to me 
that the term ‘mechanical brain’ 
is an unfortunate one for the peo- 
ple who manufacture these de- 
vices, as well as for the statisti- 
cian and advertising researcher 
who uses them. 


IS “TWINS” 


But 
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BOTH sits 
TO GET ALL THE 


The St. Paul Dispatch-Pioneer Press offers 
exclusive blanket coverage ...no other 
newspaper reaches the St. Paul "Half" 
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Representatives RIDDER-JOHNS, INC. 
New York—Chicago—Detroit—Los Angeles—San Francisco—St. Paul—Mi 
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FAMILY COVERAGE 
Ramsey, Dakota and Washington Counties. 


83.5 % 


% 


18.9 
= 


MORNING 


Power 5-10-59 


EVENING 
SOURCES: ABC 3-31-59. SM Survey of Buying 


Newspapers have audited, verified circulation 


SUNDAY 


Advertising Age, March 14, 1960 


“The one thing that man has 
considered to be his exclusive at- 
tribute in the complex and com- 
petitive universe is his ability to 
think. He has always thought that 
his one exclusive item of biological 
equipment that gave him his su- 
periority in the world was his 
brain. 


= “The psychologist tells me that 
we are conditioned this way from 
our earliest childhood and that 
this is the foundation of much of 
our feeling of security in an other- 
wise hostile world,” Mr. Eggert 
told his audience. 

“To the average man then—es- 
pecially to the average creative 
individual—the creation of a ‘me- 
chanical brain’ is a real threat to 
his dignity, to his one exclusive 
claim to mastery of his environ- 
ment.” 

The one big advantage that a 
brain has over an electronic ma- 
chine, Mr. Eggert said, is the abil- 
ity to innovate. He described this 
advantage as “the stronghold of 
the creative individual.” 


= Mr. Eggert described the cleav- 
age between creative people and 
advertising researchers as “a 
senseless one.” “We still need the 
creative man,” he said. “In fact, 
the advertising researcher actual- 
ly adds to the need for his being 
creative. We need the best of a 
number of altermative creative 
ideas so that we can try to meas- 
ure which is successful in chang- 
ing people’s attitudes or finally 
producing additional sales. 

“The decade of the ’60s_ will 
need even greater services of the 
creative man, the statistician and 
the advertising researcher.” # 


Sebstad Opens Own Agency 
in Menominee with 6 Clients 
Brad Sebstad, former advertising 
and sales promotion manager of 
Ansul Chemical Co., Marinette, 
Wis., has opened his own advertis- 
ing agency, Brad Sebstad Inc., 
with offices at 534 First St., Men- 
ominee, Mich. James A. Bowman, 


ao 


me 


Brad Sebstad James A. Bowman 


previously assistant ad manager of 
Ansul, was named to succeed Mr. 
Sebstad. 

Among the accounts now in the 
new agency are Ansul Chemical 
Co.; Jitterbug Sander Co.; L. E. 
Jones Co., and Peninsula Tool Co., 
all of Menominee; First National 
Bank of Marinette, and Triple-E 
Engineering Co., Raciné, Wis. The 
agency’s initial billings will be 
$150,000. ApvERTISING AGE reported 
exclusively last month that Ansul 
Chemical would leave Brady Co., 
Appleton, Wis., and go with Mr. 
Sebstad (AA, Feb. 8). 


Borden Expands Ihstitutional 

Borden Foods Co. has expanded 
its institutional products line of 
convenience items to include beef 
and chicken bases, pudding and 
chiffon mixes and gelatine desserts 
and will break a four-page four- 
color campaign in April issues of 
mass feeding publications. Young 
& Rubicam, New York, is the 
agency. 


Eison Joins Sackel 

Irv Eison has rejoined Sackel 
Co., Boston, as director of market- 
ing and account supervisor. He for- 
merly was director of marketing 
of Rose-Derry Co., and before that 
was at Sackel. 
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Sth in AMERICA in FOOD ADVERTISING 


F;:. the year 1959 The Kansas City Star ranked 
5th in America in food advertising. This is no 
new distinction. In each of the past seven years it 


has been in fifth position or better. 


The Star’s high rank in food advertising stamps 
Kansas City as one of the HOTTEST GROCERY 
MARKETS in the nation. It means Kansas City 
grocers are wide-awake, intensely competitive— 
the kind who latch onto newspaper-advertised pro- 


motions and march them down the road to success. 


For big sales action in America’s 18th largest mar- 
ket, schedule The Star! 


KANSAS CITY 
1729 Grand Ave. 
HArrison 1-1200 
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NEW YORK 
21 E. 40th St. 
Murray Hill 3-6161 


Leading Newspapers in Food Advertising 


(Retail Grocers, Groceries of Department Stores, General Groceries) 


1959 Linage 

1. Miami Herald—M&S......... 6,314,451 

2. Chicago Daily News—E....... 5,014,441 
3. Norfolk Virginian-Pilot 

and Portsmouth Star......... 4,164,447 


4. Milwaukee Journal—E & S.... 4,286,219 
*5. The Kansas City Star—M & S. 4,240,679 


6. Tampa Tribune—M&S....... 4,231,986 
7. Salt Lake City Tribune—M & S. 4,148,154 
8. Toledo Blade—E & S......... 4,130,626 


9. Chicago Tribune—M & S...... 4,103,300 
10. San Diego Union—M & S..... 4,101,227 
11. New Orleans Times-Picayune. . 4,024,643 
12. Houston Chronicle—E & S..... 3,986,909 


1959 Linage 
13. Washington Star—E & S....... 3,950,936 
14. Ft. Worth Star Telegram—E & S 3,936,746 
15. Seattle Times—E & S......... 3,894,622 
16. Minneapolis Star & 

Wee<-6 BS siiisi....c0hs. 3,882,345 
17. Dallas Times Herald—E & S... .3,860,744 
18. Denver Post—E &S........... 3,812,462 
19. San Diego Tribune—E.......... 3,805,324 


20. Washington Post—M & S...... 3,726,107 


24. St. Paul Pioneer 
Press & Dispatch—E & S...... 3,621,421 
25. St. Petersburg Times—M & S.. .3,594,131 


*This listing credits The Kansas City Star with food linage carried 
in its morning and Sunday issues only. The Star's total linage for 
morning, evening and Sunday is 5,000,553 lines. 

Compiled by Media Records 


THE KANSAS CITY STAR 


CHICAGO 
202 S. State St. 
WEbster 9-0532 
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SAN FRANCISCO 
625 Market St. 
GArfield 1-2003 
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Company 1959 


Abbott Laboratories 


272,600 


American Telephone & 


Sales 


1958 
. $ 122,602,000 $ 116,597,000 $ 12,989,000 $ 12,873,000 $3.32 $3.32/ 


Advertising Age, March 14, 1960 


Earnings of Advertisers 
1959 Fiscal Year 


Earnings 
per Share 
1959 1958 


Earnings 


1959 1958 


Telegraph Co. 7,540,194,000 6,908,090,000 1,148,769,000 981,463,000 5.22 4.67 
Armour & Co. ...... 1,869,801 1,850,439 14,067 5,560 2.73 1.08 
Borg-Warner Corp 649,896,847 533,033,188 39,310,778 21,135,260 4.36 2.34 
Burroughs Corp. ...-- : * 10,745,369 6,407,934 162 1.02 
Dr. Pepper Co. ..... ! , 576,697 477,069 86 71 
56% live on the Illinois side, Eastman Kodak Co 914,100,436 828,801,269 124,680,064 98,912,039 3.23 2.56 
where Dispatch and Argus reach Gillette Co. ........ 209,276,635 193,865,095 31,151,623 27,565,182 3.34 2.97 
9 t of 10 h d il International Breweries 16,981,797 15,045,301 805,786 _ 826,817 1.28 1.48 
oe omes Cany. Kaiser Steel Corp. .. 201,939,440 181,179,192 7,401,076 5,422,271 3.26 .76 
Kroger 0. ........ 1,911.902,467 1,776.175,147 25,516,920 21,629,930 2.06 1.76 
Monsanto Co. ...... 811,361,741 714,410,345 61,653,633 42,856,916 266 1.93 
RD L ARGEST Parke, Davis & Co. .. 191,526,698 172,582,792 30,960,700 28,040,851 2.09 1.89 
| Reynolds Metals Co. . 489,263,000 445,549,000 44,761,000 39,364,000 2.42 2.22 
: | R. J. Reynolds 
M ARKET IN ad Tobacco Co. ...... 1,286,855,943 1,146,558,976 90,357,655 78,326,190 4.45 3.80 
| Union Carbide Corp. . 1,531,343,824 1,296,532,373 171,637,065 124,936,845 5.70 4.15 
Weyerhaeuser Co. .... 458,339,475 410,359,605 60,407,431 49,614,586 2.00 1.64 
Whirlpool Corp. ....- 430,496,000 * 20,481,000 10,178,000 3.18 — 


ILINOIS=IOWA “":- 


t—In 1958 there were slightly fewer shares outstanding. 


“There is no place on earth where a more 


23 


feverish and dynamic market for homes prevails. 
Clyde Bedell 


Ad. Age, February 8, 1960 


Building Permit Valuation — 1959 


City Valuation Value Population 
(In Millions of $’s) Rank Rank 
New York_____$1,233.4 1 1 
Los Angeles_____647.1 2 3 
Chicago 287.4 3 2 
Houston | ES 8 
San Diego 195.2 5 24 
Dallas 164.8 6 16 
Philadelphia 139.4 7 4 
SAN JOSE 128.6% 8 85 


Sources: Dun ¢ Bradstreet; Sales Management 
*City only—Metropolitan area, $274.0 million (preliminary figure) 


San Jose 1959 Gains 


1959 Gain 
New Dwelling Units 18,740** 18% 
Bank Debits. $4,540,722,000____25% 
Dept. Store Sales. 18% 
Jobs (September). 234,400______11% 


Sources: U.S. Chamber of Ce rce; 12th Federal Reserve District, 
State Employment Bureau. 
**San Jose 10 year total—111,047 new dwelling units! 
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Member of Metio Sunday Comic Network and Parade Represented Nationally by Ridder-Johns, Inc. 


Up-and-Coming Billion Dollar Market! 
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Nearly Half of 


Dailies Cost More 
Than 5¢ on Stands 


New York, March 8—The ranks 
of 5¢ newspapers continued to 
dwindle at the nation’s newsstands 
in 1959, with 79 more dailies in- 
creasing single copy prices to from 
6¢ to 10¢, according to a survey by 
American Newspaper Publishers 
Assn. 

According to the survey, 789 of 
1,722 daily newspapers now charge 
more than a nickel. Of these, 48 
charge 6¢, 505 7¢, 14 8¢ and 222 
10¢. There were 483 7¢ and 162 
10¢ newspapers on Feb. 17, 1959, 
ANPA said. 

The 921 newspapers currently 
charging 5¢ represent a decrease of 
79 dailies from 1959 and are 673 
fewer than in 1951, when the larg- 
est number of newspapers sold for 
5¢. 

Sunday newspapers also have in- 
creased prices, ANPA added, with 
13 dailies now selling for 25¢, 105 
for 20¢, 184 for 15¢ and 176 for 10¢. 


DMAA Computes $40 Million 
Error; ‘59 Mailings Dipped 
Direct Mail Advertising Assn., in 
computing the industry’s 1959 post- 
al volume figures, erred in tabu- 
lating an extra $40,000,000. The 
U. S. Department of Commerce 
made the correction, showing that 
direct mail volume slipped from 
$1,817,000,000 in 1958 to $1,765,- 
225,709 in 1959—a 2.86% drop. 


NBP Increases Roster 

Howes Publishing Co., New York, 
publisher of Knitting Industry 
Weekly, has become a member, 
and Canadian Consulting Engi- 
neer, published by Hugh C. Mac- 
Lean Publications, Don Mills, Ont., 
a Canadian affiliate member of 
National Business Publications. 


Too Busy to Keep Up 


With Your Reading ? 


Press Clippings can solve your prob- 
lem if there simply aren’t enough 
hours in the day to permit you to 
read the trade papers, magazines and 
newspapers you know you should. 
Many busy men have us spot and 
send them information on subjects 
of interest to them. 


Est. 1888 
PRESS CLIPPING BUREAU 


165 Church St., New York 7, N. Y. 
Phone BArclay 7-5371 
1868 Columbia Rd. NW, Wash. 9, D.C.—CO 5-1757 
Magee Bidg., oy 22, Pa. — COurt 1-5371 
14 E. Jackson Bivd., Chicago 4, II1.—WA 2-5371 
1456 N. Crescent Heights Bivd., Los Angeles 46, 
Calif.—Phone Oldfield 6-0304 
One Operations Office (Livingston, N. J.) 


NEWSPAPERS + MAGAZINES + TRADE PAPERS 
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FOR YOUR PRODUCT 


THROUGH THE PREFERRED FARM PUBLICATION IN IOWA 


allaces Farmer 


Overwhelming Preference At Every Influence Level Proves Wallaces Farmer 
the Dominating Agricultural Selling Force in lowa 


If you were to go out tomorrow and conduct a survey of farm 
publication preference in lowa, here’s what you would find: lowa 
farmers name Wallaces Farmer their preferred farm publication 4 
to 1 over the next highest publication. Their wives name Wallaces 
Farmer by the same margin over the next highest general-interest 
women’s magazine. 

Your dealers in rural lowa (that’s most of lowa) prefer Wallaces 
Farmer—as the place to advertise the products they sell—up to 
10 to 1 over the next publication. 

Agricultural leaders—county agents—answer by the same margins. 


These figures have been substantiated in repeated surveys— 


’ are the measure of prestige of Wallaces Farmer in lowa. 
If you want maximum impact on the minds of lowa farmers and _ 


their wives . . . maximum effect on your dealers . . . maximum 
help from the men who influence farmers, Wallaces Farmer is 
your hands-down choice. Be absolutely sure it’s on your adver- 
tising schedules. 


In 1959, Wallaces Farmer ranked first among all farm publica- 
tions. in commercial advertising lineage. 


WALLACES FARMER 


1912 Grand Avenue, Des Moines 5, lowa 


Member of MIDWEST FARM PAPER UNIT, 35 E. Wacker Dr., Chicago 3; 250 Park Ave., New York 17 + West Coast Representative: TOWNSEND, MILLSAP & CO., 110 Sutter St., San Francisco 4; 159 S. Vermont, Los Angeles 4 
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Arnold Holds Special Cookie 
Promotion During March 
Arnold Bakers Inc., New York, 


Is Editorial Opinion 


Favorable ? 


be corrected .. . or can help you ride 


your public relations and institutional 
advertising dollars effectively and intelli- 
gently when you know what the editors 
of the nation are thinking and saying. 
Interested in learning how we can 
serve you? 


4 Est. 1888 
PRESS CLIPPING BUREAU 


165 Church St., New York 7, N. Y. 
Phone BArclay 7-5371 


Magee Bidg., Pittsburgh 22, Pa. — COurt 1-5371 
14 E. Jackson Bivd., Chicago 4, IIl.—WA 2-5371 
1456 N. Crescent Heights Bivd., Los Angeles 46, 
Calif.—Phone Oldfield 6-0304 
One Operations Office (Livingston, N. J.) 


NEWSPAPERS + MAGAZINES + TRADE PAPERS 


Press Clippings can keep you informed 


is running a special cookie promo- [Nemarow Adds Two Accounts | 
tion, featuring a “Baker’s Dozen,” 


during March. All Arnold cookie Vineland, N. J., has been appointed | 


Nemarow Advertising Agency, | 


| bags contain a 13th cookie of a dif- to handle advertising for Venice 
| ferent flavor from those in the rest | yaid Co., Vineland, producer of | 


jof the bag. A coupon is enclosed | 
entitling the consumer to 5¢ off on | 
the next purchase of Arnold cook-| 


ies. 


ner Agency, 
agency. 


Auerbach Adds America House 


Advertising in newspapers, ON|the Richman account. 
of popular misconceptions that need to | radio and on tv will run in New | plans to spend about $100,000 in, 


Italian-style food products, and 
for Richman Ice Cream Co., Sharp- 
town, N. J. Cowan Advertising, 
| Bridgeton, N. J., formerly handled 
Richman 


| York, Boston and Springfield,| 19g9_4 40% increase over its 1959 
a wave of popular support. You can invest | Mass. throughout the month. Kud- | ad budget 


New York, is the} 


| Healy Adds Sansone, Purvere | 


Healy Advertising Agency,| 


Alfred Auerbach Associates, New | Montclair, N. J., has added Louis | 


| york. has been named merchandis- |Sansone as associate art director | 


ing consultant for America House, | #"4 so mma R. ee as account | 
New York, retail headquarters ah PEMA ive, as part of a major ex- 
American crafts, to handle an ex- | P@"s!on program. 


panded campaign of advertising| 
1868 Columbia Rd. NW, Wash. 9, .C.~CO -1757 and public relations. Needham & Frame Names Zender 
Grohmann formerly handled the 


Paul K. Zender has been named 


account. Auerbach has named|creative director of Robert Frame | 
Irene F. Grottano, formerly with| Advertising, Dayton, as part of an 
rndt, Preston, Chapin, Lamb & | expansion program for the com- 


Keen, to its publicity department. 


pany. 


Advertising Age, March 14, 1960 


AwarD—David L. Harrington, chief executive officer and chairman 
of the board, Reuben H. Donnelley Corp. (left), receives the annual 
Miles Kimball award, given to individuals for furthering direct 
mail advertising, from Edward M. Pittenger, president, Direct Mail 
Advertising Co. The award was officially presented to Mr. Har- 
rington last September at the annual Mail Advertising Service Assn. 


FOR ONE STATION TO EARN 
79% OF LOCAL BUSINESS? 


it’s true in Des Moines, lowa, where KRNT-TV 
has had over 79% of the local business in 
this major 3-station market for 3 years! 


COWLES STATIONS REPRESENTED BY THE KATZ AGENCY, 


HOW IS IT POSSIBLE 


There is nothing so satisfying as doing busi- 
ness with people who know what they’re 
doing and where they’re going. Leading local 
and national advertisers have known for 
years that the ‘‘know-how, go-now’”’ stations 
in Des Moines are KRNT Radio and KRNT-TV. 


They have confidence in the ability of our 
people to make their radio and television 
investments profitable. It seems clear that 
for these astute advertisers, there is nothing 
so satisfying as radio and television fare 
presented by good, honest, experienced air 
personalities who know what they’re doing. 


From surveys made several times a year for 
the last several years, it seems evident that 
the people of Central lowa like to listen to 
and view our stations. 


Latest F.C.C. figures show KRNT-TV handled 
over 80% of ALL the local television adver- 
tising placed in this three-station market. 
The year before, over 79%. . . and the year 
before that, over 80%. Our local RADIO 
business in a six-station market has always 
exceeded that of our nearest competitors by 
a country mile. 


We know for a fact that these figures are 
merely a reflection of our public acceptance 

. our long-standing excellence in public 
service .. . reliability that is vital in all selling! 
We believe this to be true: the ones that 
serve are the ones that sell in Des Moines. 


People believe in and depend upon these 
stations. Check the ratings, check The Katz 
Agency, check the cash registers. 


KRNT 
RADIO ana TV 


INC. 


convention in Montreal, but due 
to a physical impairment to the 
award itself, he did not receive 
|the award until the past presi- 
|dents’ luncheon of the Chicago 
| chapter of MASA. 


Drive-in Movie Fan 
Is Solid Consumer, 
TsAB Report Says 


CuHIcaGco, March 8—The idea that 
the drive-in movie theater is pri- 
marily a “passion pit” for trysting 
teen agers is no longer true, ac- 
cording to the Theatre-screen Ad- 
vertising Bureau. 
A recent study shows that the 
drive-in viewer is above average 
in income and education and has 
a larger than average family. 
The study, sponsored by TsAB, 
was conducted last year under the 
supervision of Dr. Steuart Hender- 
son Britt, professor of marketing 
at Northwestern University. 
There are some 4,000 drive-in 
theaters in the U.S., and 42% of 
the population attended a drive-in 
movie at least once during the pe- 
riod of the study (April through 
September, 1959). 

Highlights of the study: 
e Of drive-in patrons 15 years and 
older interviewed in the survey, 
66% are married. 


e Approximately 60% of persons 
20-34 years old attended a drive-in 
movie during the six-month period 
studied. 

e Of families which attend drive- 
ins, 19% have one child (19 or 
under), compared with 18% of the 
total population; 29% of the drive- 
in families have two children, com- 
pared with 18% of the total pop- 
ulation; 21% have three children, 
compared with 10% of the total 
population. 

e An average of 85% of the at- 
tending families were represented 
by an adult. 

e More families which attend 
drive-ins own appliances, homes 
and autos than the national aver- 
ages, and they have a higher aver- 
age income. # 


Hertz Buys Jamaica Branch 

Hertz American Express Inter- 
national Ltd., Chicago, has bought 
through a subsidiary the operation 
of its rent-a-car licensee in Ja- 
maica for more than $300,000. In- 
cluded in the purchase is a fleet of 
160 foreign cars and three loca- 
tions in Kingston, Ocho Rios and 
Montego Bay. 


Potts Opens Dallas Branch 
Potts-Woodbury Inc., Kansas 
City, has opened a new branch in 
Dallas, primarily to facilitate serv- 
ices for Braniff International Air- 
ways. 
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Sunday THE Detatie Wess dsine 


pinpoint magazine coverage 
in your markets) with... 


in Phoenix...in any Region 
or throughout the Nation! 


The nation’s 52 locally edited gravure magazines are your tactical ad 
force in 39 major markets. 


Here are 12 of the best... 

AKRON BEACON JOURNAL ¢ ATLANTA JOURNAL AND CONSTITUTION * COLUMBUS 
DISPATCH * DENVER POST * HOUSTON CHRONICLE * INDIANAPOLIS STAR * LOUIS- 
VILLE COURIER-JOURNAL * NEWARK NEWS * NEW ORLEANS TIMES PICAYUNE ¢ 
PHOENIX ARIZONA REPUBLIC ¢ ST. LOUIS GLOBE DEMOCRAT ¢ TOLEDO BLADE 
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OR CHOICE 


SELECT THE MEDIUM _, 
THAT DELIVERS THE | 
MARKET WITHA ¢ 


PROFITABLE = 
DIFFERENC 


Playing numbers games may be good 
fun. But good business is choosing 
the numbers that are right for you! 
In selling to America’s millions, 
magazines uniquely select the 

better-off families that buy more 
— whether it’s dual audience, 
or teen-agers, or housewives or 
fashion-followers or everyone i 
the whole U.S. that buys more! 


_ How much more—in actual dollars and cents—is the subject of 
a the significant new “Study of the Magazine Market,” 
just completed by the Market Research Corpo- 
ration of America. The facts are compelling! 
Households with heavier exposure to maga- 
zines spend $18 million more a year for 
dentifrices than households with 
heavier exposure to television, 
over $9 million more in an 18 
month period for power lawn 
mowers, do 9 billion more 
miles of pleasure travel! For 
practically every rapid-turn- 
over item, durable, or service 
studied, magazines show a 
Profitable Difference. Ask 
your magazine salesman 
/ or Magazine Advertising 
e = ‘Bureau for the complete, 
"ia just-published report, 
“A Study of the Magazine 
Market.” m The Magazine 
Advertising Bureau of MPA, 
444 Madison Ave., New York 22. 


MAGAZINES... 
FOR THE 
PROFITABLE 
DIFFERENCE 
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Ward William Moves Offices 
Ward William & Co., Union, N 
has moved its offices to its own 

building at 2095 U.S. Highway 22. 
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*SWINGLES are swinging jingles that SELL! 
They're created exclusively for you by the Jingle 
Mill to move your product or win loyalty for your 
station 
SWINGLES are so good, 800 top advertisers and 
stations have bought over 10,000 of them, with 
a 98% re-order record. 

Put this record to work for you, Write, wire orcall 


THE JINGLE MILL 


143 W. 5ist St., N.Y. 19, N.Y. @ Plaza 7-573 


‘Seidell Had Okayed 
Enarax Ad Copy He 


| Criticized: Pfizer 


WASHINGTON, March 8—Chas. 
| Pfizer & Co., New York, last week 
| told the Senate anti-monopoly sub- 
|committee that a former employe 
|was incorrect in saying that ad- 
| vertising changes he recommended 
were not made by the company. 

And Pfizer intimated that the 
employe, Dr. Martin A. Seidell, 
formerly medical director for 
Roerig Laboratories (a Pfizer di- 
vision), quit because he did not 
get a promotion, and not because 
he was overruled on the ad 
changes, as the doctor testified. 


= Pfizer made its answers in a 
statement to the Senate commit- 
tee. Dr. Seidell testified before the 
committee Feb. 25 (AA, Feb. 29). 

Pfizer said Dr. Seidell raised ob- 
|jections to data cited in ads for 
| Enarax (used for gastro-intestinal 


disorders). 

“The question raised by Dr. 
Seidell was considered by the Pfi- 
zer personnel having to do with 
the preparation of the mailing 
pieces, and they modified the ini- 
tial copy so as to meet the medi- 


cal points which Dr. Seidel] had/| 


raised,” the company said. Revi- 
sions in medical journal ads, “to 
accomplish a similar purpose,” 
subsequently were made in 23 of 


27 journal issues (four already had | 


gone to press), Pfizer added. 


# “It is the clear recollection of| 


the two persons who attended the 
conference with Dr. Seidell [when 
he made his objections] that the 
amendment of the advertising copy 


for the mailing pieces met with| 


the approval of Dr. Seidell and 
took care of all the medical revi- 
sions which he suggested,” the 
statement said. “The subsequent 
change in the copy for the journal 
ads also was approved by him. His 
testimony to the effect that his 
recommendations were not ac- 
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CBS PROGRAMMI 


G ¢ CHANNEL 2 


Car and Truck Output... 
(Jan. '60 vs Jan. '59.. 


Sales are UP 
in booming DETROIT 


Dept. Store Sales........ UP 12% 
New Car Sales........... UP 24% 
Employment ............. UP 5% 


.UP 26% 


. Detroit Board of Commerce) 


You know where your 


audience and sales 


are going with WJBK-TV 
—They’re going UP! 


a STORER station 


CALL KA TZ 


STORER NAT'L SALES OFFICES 
625 Madison Ave., N.Y. 22 
- 


230 N. Michigan Ave. 
Chicago 1 


NEW LOOK—General Mills’ Pick-A 
a new look and along with the new look the assortment has been 
changed to include three envelopes each of Cheerios and Wheaties 
and one envelope each of Frosty O’s, Kix, Trix and Cocoa Puffs. 
The new pack will be advertised on all General Mills’ tv shows. 


~~ 


Advertising Age, March 14, 1960 


-Pack assorted cereal package has 


cepted is therefore incorrect.” 

In speaking of Dr. Seidell’s res- 
ignation, Pfizer said Dr. Seidell re- 
signed more than six months after 
the alleged overruling of his ob- 
jections to Enarax copy. 

The company also noted that the 
doctor resigned after one of his 
assistants was promoted to a posi- 
tion “to which Dr. Seidell appar- 
ently thought he was entitled.” Dr. 
Seidell subsequently asked that he 
be considered for the post of direc- 
tor of clinical research, but didn’t 
get the job, Pfizer indicated. 

“The timing of his resignation 
suggests that the true motivation 
was the disappointment of his per- 


that had taken place six months 
before,” Pfizer said. 


Medical Center, Los Angeles. 
Dr. 


Dr. 


sonal ambitions, and not something 


= The Pfizer statement also dis- 
puted testimony of Dr. Haskell J. 
Weinstein, also a former Pfizer em- 
ploye and now director of the 
chest hospital of the City of Hope 


Weinstein questioned the 
use of brand names for prescrip- 
tion drugs and their use in adver- 
tising and promotional activities. 

“It would be unjust to criticize 
Weinstein for preferring to 


prescribe by generic name,” the 
statement said. “It is equally un- 
just to condemn the many thou- 
sands of doctors who believe that 
the interests of their patients are 
better served by the prescription 
of products by brand name.” # 


John P. Starrs Inc. Formed; 
Cullem, Falborn Join 

John Patrick Starrs, for the past 
five years a vp at Diener & Dors- 
kind, has formed John Patrick 
Starrs Advertising, with offices at 
16 W. 46th St., New York. He 
brought about 60 accounts with 
him from Diener & Dorskind, 
mainly in the technical recruit- 
ment, mail order, retail and real 
estate fields. Mr. Starrs anticipates 
1960 billings of about $750,000. He 
said his largest account is McDon- 
nell Aircraft, St. Louis, billing 
about $250,000. 

Jim Cullem, an account execu- 
tive at Diener & Dorskind, has 
joined the new agency as a vp, and 
Jim Falborn, with the New York 
Times sales staff for the past 16 
years, has also joined as a vp. Mr. 
Starrs was with the Times for 
more than 19 years before moving 
to Diener & Dorskind. 


CAROLINA 


_ CALLS FOR THE 


~ (MORNING) | 


IN FACT, you can’t cover 
North Carolina without the 
Journal and Sentinel 


BUY 
COLORACTION 


Top Color Facilities—_tThe Journal 
and Sentinel have North Caro- 
lina’s newest, most complete. Spot, 
ne or 4 color, any day of the 
week, 


Choice Market —Dynamic! Hus- 
tling! Over 100% penetration in 
the Winston-Salem metropolitan 
area and over 70% additional pen- 
etration in a growing, well-defined 
ll-county market with Retail 
Sales of $531,666,305.00! 


Big Action —Buy the Journal and 
Sentinel—North Carolina’s COL- 
ORACTION newspapers—for big 
action, big sales! 


“WINSTON-SALEM a 


“OUR SENTINEL 


(SUNDAY) 


ING) _ 
(EVEN 2. 


CIRCULATION NOW 106,559 
6-months Publisher’s State- 


. @ 
Audit ‘Bureau of Circulations. 
subject to audit 


REP. KELLY-SMITH COMPANY 
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BIGGEST 
FIRST QUARTER IN 


LOOK HISTORY 


IN CIRCULATION 


| 
| 6,100,000—UP 400,000 OVER Ist QUARTER 1959 


IN ADVERTISING PAGES 


348—UP 55 OVER Ist QUARTER 1959 


IN ADVERTISING REVENUE 


$11,854,000—UP $2,511,000 OVER Ist QUARTER 1959 


All figures are publisher's estimates 


In circulation, in advertising pages, in advertising revenue—by every yardstick 
for measuring magazine vitality—Look alone among major magazines begins the 
new decade with all-time highs. This unmatched growth is a tribute to the tremen- 
dous impact on people, both consumers and advertisers, of Look’s editorial 
accent on the exciting story of people. Here is another milestone supporting the 
premise that success is a journey, not a destination. 


PEOPLE ARE THE PURPOSE—PEOPLE ARE THE POWER 
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PHOTOGRAPHIC REVIEW 


OF THE WEEK 


Knight Tarver 


Lipscomb Fox 


BOFA SOLICITS—Bureau of Advertising of the Amer- 
ican Newspaper Publishers Assn. has presented a 
proposed newspaper advertising campaign for the 
citrus industry to the Florida Citrus Commission 
staff and then to Minute Maid Corp. in Orlando, 
Fla. In this photo, Charles T. Lipscomb Jr., BofA 
president, describes the campaign to John Fox, 


Rennie Graham 


Van Konynenburg Hayes 


CBS AFFILIATES—Present at the CBS affiliates meeting in Washington were F. Van 
Konynenburg, WCCO-TV, Minneapolis; John Hayes, Washington; Howard Lane, 


Clark 
SPRING TONIC—At the fifth annual “Spring Tonic” seminar sponsored by the Rocky 
Mountain council of the Four A’s in Denver (AA, March 7) were R. Orville Rennie, 
KHOW, Denver; Will Graham, J. Walter Thompson Co., New York; Harold Walter 
Clark, of the Denver agency bearing his name; Fletcher Trunk, F. W. Dodge Corp.; 


Advertising Age, March 14, 1960 


Hood Stoeber Scenet Marquam 
SALES TRAINERS OPEN OFFICE—National Society of Sales Training Exec- 
utives has opened a national headquarters office at 410 S. Michigan 
Ave., Chicago. Executive secretary is Henry L. Porter, retired man- 
ager of sales training, Standard Oil of Indiana. With him here are 
four past presidents of the association—P. F. Prince, Sears, Roe- 
buck; A. H. Hood, Vance Publishing Co.; A. M. Stoeber, Swift & 
Co., and W. B. Marquam, Pure Oil Co. Also shown is Neal G. 
Scenet, International Minerals & Chemicals, chairman of the or- 
ganization’s library committee. 


Prince Porter 


Simpson Guy 


Andersen 


Rompel 


Minute Maid president. Also on hand for the pres- NOW with Vitamin E 


entation: Martin Andersen, Orlando Sentinel-Star; 
James Knight, Miami Herald; Jack Tarver, Atlanta 
Journal and Constitution and Miami News; Erwin 
Simpson, St. Petersburg Times; Walter L. Guy, 
Sawyer-Ferguson-Walker, Atlanta, and Walter 
Rompel, New York Mirror. 


FOR CLASSY CATS—Breast O’Chicken Tuna Inc., San Diego, will use 

30-sheet posters nationally April through August to plug Purr, 

“the catillac of pet food.” Robinson, Fenwick & Haynes, Los An- 
geles, prepared the posters. 


\ 


Trunk Ekberg Brill Lehman Ream Conner 
Len Ekberg, Ed M. Hunter & Co., Denver; Glenn Brill, of the Denver agency bearing 
his name; A. W. Lehman, Advertising Research Foundation, New York; Jerry Ream, 
Klau-Van Pietersom-Dunlap, Milwaukee, and Cecil R. Conner, Conner Advertising 


Agency, Denver. The day-long meeting was attended by 250 advertising executives. 


Lown Stanton Huntress Sr. Huntress 3rd Kearl 
KOIN, Portland, Ore.; Bert Lown, CBS-TV; Frank Stanton, CBS; Frank Huntress Sr. 
and Frank C. Huntress 3rd, and Wayne Kearl, all of KENS-TV, San Antonio. 
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Why are so many more advertisers 
NOW using Nation’s Business? 


To reach out...to sell more of the nation’s 
business. Time was when advertisers-to-business 
thought they had only two choices: business 
and management magazines with their limited 
circulations...or news weeklies with their costly 
consumer coverage. 

Today, NATION’s BusINESs is changing adver- 
tiser thinking—and buying! Its 750,000 ABC 
guarantee is big circulation. And it’s all business. 
No other management magazine offers as much 


as half of it. No news weekly offers so much top 
executive coverage at so low a cost-per-executive. 

The facts are: 9 out of 10 NATION’s BUSINESS 
readers are men with a decisive voice in their 
companies’ policies—presidents, owners, part- 
ners, other management men. Dig deeper, and 
you'll find 23,000 of them hold top jobs in 499 
of the 500 leading industrial companies. More 
than 700,000 others head up close to half a 
million additional companies—in total, a whale 


of a market for business goods and services. 


So, if you want to use business advertising 
the way it should be used: to support your 
sales force out in the territories where they're 
making calls; to uncover new prospects; de- 
velop leads; open doors to hard-to-reach busi- 
nessmen—all at a reasonable cost per advertising 
call, then follow the lead of other advertisers 
who have found: to sell more of the nation’s 
business, you use NATION’S BUSINESS. 


YOU USE NATION’S BUSINESS ...TO SELL MORE OF THE NATIGN’S BUSINESS 


ADVERTISING HEADQUARTERS, 711 THIRD AVENUE, NEW YORK 17, N. y. 
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CARTFUL OF 
INFORMATION 


advertisers and agencies will be 
looking forward to for media- 
marketing facts —an exclusive 
, 
“er 6) 
sag 


service supplied by 
Advertising Age's 
ARKET DATA ISSUE 


coming April 18 


The media pr tion buy of the year 


|Bohack Pushing Tenderay 
H. C. Bohack Co., Brooklyn, | 


- 


Advertising Age, March 14, 1960 


‘Red Book Ad Inflicts 


N. Y., is concentrating its 1960 ad-| Immeasurable Harm, 


|vertising program on the advan- 


tages of its Tenderay treated beet. Piqnist Says; Sues 


A special three-month advertising 
}and public relations program be- 
gan last month with a budget in) 
excess of $150,000, according to 
Fred J. Haberle, director of adver- 
\tising. On the schedule are all 
|New York City and Long Island 
| dailies, 23 weekly newspapers, ra- 
‘dio, television, outdoor and trans- 
|portation advertising. “No other 
| beef so fresh can be so tender”’ is 
| the theme. Agency for the food 
| chain is Babcock, Romer, Carberry 
& Murray, New York. 


Revlon Sales, Net at Peak 

| Sales and earnings for Revlon 
|Inec., New York, set alltime highs 
in 1959. Sales increased 13.2% to 
$124,939,712, and net profits in- 
creased 11.9% to $9,688,307. The 
fourth quarter of 1959 was the 
best in Revlon’s 28-year history, 
' the company reports. 


SELL IT WITH MUSIC 
...-on RCA Custom premium records! 

Here’s a premium that plays back in profits — self-liquidating 
RCA Custom premium records. 

RCA records are the flexible premium, pin-pointing your market 
with hand-picked repertoire from RCA Victor's big-name catalog. 
Take your choice of singles or albums .-. . stereo or monaural. 

Even paper records — hard-hitting, unusual promotion tools — 
are yours for just pennies apiece! 

You can use records to launch new products, celebrate special 
évents, even for annual reports. And when you choose RCA, you get 
complete service — selection of music . . . recording service .. . art 
work and finished covers . . . drop-shipping and warehousing. 

For the best — at competitive prices — call or write RCA today! 


RCA CUSTOM RECORD SALES ** 


155 East 24th Street — New York 10, N. Y. — MUrray Hill 9-7200 
445 N. Lake Shore Drive — Chicago 11, Illinois — WHitehall 4-3215 
1510 North Vine Street — Hollywood 28, Calif. — OLdfield 4-1660 
800 17th Avenue South — Nashville 3, Tennessee — ALpine 5-6691 


NEw YorK, March 8—Charles 
Albert, who describes himself as a 
| professional pianist, is seeking an 
injunction in Supreme Court here 
to restrain the New York Tele- 
phone Co. and Reuben H. Donnel- 
ley Corp. from using his photo- 
graph for advertising purposes. 

In his complaint, Mr. Albert 
charged the defendants with pub- 
lishing in the 1960 Red Book classi- 
fied directory an ad for hairpieces 
by Lerch, New York, which, Mr. 
Albert said, showed him in be- 
fore and after photos. One photo, 
he said, showed him bald, the oth- 
er with a Lerch hairpiece. 

He further contended that being 
shown in the Lerch ad constituted 
“a flagrant violation of my personal 
right of privacy.” 

“The defendants have used and 
are continuing to use pictures of 
me for advertising purposes with- 
out my consent under such cir- 
cumstances as to cause me the 
most extreme humiliation and ab- 
solutely immeasurable damage,” 
Mr. Albert said. 


= He further asked that defend- 
ants “be compelled to withdraw my 
pictures from circulation immedi- 
ately. The money which they have 
to spend for a replacement issue is 
but a small proportion of their to- 
tal assets. The impact upon me of 
allowing the circulation to continue 
is the destruction of the very sub- 
stance of my life.” 

The Lerch ad, a quarter-page 
unit in the directory, carries two 
photos of an unidentified man, 
while copy boosts the product as 
“the most undetectable hairpiece 
ever made.” So undetectable, copy 
continues, that “your friends will 
never know.” # 


Ralston Buys Duquesne Share 

Ralston Purina Co., St. Louis, 
has purchased half interest in Du- 
quesne Co., largest feed manufac- 
turer in France. Jean Duquesne 
will continue as president of the 
company, to be known as Du- 
quesne Purina. N. K. Stevens, of 
Purina’s international division, will 
be exec vp and Robert Gamelin, 
a divisional sales manager for Pu- 
rina in Canada, will be vp and 
general sales manager. 


Publishes Printing Survey 
Printing equipment manufac- 
turers forecast “at least a 15% 
increase in volume above the pre- 
vious high of 1957,” a Printing 
survey of executive opinion has 
reported. A 9% gain in the com- 
mercial printing and lithography 
industry is also contained in the 
survey of a cross section of com- 
mercial, book and_ publication 
plants in the U. S. The Oradell, 
N. J., publication is making the 
annual survey available in a sep- 
arate folder for the first time. 


BACON KNOWS 
MAGAZINES! 


We specialize in magazine clipping. 
Our list covers 3500 business, farm 
and consumer magazines—a complete 
blanketing of the American magazine 
field as listed in Bacon’s Publicity Checker. 
You can check your own publicity, compe- 
tition’s publicity, competitive advertis- 
ing or subject research. Here is the 

Best 


Send for Booklet No. 59 
“Clippings Benefit Business” 


BACON'S CLIPPING BUREAU 
14 E. Jackson Bivd., Chicago 4, IIlinols 


WA bash 2-8419 
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THE ONE THAT TELLS ’EM ... 


ea OREN NS sR tie aE 


eS a agen ti 


...- 1S THE ONE THAT SELLS 'EM 


“That’s the basic picture, let’s take it from there.”” Whether it’s leather or the _ interest, every operational detail. The men who read it — need it. They prove 


latest sales curve under consideration, men at the management level rely on the __ it by their rate of renewal . . . over 7% higher than the national average of 284 


RECORDER for the research and information that helps put the whole picture —_ trade magazines! Get your share of their consistent attention — your share of 


together. It’s the only publication that reflects every facet of shoe business _ the budgets they control. 


READERSHIP — Leads its nearest VITALITY — 43,000 reprint IMPRESSION — Exposure ‘ IMPACT — Superior quality 
competitor by 94% according to National requests in ten months — and the time for each issue is longer by and clarity of reproduction 
Analysts, Inc. survey, which highest subscription renewal rate in months than any competitive publication. plus full color availability, provide 
shows average of 3 readers per copy. the trade — 74.74%. maximum visual power. 


If you missed any of these 
significant articles — 
send for reprints to 

Boot & Shoe Recorder, 
Philadelphia 39, Pa. 


, BOOT and SHOE 
Functional 1959-60 
Shoe 
Footwear Industry 
Facts and 


Figures 
A CHILTON d) PUBLICATION 
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Private Research Organizations Find U S. sales of butter” ($19,500), and,agricultural products ($5,500). eeu over the five-year peri- 
Good Customer, House Committee Learns clothing items” ($74,800). National|# The report noted that of 245 | In addition, the government’s 


WASHINGTON, March 8—An in- | veys; 


hustling research organizations 
picked up more than $4,122,000 in 
business during the past five years 
conducting statistical surveys for 
government agencies. 

National Analysts Inc., Market 
Research Corp. of America, and 
Crossley S-D Surveys Inc. each 
had more than $500,000 of govern- 
ment business. All but one of the 
36 contracts received by these 
three companies were let by the 
Department of Agriculture. 

The detailed breakdown on the 
survey work conducted for the 
government by private groups was 
included in a comprehensive study 
of government expenditures for 
statistical purposes released last 
week by the House Post Office and 
Civil Service committee. 


s The subcommittee, under Rep. 
John Lesinski (D., Mich.), which 
did the work, reports this is the 
only comprehensive survey of this 
kind in the past decade. 

On the basis of reports from ev- 
ery agency in the government, the 
subcommittee estimated that the 
government’s expenditures for data 
compilation activity average about 
$79,000,000 a year. The Bureau 
of the Census, usually thought of 
as the official data collector and 
compiler for the government, ac- 
«counted for only one third of this 
total, the subcommittee noted. 

Over a five-year period, the 
committee found government 
agencies let 633 data-collecting 
contracts totaling $10,762,956. The 
Department of Agriculture ac- 
counted for 139 contracts totaling 
$3,500,000, with more than 40% 
of its contracts let to the three 
most active private contractors. 

Only half the $10,760,000 which 
the government spent to have sur- 
veys made was with private or- 
ganizations. The rest went to state 
and local government units or ed- 
ucational institutions. 


= Four biggest spenders for pri- 
vate assistance were Agriculture 
—139 contracts totaling $3,500,000; 
Labor—235. contracts totaling $2,- 
546,000; Health-Education-Welfare 
—118 contracts totaling $1,788,000, 
and National Science Foundation 
—62 contracts totaling $1,613,000. 
Labor Department spent heavily 
with state and local governments, 
while Health-Education-Welfare 
used universities. The University 
of Pittsburgh, with one Health- 
Education-Welfare contract worth 
$574,620, did better than any of 
the private research groups. 
National Analysts, with five 
contracts amounting to $544,039, 
did more government business 
than any of the others of the top 


25 private groups. Market Re- 


search Corp., with 19 -contracts, 
had $521,147 in business, and 
Crossley S-D Surveys had 12 con- 
tracts worth $508,435. 


« In addition to the three market 
research organizations which each 
had more than $500,000 of govern- 
ment business, Booz, Allen & 
Hamilton, consultants, was fourth 
with one contract worth $342,370. 
The Bureau of Social Science Re- 
search was fifth with six contracts 
adding up to $222,615. Seven or- 
ganizations had contracts in the 
$100,000-$200,000 range: National 
Research Council; Battele Me- 
morial Institute; Audits & Sur- 


lela LTD. 


sere A ; 
‘HALLIBURTON BLDG. 
CENTRAL TOWER 


Opinion Research Corp.; | vestigating homemakers’ use and | companies, half were secured by 25/ 11,171 federal employes, whose 
quisitive House investigating com-| American Institute of Biological | opinions of eggs. Market Research | major contractors, each of whom| salaries add up to $60,378,360 per 
mittee reported last week that 25| Sciences; American Chemical So-|Corp.’s list of 19 jobs—the longest | had at least $50,000 in business! year. Another $16,500,000 in di- 
ciety and Remington Rand. of any organization—included con-| from the government. These 120 rect costs is incurred carrying out 

The studies covered topics so|sumer purchases of specified dairy | contracts accounted for $4,122,168, | the government’s own survey work. 
diverse as to defy classification, | products ($68,340), household pur-| while the other 125 contracts| Of the $60,378,360 in salaries to 
the subcommittee noted. Crossley |chase data for fresh citrus fruit|shared by 98 other contractors | government statistical people, $22,- 
S-D Surveys had such assignments | and citrus and other selected fruit | added up to only $90,000. 409,127 is in the Department of 
as “measuring the effect of spe- | products ($45,648), and retail store Contracts with outside organi-|Commerce, mostly in the Cen- 
cified merchandising practices on/audit of fresh and _ processed |zations represent an average of|sus Bureau. Agricultural Depart- 


Advertising Age, March 14, 1960 


“men’s preferences among selected 


Analysts was paid $60,720 for in-| contracts which went to private | own statistical operations involved 
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More than 1,100 leading manufac- ftw 


Qt 


Services to rep ort 


These reports cover any or 
all markets... give you 
complete and unbiased 

details on how your 
retailers compare with 
your competitors’ retailers 
in regard to advertising 
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ment pays statistical people $12,- 
313,000; Health-Education-Welfare 
$7,822,000, and Labor $6,791,000. # 


‘Winky Dink’ Syndicated 
Manhattan Productions, a new 
tv- film producer and distributor 
at 232 E. 79 St., New York, will 
package for syndication 260 re- 
vamped cartoons from the “Winky 
Dink & You” series formerly seen 
on CBS-TV. Kits containing plastic 
sheets will be sold to youngsters 
in order to trace drawings directly 


from the tv screen, as was done in 
the original series. Stations wil 
share in the profits from the sale 
of the 50¢ tracing kits. Manhattan 
Productions is headed by Frank 
Abrahams, who was formerly with 
Goodson-Todman Productions. 


Maico Promotes ‘Hear Rings’ 
Maico Electronics, Minneapolis, 
will introduce its new “Hear 
Rings,” hearing aids concealed in 
earrings, with color pages in the 
March and April issues of Coronet 


and Vogue, followed by insertions 
in 46 regional editions of TV Guide, 
with listings of local dealers. Maico 
also has bought 15 five-minute 
segments of daytime dramas and 
news shows on CBS Radio, to run 
for four weeks. Newspapers will be 
used on a co-op schedule, as well 
as direct mail. Bozell & Jacobs is 
the agency. 


Ocean Spray Sets Easter Push 
Ocean Spray Cranberries, Han- 
son, Mass., will launch an Easter 


promotion for cranberries with a 
full color page ad in Life. Ocean 
Spray also will provide retailers 
and food groups with point of sale 
material and newspaper mats. Bat- 
ten, Barton, Durstine & Osborn is 
the agency. 


Trendex Appoints Bacharach 


James A. Bacharach, formerly} 7 
an account executive at O. E. Mc-|7 


Intyre Co., has been appointed to 
the new post of director of market- 
ing services at Trendex, New York. 


ETAIL STORE advertising can “make” a product if 
it gets the retailers’ support. If retailers with- 
old this support it can “break” a product. 


Advertising Checking Bureau reads every advertise- 
ent published in all daily newspapers, as well as 
mportant weeklies. It will capture and tabulate these 
hdvertisements into a concise report. The report will 
bive you a coherent picture of what your own and 
ompetitive dealers are doing. 

CB Reports will tell you how you stand. These 
etail Store Reports can cover a single locality, or 
they can be nation-wide. They can be ordered for 
us little a time period as one week or one month; 


Offices and 
Workrooms of 


ACB 


etail store 
advertising 


or on a “til-forbid” basis, which is what most adver- 
tisers choose. 


These reports are specially tailored to your order. 
They will cover exactly the areas and the competi- 
tors that you want checked. 


Since newspaper advertising takes such a large por- 
tion of the total advertising dollar, these reports are 
a necessity if you are to know the extent of the 
promotion for and against your product. 


This is one of 14 services ACB offers which all have 
to do with getting the greatest value from your news- 
paper advertising. Ask for catalog. 


New York (10) 353 Park Ave. South 
Chicago (3) 18 South Michigan Avenve 
Memphis (3) 161 Jefferson Avenve 
Columbus (15) 20 South Third Street 
San Francisco (5) 51 First Street 


F he ADVERTISING CHECKING BUREAU, ak 


Serving the Publishing, Merchandising and Advertising fields since 1917 
@ Checking-Proof Clearing House for Newspaper Publishers 
® Newspaper Advertising Research Services for Advertisers & Agencies 
© Cooperative Advertising Audit and Disbursement Services 
_ @ Advertising Agency Checking Department Services 
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SELECTOR—Customers can examine 
new Fashioniter collection of con- 
vertible sofas by Sealy Inc., Chi- 
cago, in this rolling in-store dis- 
play, the Style Selector. Complete 
fabric selection plus outline form is 
available for the customer’s in- 
spection. 


Kellogg Promotes 
‘Huckleberry Hound’ 
Contest on TV Shows 


BATTLE CREEK, March 8—Kellogg 
Co.’s newest campaign for the pro- 
motion of its corn flakes is a 
“Huckleberry Hound” contest with 
a “Win a pair of Fords” offer. 

The promotion consists of three 
separate contests with 25 prizes of- 
fered in each. Grand prize in each 
contest is a 1960 Ford country se- 
dan and a Ford Thunderbird Jr. 
for the qhildren. The 24 second 
prizes in each contest are Ford 
Thunderbird Jrs. 

To enter the contests, consumers 
must solve the cartoon puzzle on 
the back panel of the corn flakes 
package and complete a _ jingle. 
Support will be given on tv on 
“Huckleberry Hound,” “Quick 
Draw McGraw,” “Woody Wood- 
necker,” “Art Linkletter’s House 
Party,” “Hotel de Paree,” “Garry 
Moore Show” and “The Deputy.” 

Leo Burnett Co., Chicago, is the 
agency. # 


MERCHANDISING AND MARKETING 
EXECUTIVES SEEKING SOLUTIONS 
FOR PROBLEMS OF THE SIXTIES 


should attend 
27th annual 


National Premium 


Buyers Exposition 


. .. the hub of the premium and 
incentive merchandise industry 


April 4-5-6-7, 1960 
NAVY PIER @ CHICAGO 


AT NPBE, you find aaa = men of the 
great premium industry . . of experi- 
ence who have helped others. solve tough 
marketing and merchandising problems. Here 
are men with records of success . men with 
ideas, who can help you get merchandising 
programs underway, and aid your company in 
| nage a head start in the new decade of the 

t will pay you to talk with these men. 


Just ONE new idea will more than pay for 
your time in attending. 


1 For admittance badges to this exclusive 
trade show write on vr 


business letterhe 
A. B. COFFMAN ASSOCIATES 
Exposition Managers 
28 East Jackson Bivd. 
Chicago 4, Illinois 
Phone WEbster 9-0980 


NPBE is under the auspices of the 
Advertising Association ef America, Inc. 
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Three Join Donahue & Coe 

Donahue & Coe, New York, has 
appointed Lee Coller and David 
Manver to its copy department and 
Gerald D. Roscoe a vp and account 
supervisor. Mr. Coller formerly 
was with Cohen, Dowd & Aleshire; 
Vir. Manber was with Young & Ru- 
bicam. Mr. Roscoe was vp and 
account supervisor with Bresnick 
Agency, Boston. 


hard 
PA. 


$2.00. 
INC. 


7, 


PHILADELPHIA 


$2.50. Pre-publication special 


Graphic Arts. Compiled by Don Davis, Editor 
DURALITH PUBLISHING COMPANY, 


An aid to communication for everyone in the 


of GRAPHIC ARTS BUYER, about 128 pp., 


1025 RACE ST., 


cover, 


Coming 
Conventions 


March 17-19. Advertising Federation 
of America, 9th District, Hotel Corn- 
husker, Lincoln, Neb. 

April 1-3. Eastern Intercity Conference 
of Women’s Advertising Clubs, Sheraton- 
Biltmore Hotel, Providence. 

April 3-7. National Assn. of Broadcasters 
annual convention, Conrad,Hilton Hotel, 
Chicago. 

April 5. Premium Advertising Assn. of 
America conference, in conjunction 
with the premium buyers exposition, 
Navy Pier, Chicago. 

April 20-21. A Publi- 
cations, fifth annual sales management 
seminar, Westchester Country Club, Rye, 
N. Y¥. 

April 21. Assn. of National Advertisers, 
fifth annual workshop on Advertising to 
Busi and Industry, Hotel Plaza, New 
York. 

April 21-23. American Assn. of Adver- 
tising Agencies, annual meeting, Boca 
Raton Hotel and Club, Boca Raton, Fla. 

April 22. Assn. of National Advertis- 
ers, workshop on Shows and Exhibits, 
Hotel Plaza, New York. 


jated Pusi 


Now 
serving 


90,780 


homes* 


Clarion-Ledger and 


milline rate. 


ION 


This is another increase in circulation for 
Mississippi's leading newspapers — The 


. .. Now, more than ever, your best buy 
for coverage and sales impact — at lowest 


* LATEST ABC PUBLISHER'S STATEMENT, 
SEPTEMBER 30, 1959. 


Jackson Daily News 


April 2-27. Continental 
Agency Network, annual convention, 
Fontainebleau Hotel, Miami Beach. 
April 24-27. Annugl sales promotion 
convention, National Retail Merchants 
Assn., Paradise Inn, Phoenix. 

April 25-27. Sales Promotion Execu- 
tives Assn., third annual national confer- 
ence, Hotel Astor, New York. 

April 25-28. American Newspaper Pub- 
lishers Assn., annual meeting, Waldorf- 
Astoria, New York. 

April 28-30. Advertising Federation of 
America, 5th District, Columbus, O. 

May 1-4. National Newspaper Promo- 
tion Assn., 1 conv Westward 
Ho Hotel, Phoenix, Ariz. 

May 2-4. Forty-fifth annual confer- 
ence, Assn. of Canadian Advertisers, 
Royal York Hotel, Toronto. 

May 4-5. Direct Mail Advertising Assn., 
regional convention, Fairmont Hotel, San 
Francisco. 

May 8-10. Magazine Publishers Assn., 
4ist annual spring conference, The 
Greenbrier, White Sulphur Springs, W. 
Va. 

May 8-11. Associated Business Publica- 
tions meeting, Hot Springs, Va. 

May 12-13. Public Utilities Advertising 
Assn., Waldorf-Astoria, New York. 

May 12-15. Advertising Federation of 
America, 4th District, Beach Club Hotel, 
Fort Lauderdale, Fla. 

May 13-14. Point-of-Purchase Adver- 
tising Institute, third annual meeting, 
Mayflower Hotel, Washington, D. C. 
May 14-16. Advertising Federation of 
America, 2nd District, Skyline Inn, Mt. 
Pocono, Pa. 

May 15-18. National Sales Executives, 
annual convention, Buffalo, N. Y. 

May 23-25. Assn. of Railroad Advertis- 
ing Managers, Diplomat Hotel, Holly- 
wood, Fla. - 

May 26-29. Federation of Canadian Ad- 


Advertising 


vertising and Sales Clubs, 12th annual 
convention, Royal Hotel, Guelph, On- 
tario. 


May 26-31. National Federation of Ad- 
vertising Ag ies, 1 t 
conference, Northernaire Hotel, 
Lakes, Wis. 

June 1-3. International Advertising 
Assn., annual convention, Waldorf-As- 
toria, New York. 

June 5-8. Advertising Federation of 
America, 56th annual convention, Hotel 
Astor, New York. 

June 5-9. Assn. of Industrial Advertis- 
ers, annual convention, Shoreham Hotel, 
Washington, D. C. 

‘June 8-9. Fifth annual Circulation 
Seminar for Business Publications, Pick- 
Congress Hotel, Chicago. 

June 15-17. American Marketing Assn., 
annual meeting, Hotel Leamington, Min- 
neapolis. 

June 19-24. National Advertising Agen- 
cy Network, national conference, Oyster 
Harbors Club, Osterville, Mass. 

June 20-24. First Advertising Agency 
Group, 32nd annual conference, Holiday 
Hotel, Dallas. 

June 26-29. Advertising Assn. of the 
West, annual convention, Hotel Del Prado, 
Mexico City. 

July 10-13. Newspaper Advertising Ex- 
ecutives Assn., ti St. 
Francis Hotel, San Francisco. 
July 10-16. Outdoor Advertising Assn. 
of America, annual meeting, to be held 
in conjunction with the International 
Congress of Outdoor Advertising, Royal 
York Hotel, Toronto. 

Aug. 2-5. Third annual Advertising Age 
Creative Workshop, Palmer House, Chi- 
cago. 

Sept. 21-23. Life Advertisers Assn., an- 
nual meeting, Essex House, New York. 
Oct. 2-4. Advertising Federation of 
America, 7th District, Chattanooga, Tenn. 
Oct. 9-13. Direct Mail Advertising 
Assn., 43rd annual convention, Americana 
Hotel, Bal Harbour, Fila. 

Oct. 12-15. Affiliated Advertising 
Agencies Network, annual meeting, 
Mountain Shadows Resort, Phoenix. 


Three 


‘McCall's’ Boosts Hofman, 
Names Three Others 

Norbert Hoitman, formerly pro- 
motion supervisor of McCall’s 
use-tested program and presenta- 
tions, has been named director of 
the magazine’s expanded use-test- 
ed department, a new post. Joseph 
Heller, formerly with Look, has 
been named director of presenta- 
tions of the magazine, a new post. 

McCall’s also has named How- 
ard Parkes, formerly with Good 
Housekeeping, to the grocery prod- 
ucts ad group and has appointed 
Jacqueline Neben, fashion promo- 


Se 


* LEDGER 


tion manager, to the additional 
duties of beauty promotion man- 
ager. 


Johnson-Bartnett Names Officers 

Robert A. Bartnett, formerly 
managing partner in Johnson- 
Bartnett Agency, Flemington, N. J., 
has been elected president, suc- 
ceeding William E. Johnson, who 
|was appointed chairman of the 
board and Ist vp E. Allan Hinrichs 
and Charles A. Eaton 3rd, were re- 
elected 2nd and 3rd vps, respec- 
tively. 


~ 
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NEw—Black Box 
Collotype Studios 
Inc. has devel- 
oped this lighted 
point of purchase 
display which 
sells for $4.75 
each (less in 
quantity lots) 
and comes pack- 
“i aged in a tube 
which becomes 
part of the dis- 
play. Called Im- 
Pak display, it 
can be assembled 
in seconds. 


| 
| 
| 
| 


| 
| 


Healey Joins San Gabriel Gannon, who moved to the Los 
Newspapers as National A.M. Angeles office of Doyle & Hawley, 
Al Healey has joined the San|newspaper representative. Mr. 
Gabriel Valley Newspapers, West|Healey formerly was a sales rep- 
Covina, Cal., as national advertis-|resentative of Gilman, Nicoll & 
ing manager, succeeding Henry |Ruthman, Los Angeles. 


The Reynolds Metals 
Company asked if we could 
design a compact, low cost 
Slide-Chart that would 
explain simply and 
accurately how to roast 
meat or poultry in Reynolds 
Wrap. Ordinary cookbooks 
require complex calculations. 
Within days we came up 
with a 2” x 5%” Slide-Chart 
that gives the answer with 
one move of the slide! Over 
six million have been ordered 
and are being distributed 

to dealers, And we produced 
the six million in seven 
weeks for $60,000.00 less 
than the client anticipated! 
Why not drop us a line and 
find out how Perrygraf can 
put your pfoduct’s facts 

at the fingertips? 


——~ Reynolds — 


77 
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Perrygraf Slide-Charts are precision made in facilities geared 
to turning out hundreds—or millions. In any size order, delivery 
and prices will amaze you. 


Here’s how you can get this modern inexpensive sales tool for 
your company. Give us a word picture of the job your Slide-Chart 
is to perform. Give us necessary data sheets or catalog pages if 
that’s convenient. Tell us who will use the Slide-Chart and what 
quantities you will need. No obligation, of course. We’ll tell 

you how your Slide-Chart can be made, what it will cost and 
we'll show you comparable jobs we’ve done. 


FREE —36 , full color booklet showing how Perrygraf Slide-Charts 
os cath fer ya. 122 case histories. Write for free copy. 


PERRYGRAF CORPORATION 


1500-F Madison Street, Maywood, lilinols 
150-F South Barrington Avenue, Los Angeles 49, Calif. 
Saies Offices in Principal Cities 
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FIPE-DAVIS PUBLISHING CO. 


BEVERLY HILLS, CALIFORNIA, CRESTVIEW 4-0265 *© THE HAL WINTER co., 


You have to throw the book 
away when you buy bridal 
+ magazines. You need 
- different rules because the au- 
= dience, the market, the mag- 
™ azines are different. 


© Realizeit’sa big market! The 
) Modern Bride reader spends 


uy Nt ge ao at" ya nytt 46. 4 T 


eB 7 4 a $5'2 billion a year! 
if valu tabula rd Ahr a cia ™ It’s a must-buy market! The 
4 Modern Bride reader has to 


MODERN 


Pet WE. 


buy. She has a deadline. She 
» has floors to cover, walls to 
© decorate, rooms to fill... all in 
a few short months! 


Sell fast! The moment she says 
yes, the Modern Bride reader 
becomes a serious shopper for 
the first time in her life. No 
skip-over-the-ads attitude here. 
She’s young... impressionable 

. receptive, with just 3 or 4 
=» months to find the right brands 
= to buy! 


SUMMER 
apr. / MAY 60e 


m It’s newsstand sales that 
= count! Brides-to-be seldom 
@ subscribe. They usually haven’t 
me the time. The average engage- 
fs ment period lasts 6 months. In 
= newsstand sales Modern Bride 
annually outsells all other 
bridal magazines .. . leads in 
total circulation, too! And it’s 
the only magazine to hit the 
changing bridal audience with 
a fresh issue every other month! 


Advertise year-round! This is 
no once-a-year market. 4000 
engagements every day mean 
4000 new prospects every day. 
Your advertising reaches a 
changing market, a growing 
market in each new issue of 
Modern Bride! 


Contact your Modern Bride 


representative* today! 


uO e Si 


* ONE PARK AVENUE, NEW YORK 16, NEW YORK, OREGON 9-7200 + 434 SOUTH 
WABASH AVENUE, CHICAGO 5, ILLINOIS, WABASH 2-4911 + 9025 WILSHIRE BLVD., 
7460 OCEAN TERRACE, MIAMI BEACH, FLORIDA, UNION 5-2661 
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Foster & Kleiser Boosts 
Hanson, Mack, Dana, Barry 


| The Foster & Kleiser division of 
| Metropolitan Broadcasting Corp., 
San Francisco, has promoted four 
officers. Paul Hanson Jr. has been 
named vp-sales promotion; G. E. 
Mack has been advanced to senior 
vp and treasurer; C. H. Dana has 
been named senior vp-branch op- 
erations, and George F. Barry Jr. 
has become vp and secretary. 

Since 1957 Mr. Hanson has been | 
director of sales promotion, the ti- 
tle he had held previously with 
Standish-Barnes Outdoor Adver- 
tising, Providence, R. I. He will 
continue to direct F&K creative 
activities. Mr. Mack, with F&K 37 
years, was named a vp and treas- 
urer in 1954. Mr. Dana joined the 
company in 1939 and became a 
vp in 1958. Mr. Barry, an attorney, 
joined F&K in 1929 and was 
named secretary in 1939. 


eh Ga ew 


anaglyphs? scopes? 
bi-color spectacles? 


Whatever you call 'em—we make ‘em! 


Yes, we have bi-colored or single- 
colored viewers for special ef- 


fects. In quantity for printing or 


Wheaties Offers Sport Books 

General Mills has revived a suc- | 
cessful premium boxtop promotion | 
—the Wheaties sports library of | REAL GASSER—Patrons can eat lunch, regard the pass- 
basic instructional books by ex-|ing scene or just sit in comfort as they gas up at 
perts. The books may be obtained 
in sets of two for 50¢ and a Wheat- 
ies boxtop from General Mills. The 
promotion, which was first started | 
in 1945 and ran for five years, of- 
fers 10 books, each on a different 
sport. 


movies in red and green or special 
colors. For samples, prices and 
FAST ACTION call or write NOW. 
Dept. AA3. 


Esso Standard’s 
tion on U.S. Rt. 


Esso Service Station ‘Lab’ in Louisiana 
Tests Extra Aids, Conveniences to Patrons 


GraMe_ercy, La., March 8—Esso|tion service station and “labora- 
Standard has opened a combina-/|tory” on Route 61 here to test new 


FREEDMAN (‘i - (iii 
34 HUBERT ST., N.Y.13°CA 6-2750 


eh a 


Retail sales in Dynamic FORT WorrTH topped $850 MILLION in 1959. A Billion 
dollar volume is predicted by the middle Sixties. Metropolitan Fort Worth is cov- 
ered thoroughly everyday by only one medium .. . the Fort WortTH STAR. 
TELEGRAM, which gives you a bo- 
nus coverage of 99 other rich West 
Texas counties with an additional 
Retail Sales figure of $1,964,165,000. 
You SELL this market BEST in the 
Fort WortH STAR-TELEGRAM. 


a 


Sources: Sales Management; Fort Worth’s 
Business Review: & Forecast 


ForT WORTH STAR-TELEGE 


. Carter, Jr, Pres. & Nat'l Advertising Director 
Rel, D. Ray, Net’l Advertising Manager 


without the use of schemes, pr 
“Just a good newspaper” 


or ¢ 
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new experimental Moto-Mat sta- 
61 in Gramercy, La. 


marketing and promotional ideas. 

Dubbed the Moto-Mat, the sta- 
tion is owned and managed by Es- 
so Standard and offers road-weary 
consumers such offbeat services as 
a baby nursery; hostesses, maids 
and porters; air conditioned sales, 
rest and lounging rooms, and play 
areas for children. 

In addition to Esso gas and oil 
products, the motorist can also fill 
up on foods and beverages dis- 
|pensed from a complete line of 
vending machines. Patios are pro- 
| vided for outdoor eating. 


| 


s According to Esso, the station is 
|designed for motorists who don’t 
|like the travel delay of stopping 
|off at restaurants, etc. Hostesses 
|and attendants will provide hotel 
|and motel services, travel aids and 
| other extra services, along with gas 
| and oil, Esso said, and dealers will 
be kept informed of promotion and 
merchandising techniques devel- 
oped at the experimental station. + 


|L.A. Soap Names Ruston 

| Charles R. Ruston, a veteran ot 
|19 years in marketing, has been 
named exec vp of Los Angeles 
| Soap Co. He formerly was exec vp 
|of Lanolin Plus, New York. 


STORY 
BOARD 


Wonder why it is that drunks 
never spill drinks on other 
drunks? 
Wheeling wtrf-TV 
A man sitting on a bus stared 
at the man sitting beside him. 
“Excuse me for staring but you'd look 
just like my wife if it wasn't for the 
mustache."’ 
“But | have no mustache,” said the man. 
“| know,” said the other guy, “but my 
wife has." 


WTRF-TV 


Everything that makes a television mar- 
ket lucrative is here . . . people, money, 
TV homes and, of course, WITRF-TV. Put 
them all together and they spell success 
for advertiser who want to SELL! 

Wheeling wtrf-TV 
What this country needs is institution, 
constitution and pros—perity. 

Wheeling wtrf-TV 
Man in restaurant to waiter: “What's the 
offense? We've been on bread and water 
for almost an hour.” 

Wheeling wtrf-TV 
Ask Hollingbery about the WTRF-TV sales 
booster merchandising plan. George P. 
has all the answers. 

Wheeling wtrf-TV 
Misnomer? When the cute little guy was 
asked why he hadn't been out to play 
for a couple of days, he explained, ‘| 
had intentional flv." 


CHANNEL ~@ WHEELING, 
SEVEN WEST VIRGINIA 
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Walther H. Feldmann, President of Worthington Corp., 


in the company’s Research & Development Center, Harrison, N. J., says: 


“Research and Development are necessary 
to our business...so is advertising.” 


“Being a manufacturer of highly engineered prod- 
ucts, we rely on research and development to supply 
the answers to many complicated problems we must 
solve in satisfying the needs of our customers. 

“We also rely on business publication advertising 
to inform present and future customers of our ad- 
vances. We reach a good percentage of them through 


such media as McGraw-Hill publications. 

‘“‘Here we get measurable results. 

“Our advertising eases the path for our sales en- 
gineers. Our advertising enhances our company 
image. Our advertising in business magazines helps 
to produce direct sales. 

“‘We could not be as successful without it.” 


q a. McGraw-Hill 


s : =e , woe eS ca? tO N S ‘ 1D, 


McGRAW-HILL PUBLISHING COMPANY, INC., 330 WEST 42nd STREET, NEW YORK 36,N.Y. 


More than one million key men in business and industry pay to read McGraw-Hill publications. 
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SALES BOOSTER: WESTERN UNION 
ADVERTISING DISTRIBUTION SERVICE! 


Catalogues delivered... displays setup... ad reprints distributed 
... this is the kind of quick, personal distribution service that helps 
boost sales .. . and it’s exactly what you get from Western Union 
Distribution Service. Whatever it is... we'll get it there. . . pronto! 


Wire us collect for the full story. Address: Western Union, Special 
Service Division, Department 4-A, New York, New York. 


WESTERN UNION 


SPECIAL SERVICES 
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Feature Section 


dvertising Age 


E&E Opens Fire on Payola 


Bedell Ahems Ho-Hum Ads 
Weiss Pooh-bahs Economic Forecasts 


Groesbeck Advises Small Agencies 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


‘Doubts that Must Be Satisfied’... 


THE NATIONAL NEWSPAPER OF MARKETING 


Six Questions the Agency Must Answer 


Before Launching an Institutional Campaign 


By Fred B. Manchee 


Retired executive vice-president of 
Batten, Barton, Durstine & Osborn 


“To make a success of advertising,” 
John Wanamaker once said, “one must be 
prepared to stick like a barnacle on a 
boat’s bottom. He should know before he 
begins it that he must spend money—lots 
of it. Somebody must tell him that he 
cannot hope to reap results commensurate 
with his expenditure early in the game.” 

Truer words were never spoken. It was 
about the advertising of products and 
services that Mr. Wanamaker was speak- 
ing. This was long before institutional 
advertising, as we know it today, was 
even conceived. When it comes to this 
form of advertising, each of his words of 
advice should be heavily underscored. 
For institutional advertising takes longer 
to work. It is less direct in most in- 
stances. And it is harder to measure its 
results. 


= For these reasons, the advertiser un- 
derstandably is more reluctant to ap- 
prove an expenditure for interpretive ad- 
vertising. The green light is flashed less 
quickly than it is for product advertising. 
There is noticeably less spontaneity when 
the goal shifts from advertising that sells 
the company’s products to the company 
itself. 

There is still another very important, 
and again very understandable, reason 
for caution. The decision to approve prod- 
uct advertising sometimes lies in the 
hands of comparatively few people. In- 


Copyright 1960 Lee H. Bristol Jr. 
From the book, “Developing the Corporate Image,” 
edited by Lee H. Bristol Jr., and soon to be pub- 
lished by Charles Scribner’s Sons. 
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When an advertiser and its agency decide to begin an in- 
stitutional campaign, many “non-advertising people” in the 
corporate structure are necessarily and properly brought into 
the preparations for and discussions of the campaign, Fred B. 
Manchee, retired exec vp of Batten, Barton, Durstine & Osborn, 
points out. The six questions these people are most likely to ask 
are presented here by Mr. Manchee, along with the replies that 
this veteran agency man believes his colleagues must be 
ready to answer. Mr. Manchee’s statements are a chapter, en- 
titled “Questions for the Advertising Agency.” from “Develop- 
ing the Corporate Image,” a book edited by Lee H. Bristol Jr., 
to be published in April by Charles Scribner's Sons. 


stitutional advertising, which treats of 
all facets of a company, quite properly 
brings many more people “into the act.” 
The newcomers are likely to be less so- 
phisticated about advertising than their 
colleagues who are facing advertising 
problems every day. Indeed they may 
well need to be sold properly on the pow- 
er of advertising. Their presence in ad- 
vertising discussions increases the num- 
ber of questions, the doubts that must be 
satisfied, the differences of opinion must 
be resolved. 

All this takes time. But it is time wisely 
spent. Unless the doubts and the ques- 
tions can be satisfactorily answered, there 
may well be a flaw in the planning. And, 
as in all major corporate decisions, a 
united front is highly desirable. It is par- 
ticuarly desirable in the case of inter- 
pretive advertising. 

Here are the six questions which seem 
to be raised most often at the time of de- 
cision making. (Incidentally, it is wise to 
refrain from inviting the comments of 
nonadvertising people in the organization 
until the objectives are set, the creative 
work has been completed, and the cost 
carefully estimated.) One or two of 
these questions may seem unimportant. 
But remember they are not unimportant 
to the persons asking them. They deserve 
both a complete reply and ample time for 
discussion. 


1. Isn’t institutional or image adver- 
tising pretty much blue-sky advertising? 


This is one of those general questions 
which is almost sure to come up. It is a 
flash-back to the early days of so-called 
institutional advertising when some of it 
undoubtedly did have a blue-sky cast. In- 
tegrity, faith, reliability, fidelity, trust 
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were relied upon single wordedly to con- 
vey the corporate image. In advertising 
circles this form of advertising came to 
be known as tombstone advertising—per- 
haps because of the cold, graven image it 
invariably created. It carried precious 
little by way of conviction, particularly 
when compared to the many fine ex- 
amples we have today of how the story 
of a company can be told effectively in 
print and broadcast media. Fortunately, 
tombstone advertising is largely a crea- 
tion of the past. 


# A very good way to answer the blue- 
sky question is to ask another question. It 
is this: “Do you think the objectives on 
which our proposed campaign is fash- 
ioned are blue-sky?” If the reply to this 
question is in the affirmative, then the 
original question must also be answered 
affirmatively. A yes reply is highly un- 
likely if the goals have been.sweated out, 
as they most certainly should be. By and 
large, most image campaigns have three 
major goals: to establish and increase 
prestige, to keep the company’s name be- 
fore its customers, and to publicize its fa- 
cilities and its services. It is not too real- 
istic to plaster the label blue-sky on ob- 
jectives as down to earth as these. 


2. When you are promoting a product, 
you set aside a certain percentage of 
sales or atiticipated sales for advertising. 
With institutional advertising, you *have 
nothing to tie to. How, then, can you de- 
termine how much you should spend for 
image advertising? 


The member of the management team, 
usually the treasurer, who asks this ques- 
tion has a good point. But the truth is, 
that there are many examples of product 


Fred B. Manchee 


and service advertising where the per- 
centage of sales is bypassed in favor of 
the task method of determining the size 
of the advertising appropriation. Simply 
stated, this means how much money 
seems reasonable to accomplish the task 
ahead. It is this method, the task method, 
which is used in setting the budget for 
the institutional advertising campaign. 
How much seems reasonable to improve 
our image with the public? With this 
form of advertising, there is the further 
complication of multiple publics to be 
reached. In viewing the cost of the pro- 
posed interpretive advertising, therefore, 
you will wish to see that the total amount 
is properly broken down by as many 
groups as the campaign’s objectives call 
for covering. 

Think, too, of the amount of money in- 
vested in image advertising as you think 
of the money spent for insurance. In a 


_ real sense, the dollars appropriated for 


institutional advertising are like the dol- 
lars for an insurance policy premium. 
They protect the good name of the com- 
pany with the many groups on which the 
company is dependent. And for most com- 
panies with new products on the drawing 
board or in the laboratory, the image ad- 
vertising carries the further responsibil- 
ity of creating a favorable climate for 
acceptance of the new things coming 
along. 


3. Why cannot the image objectives be 
accomplished just as well and far less ex- 
pensively through publicity as through 
advertising? 


Bruce Barton once urged an advertiser 
to reconsider a decision to cancel its in- 
terpretive advertising. His words ring 
with equal force and conviction in reply 
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to the question just posed: 

“Gentlemen, you can cancel your na- 
tional advertising; that is, if you mean 
canceling the limited fraction of your ad- 
vertising you originate and place. 

“But the overwhelming fact is that to- 
day neither you nor any other big corpo- 
ration can really halt its advertising. You 
can only suspend the small part over 
which you have control. 

“The part you do not and cannot control 
will roll on in ever-increasing volume. It 
is the advertising given you by politicians 
with axes to grind ... by demagogs who 
may point you out as typical of all that is 
bad in big business... by newspapers 
that hope to build circulation by distort- 
ing your acts... by labor leaders mis- 
representing your profits....by all other 
operators in the field of public opinion, 
some unfriendly and many merely mis- 
informed. 

“Thus you are going to have national 
advertising whether you want it or not! 

“The only question you have to decide is 
whether it is worth a little money, a frac- 
tion of one per cent of your annual sales, 
for advertising of your company that will 
be factual, informative, and constructive. 

“Or whether, in the present state of 
world politics, where the electorate is the 
court of final appeal in ALL business de- 
cisions, you can afford to take the risk of 
having all your advertising emanate from 
sources beyond your control.” 


s Bruce Barton’s advice calls to mind a 
similar, but shorter, statement made by 
John W. Hill of Hill & Knowlton. In a 
recent article in Dun’s Review and Mod- 
ern Industry, he declared: “Every corpo- 
ration has public relations because the 
corporation deals with employes, stock- 
holders, customers, neighbors, govern- 
ment functionaries, and many others.” 
Then Mr. Hill added that public relations 
becomes a function “when management 
decides to guard, improve, or develop this 
asset.” 

This reply is definitely not intended to 
exclude publicity. Indeed, publicity has a 
very real place in the over-all image- 
building program. But its role is as a sup- 
plement to, rather than a substitute for, 
a paid advertising campaign. 


4. If the officers of the company ‘em- 
barked on a widespread speech-making 
campaign, couldn’t the interpretive job 
be done almost as effectively? 


In one respect, the answer to this ques- 
tion is the same as the answer to the pre- 
ceding question. Speech-making by offi- 
cers should be encouraged and stepped 
up to the limit of the capabilities of the 
people involved. But it must be remem- 
bered that, in the aggregate, the officers 
will be talking to hundreds. A company’s 
advertising can reach millions. Here, us- 
ing a television program as one possible 
institutional advertising medium, is an 
example of the numbers reached. 

When “I Love Lucy” was being put on 
live every week a few years ago, it cost 
about $100,000 a program. And you will 
remember it was at the top of the rating 
heap. You could produce a good play on 
Broadway for $100,000—or less. Let’s say 
your play runs in the Morosco Theater. 
That’s a good-sized theater with 935 seats. 
Do you know that your play would have 
to run to standing room only crowds for 
45,000 performances, or 107 years, to 
reach as many people as “I Love Lucy” 
did in one night? It would obviously be 
impossible to match that coverage with 
speeches by officers. 


5. If a company makes only ingredient 
products, what difference does it make 
what kind of image it has? 


It could be argued that such a company 
has even greater need for interpretive ad- 
vertising than one whose finished product 
goes through normal channels to the con- 
sumer. One very strong reason lies in the 
very fact that such companies are one 


step removed from the public. People are 
inclined to be suspicious of companies they 
do not know. Often such companies are 
targets for unfair criticism. Indeed, this 
is the very reason for the institutional 
advertising of many manufacturers who 
sell their products to other manufacturers 
rather than to the public. Another very 
important reason for interpretive adver- 
tising on the part of such companies is 
that the advertising helps sell the fin- 
ished products of the advertiser’s cus- 
tomers. The advertising of United States 
Steel is a classic example. A large part 
of this company’s advertising helps sell 
the consumer products of U. S. Steel’s 
customers—and thereby helps sell more 
United States steel. 

The advertising manager of a large en- 
gineering company recently put it this 
way: “All we can hope to do is favorably 
impress those who may one day buy our 
products; so that we get an opportunity 
to sell them when the time comes.” This 
same sound reasoning applies whether a 
company’s products go directly or indi- 
rectly to the public. 


6. How long must an advertising cam- 
paign run before it accomplishes its im- 
age-building job? 


This is another question which often 
comes from the officer in charge of the 
company’s finances. Had he asked the 
same question about product advertising, 
the reply would have been the same: the 
job is never done. 


@ No, never done, because each year 
about three million youngsters reach an 
age when they begin to be interested in 
and influenced by advertising. If there is 
no advertising for three years, it means 
that there are nine million adults in the 
country who have never seen or heard an 
advertisement about your company. You 
see, a market is a procession of people. 
The movement is so slow that ‘it is easy 
to fall into the error of assuming that a 
product or a company is firmly estab- 
lished for all time. 

Someone once likened advertising to 
becoming addicted to dope. Once started, 
you can’t stop. Actually, it is possible to 
break the dope habit, but you shouldn’t 
break the institutional advertising habit 
once it gets started. Continuous cultiva- 
tion of your company’s many markets is 
essential. That part of it which you have 
educated is always dissolving at one end. 
Without interpretive advertising, the new 
people coming into the market at the oth- 
er end will always be strangers. 


To Sum Up: 

These, then, are the six most frequent- 
ly posed questions on the need of inter- 
pretive or institutional advertising. Brief- 
ly stated, the answers are: 

1. Image advertising is definitely not 
blue sky advertising, if the objectives on 
which it is based have been carefully de- 
termined. 

2. In setting the budget for such ad- 
vertising, you must depend upon the task 
method—how much seems reasonable 
to accomplish the tasks you have agreed 
upon as being necessary? 

3. Publicity can never take the place 
of advertising as an image builder, be- 
cause you have no control over what will 
be said about you. 


4. Speeches by officers are excellent 
for creating a sound corporate image. But 
speeches reach only hundreds of people. 
Advertising can help you reach thousands 
and millions. 

5. A company making products sold to 
other manufacturers rather than to the 
public needs interpretive advertising as 
much, perhaps more, than one selling di- 
rect. 

6. Once started, interpretive advertis- 
ing should’ not be stopped. Population 
never stops growing. 


There are undoubtedly other questions 


Advertising Age, March 14, 1960 


The Creative Man’‘s Corner... 


Go Home, Adman! 


Get on the Friendship Airlift! 


HAVANA HOLIDAY SPECIAL 


FLY HALF FARE! 


NOW. ..through JANUARY 18th 
Round Trip via National, Cubana and Eastern /Pan-Am 


YES —you pay only HALF FARE! The HAVANA HOTEL OF YOUR CHOICE 
pays the rest ...so that you may discover for yourself what a friendly welcome 
the Cuban people will give you... how thrilling world-famed Havana is now 
... and how perfect the sunny weather! Join the thousands who are enjoying 
Cuba now—don't miss out on this gift of friendship from Havana. Come 
whenever you please during this period... stay as long as you please — the 
only requirement is that you stay at least four nights in whichever hotel 
you choose. This offer is available to you ONLY THRU YOUR TRAVEL AGENT. 
You pay the full fare at your take-off point—the hotel of your choice 
refunds you HALF! Best news of all—hotel rates have been greatly 
reduced! You'll find famous luxury, delicious food, unsurpassed service, 


and supreme comfort in any Havana hotel—at amazingly low cost! 


for reality. 


facing a revolution, a jail sentence or 


minds, it emphasizes exactly what it 


exactly the opposite. 


on its reading glasses. + 


Get on the Friendship Airlift- SEE YOUR TRAVEL AGENT TODAY! 


We are reluctant to generalize, and we freely admit that the generalization 
we are about to make has exceptions—unfortunately, not many. So let us say 
it: the advertising mind, by what it says in all seriousness, appears to live in 
a world of its own making, a world of word-magic in which it assumes that, 
because it says something, those who see or hear the words will accept them 


Who but an advertising man would assume that by calling a half-fare 
coach flight to Havana a “friendship airlift” the American publie would forget 
the Castro atrocities and insults and decide he could vacation in Cuba without 


This is a great idea. But, by avoiding the question uppermost in American 


Cuba is no place to go right now on a pleasure trip. By not putting it in 
words, the people behind this message feel they have swept something under 
the rug or shoved it out of sight under a bed. And they have accomplished, in 
their concentration on their own ends and not those of their intended victims, 


Not knowing type, we can’t tell the size in which that imperative statement, 
“FLY HALF FARE!” is set. But we would estimate that its qualifying foot- 
note—set in the lower left-hand corner—is in six point type or less. Even in 
full page newspaper space it’s difficult to read. And the hope of its conniv- 
ing authors is that it won’t be noticed—else why print it in needlepoint? 
What it says is, “Tourist Class Fare, Round Trip from New York.” Obviously, 
if you go first class you don’t get half your fare paid. 

But why try to hide this fact? Anybody who goes for the deal is going to 
find out anyway. So who’s kidding whom? This is the kind of practice that 
makes advertising suspect. This is why the Federal Trade Commission has put 


your hosts... THE HOTELS OF HAVANA 


a firing squad? 


would would like to soft-pedal: that 


which could be added to the list. But 
these are the chief: ones for which the 
advertising ageney is well’ advised to be 
ready. In fact, the advertiser should be 
encouraged to ask.them. Better that they 
be asked and fully discussed than go un- 
asked. Unfortunately, there have been 


occasions when one of these questions has 
been raised after the interpretive cam- 
paign has started. This can be catastroph- 
ic. For far more serious than not doing 
image-building ddvertising is to start a 
campaign arid, for no apparent reason, 
to stop it suddenly. + 
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Is ita sin 
to tell the truth 
—Vigorously? 


The righteous indignation which 
people felt when their intellectual 
heroes were caught with their ethics 
down has led to a new crusade for 
honesty in advertising. ' | 

The consumer is entitled to honesty ae ag ‘a 
in advertising without a crusade. We 7 
bend over backwards to be honest 
about the products we advertise—even 
though very favorably prejudiced to- 
ward them. 


We think it’s the function of our business to 
show the best side of our clients’ products to the 
public. That’s what we get paid for. 


Why product X 
tastes better 


— 


We think the function of advertising is, not to reform 
society, but to sell society—as it finds society. 


That this selling should be truthful and in 

good taste goes without saying. 

Any time advertising is untruthful, 
society can reform it very easily. Stop 
buying the goods. 

That’s the most dire (and effective) 
punishment we in advertising could 
possibly conceive. 


We, for one, intend to keep on doing 
our level best to see that this doesn’t 
happen to any of the products we 
advertise. 


PM IT i FF BOT Le 


We work for the following companies: ALLstaTe INsuRANCE COMPANIES + AMERICAN MINERAL Spirits Co. + ATCHISON, TOPEKA & SANTA 
FE Raitway Co. - BROWN SHOE CoMPANY « CAMPBELL Soup COMPANY + CHRYSLER CORPORATION + COMMONWEALTH EDISON COMPANY AND 
PusBiic SERVICE COMPANY « THE CRACKER JACK Co. + THE ELECTRIC AssoOcIATION (Chicago) « GREEN’ GIANT CoMPANY + HARRIS TRUST 

AND SAviIncs BANK + THE Hoover Company + KELLOGG CoMPANY - THE KENDALL CoMPANY + THE MaytaG ComPANYy + MOTOROLA 
CoNsUMER Propucts INc. + PxHitip Morris Inc. + Cuas. PrizeR & Co., Inc. » THE PILLSBURY COMPANY + THE PROCTER & GAMBLE 
Company + THE PurE Or Company + THE Pure Fuet Ort Company + Star-Kist Foops, INc. « SUGAR INFORMATION, INC. + SWIFT & 
Company + TEA COUNCIL OF THE U.S. A., INC. . 


| LEO BURNETT CO., INC. 


CHICAGO, Prudential Plaza * NEW YORK * DETROIT ¢« HOLLYWOOD ¢ TORONTO »* MONTREAL 
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Tyler Picks Ten for February ... 


Let's Be More Lovable— 
So They Don't Take Away our Bazookas 


By William D. Tyler 


You wonder if this advertising witch 
hunt could have been avoided if so many 
advertisements had not been so unlovable. 
There has been an ill-tempered insist- 
ence, a downright badgering of the viewer 
in this television 
age. We came into 
the home and hit 
her over the head. 
We told her our 
competitors’ product 
was no damn goed, 
and we made some 
pretty—let’s face it 
—amazing claims 
{\ about our own. If 
‘ we hadn’t annoyed 
so much, we might 
not have been quite 
so effective, but we would have lived to 
fight another day. Instead, here we sit 
trying to figure out what we can do with 
peashooters now that they’ve taken our 
bazookas away. 


W. D. Tyler 


F have yon cheched the price of Campbell Tomato Senp lately? 


, Quality 


Campbell's Tomato Soup 

An ad that does advertising good is the 
one Ella Jane Buckman, copywriter of 
Leo Burnett, wrote for Campbell’s. Art 
Director Lee Stanley’s layout shows a 39- 
year-old Post ad that features a 12¢ price 
over the headline, “Have you checked the 
price ... lately?” The copy points out 
that this is just about what you pay to- 
day. Ever-increasing volume is cited as 
the principal reason. A timely ad and a 
thoughtful one. 


” Valiant 


Renault Dealers 
Automotive advertising has been dealt 
a much-needed shot in the arm by the 


small-car makers, who have brought a 
breath of fresh air to this somewhat rou- 
tine category. An example is the Renault 
dealer ad that features concentric circles, 
each representing the “turning circle” of 
a small car. Point: the Renault can make 
a tighter turn than any other small car, or 
as Julian Koenig’s copy says, “run rings 
inside other cars. The engine in the rear 
takes the weight off the front. When 
parked, you turn the wheel with a finger. 
Natural power steering.” Layout by 
George Lois of Papert, Koenig & Lois. 


Chrysler Valiant 

Some of the same fresh, imaginative, 
uninhibited flair appears in the Valiant 
ad. Consider Dennis Taylor’s headline: 
“Compare your head off!’”” And Don Do- 
len’s copy: “Put Valiant against any car 
you've a mind to—the big ones, the bug 
ones, the kid brother ones.” Then, there’s 
Si Costa’s headline: “Buy it by the seat of 
your pants.” And, again, Dolen’s text: 
“You'll feel real skedaddle (101 horses 
worth) from an engine that stretches reg- 
ular gas like rubber bands. Mill-pond 
smooth, quiet as a clam. A trunk as big 
as a cave.” Layouts by Jim Hanna of 
BBDO’s Detroit office. This copy feels 
right for a_ bright, young challenger, 
which is how Valiant should be posi- 
tioned. 


BUY 


Valiant 3. See 
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Too much flexing wears out people...and tires! The new’ lou Pll 
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Advertising Age, March 14, 1960 


tire shape flexes less, soleus teat tl , increases mileage! 


NOW! THE TIRE THAT DOESNT Ei TIRED 


Takes — air pressure .. 


bet look at the difference! 


. yet it’s lower and 


ame OW pressure 


PIONEERED BY US RUBBER AS THE ANSWER TO GREATER TIRE SAFETY 


U. S. Royal Tires 

For its new “Low Profile” tires, U. S. 
Royal ran a three-pager that does a good 
job of making its oval shape seem very 
worth while. First page is headed, “This 
is the New Shape of Safety in Tires.” This 
is a teaser page, illustrated with a sta- 
tion attendant making an oval of his 
hands. The inside spread tells the product 
story: “Now! The tire that doesn’t get 
tired.” The shape advantage is demon- 
strated by a series of pix showing a gym- 
nast doing knee bends and becoming pro- 
gressively tired. This, Maxwell Sapan’s 
copy claims, is the kind of flexing that 
wears out conventional round tires. Good 
hardworking ad, laid out by Fletcher 
Richards, Calkins & Holden’s Earl Goode- 
now. 


| GRACIE TOWERS 
| "Sug ane soem aeiomes 


' 5 - a) be anareel 


Gracie Towers Apartments 

An unassuming little newspaper cam- 
paign has been pleasing New Yorkers for 
weeks. It’s for a new apartment house 
over by the East River. Ad shown is typi- 
cal for style. Copy explains: “... way of 
calling your attention to the swimming 
pool atop the Gracie Towers.” Another is 
headed, “Ever have a river boat with din- 
ner?” which is somewhat better than say- 
ing that the apartments command a river 
view. An ad that draws attention to the 
tax-saving feature of a cooperative is 
provocatively headed, “The Delectable 
Deductible.” Still another is devoted to the 
quiet of the neighborhood. It’s headed, 
“The Day O’Halloran Fell Asleep on the 
Job.” Copy claims he “was a traffic pa- 
trolman who loved to wave his hands and 
blow his whistle. But, there was just no 
traffic to wave at except for an occasional 
Rolls-Royce (and you know how quiet 
they are). So...” I thought you’d get as 
big a kick as I did out of finding great 
talent in such an unexpected place as real 
estate advertising. Ruth Tarson and Jerry 
Lehrer are the writers, layouts by Otto 
Luther and Robert Cohan, and Monroe 
Greenthal is the agency. 


wider to keep you safe at top pa: speeds! 


“ U.S. ROYAL sow omone ores: 


United States Rubber 


THs IS THE NEW 


~ ty : U.S. ROYAL cow prorme TIRES 


~ INTIRES 


On the following 
pages, see why 


are the safest tires 
you can put on your Car. 


‘This medicine chest 

ts stocked with 

Macy’ s-Otwn brands: 
TOTAL COST 43.46 

Same chest, 

if stacked with 

comparable 

natronal brands 

selling at Macy's: 


TOTAL COST 102.10 


THE DIFFERENCE 56.64 


THERE'S ON EXTRA IN MACYS 


O8F ONAN DEUCE AND COSMETICS AM EXTRA S844 TO PYT BACH MTS TOUR POCKET 


pennneh afbee foe areneeere 


Macy's Own Brands 

If you were a retailer with a line of 
private-label drugs and cosmetics, priced 
to sell at less than national brands, could 
you find a better way to present your 
proposition than in this ad by Macy’s, 
headed, “Simple Arithmetic’? I don’t 
think I have to explain the ad; it does its 
own. What you probably can’t read is the 
comparative price list at lower left, where 
the cost of national brands is compared 
with Macy’s, to arrive at a total saving of 
$58.64. The idea was Macy’s Creative Di- 
rector, Morris Rosenblum, copy by Judy 
Young, and layout by Robert Wilvers. 
This may well be the best ad of the 
month. 
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It could be Don MeNeill’s Breakfast 
Club .. . it could be Eydie Gorme .. . 
it could be Dennis Day .. . it could be 
any ABC Radio Network program or 
package. It could be a renewal sponsor 
(there are 57 of them). It could be a 
sponsor doing his network radio selling 
exclusively on ABC (there are 58 of 
them). All 119 advertisers (30 more 
than last year) . . . are out there selling 
her everything from corn pads to cars. 


ABC Radio Network 
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ABC ADVERTISERS AND PRODUCTS IN 1959 AfL-ciO . ACNECARE . AQUA-IVY « AERO-SHAVE, BLACK FLAG, WIZARD DEODORIZER « 
AMERICAN HOME MAGAZINE » AMERICAN TELEPHONE AND TELEGRAPH - APPIAN WAY PIZZA PIE MIX « APPLE VALLEY BUILDING DEVELOPMENT ASS'N . 
ARCHWAY COOKIES » ASSEMBLIES OF GOD - AYDS, ITALIAN BALM . BABY SWEET & SOOTHENE + BAPTIST BIBLE FELLOWSHIP, INC. « BELTONE HEARING AID 
CO. » BENRUS WATCH + BEN MONT PAPER, INC. » BILLY GRAHAM EVANGELISTIC ASSOCIATION » BROMO-QUININE COLD TABLETS + BRUCE CLEANING WAX « 
BURGESS VIBROCRAFTERS « CADILLAC (DIV. OF GENERAL MOTORS) + CALIFORNIA STATE DEMOCRATIC CENTRAL COMMITTEE - CAMEL AND WINSTON CIGARETTES « 
CAPE CORAL REAL ESTATE « CASITE » CHANGING TIMES MAGAZINE +» CHEF-BOY-AR-DEE » CHICK-CHICK & PRESTO EASTER EGG COLORS + CHOOZ » CLAIROL « 
COLGATE DENTAL CREAM « DAB « DAWN BIBLE STUDENTS ASSOCIATION « DODGE (DIVISION OF CHRYSLER CORP.) » DR. CALDWELL LAXATIVE » DR PEPPER CO.« 
DR. THOMAS WYATT « DRISTAN + EX-LAX » FAB « FOGLER’S COFFEE . FRED STREETER’S PLANT GROWTH TABLETS - GENERAL ASS'N OF DAVIDIAN 7TH DAY 
ADVENTISTS « GENERAL NUTRITION CORP. » GOSPEL BROADCASTING ASSOCIATION » GREY-ROCK « GROSSET & DUNLAP, INC. « GUARDIAN MAINTENANCE 
(DIV. OF GENERAL MOTORS) « HARRISON HOME PRODUCTS « HIGHLAND CHURCH OF CHRIST » HUDSON VITAMIN PRODUCTS « 6-12 INSECT REPELLENT + JELL-O « 
KVP CORP. « KAPP RECORDS « KOOL AID » KRETSCHMER CORP. « LEVOLOR VENETIAN BLIND » LUCKY LAGER BREWING CO. « LYON VAN AND STORAGE » MAGLA 
PRODUCTS + MAXWELL HOUSE COFFEE « MENTHOLATUM CO. « MERIT PLAN INSURANCE CO. . MIDAS MUFFLER CO. - MIRACLOTH & DOTTIE DUSTCLOTH « 
MUSSELMAN APPLE SAUCE - McCALL’S MAGAZINE « McCULLOCH MOTORS CORP. - NR TABLETS » OLDSMOBILE (DIV. OF GENERAL MOTORS) - ORAL ROBERTS 
EVANGELISTIC ASSOCIATION « PABST BREWING CO. « PALL MALL CIGARETTES » PARKER PEN CO. . PEPSI-COLA CO. « PETER PAUL, INC. » PLANTABBS . 
PLYMOUTH (DIV. OF CHRYSLER CORP.) « PONTIAC MOTORS (DIV. OF GENERAL MOTORS) » PURITRON CORP. « QUAKER STATE OIL REFINING CO. OF CALIFORNIA « 
RADIO BIBLE CLASS + RENUZIT HOME PRODUCTS CO. . ROCK OF AGES CORP. - ROYAL GELATIN, CHASE & SANBORN INSTANT COFFEE - SARAN-WRAP . 
SAVINGS & LOAN FOUNDATION « SCAMPERS + SCANDINAVIAN AIRLINES SYSTEM INC. » SCHICK, INC. « SEALY MATTRESS CO. » SHIPSTADS & JOHNSON ICE 
FOLLIES OF 1960 » SIDNEY WALTON’S7 LITTLE BOOKS » SLEEP-EZE » MISTER SOFTEE, INC. » SPRINGFIELD HOME PRODUCTS . SPRUANCE BREAD MIX « 
ST. JOSEPH ALMANAC CALENDAR « STA-FLO, STA-PUF, SYRUP CREAM CORN ~ STANDARD OIL OF INDIANA + STANDARD OIL OF CALIFORNIA » STEVENS 
TV ANTENNA + SUPER M-39 VITAMINS » SWANSDOWN CAKE MIXES - TRIP OF THE MONTH CLUB « U.S. POOL CORP. » UNITED ARTISTS CORP. - UNIVERSAL 
COFFEEMATIC + UNIVERSAL INTERNATIONAL PICTURES + VAN NUYS SAVINGS & LOAN ASSOCIATION + VOICE OF PROPHECY, INC. +» WATCHMAKERS OF 
SWITZERLAND +» WESTERN AIRLINE » WHITE CROSS HOSPITAL PLAN » WHITEHOUSE COMPANY + WORLD VISION, INC. « WALT DISNEY TOYS - ZINO PADS 
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Rose's Lime Juice 

This ad from The New Yorker fits that 
medium pretty well. It is designed to sell 
the Gimlet, which is just fine with Rose’s, 
as theirs is the exclusive ingredient for 
the drink. Frank Fraser’s copy apostro- 
phizes the drink in a sexy sort of way: 
“I knew right away I would like you. 
You’re so simple and uncomplicated. Vod- 
ka, Rose’s Lime Juice and a single island 
of ice. What do they call you? Gimlet? 
Why that’s a perfectly adorable name!” 
Layout by Erwin Wasey, Ruthrauff & Ry- 
an’s Ralph Ammirati. 


French Tourist Office 

The idea of promoting travel to France 
by promising tourists keyhole glimpses of 
historical places of assignation, complete 
with rousing details, is a pretty sound one, 
American tourists being what they are 
and their interest in France being what it 
is. Nobody could do it much better than 
Mary Wells in the color spread of a cha- 
teau, with a bed-by-bed description of 
what went on in the reign of Henri II. 
The layout is by Doyle, Dane, Bern- 
bach’s William Taubin, and it makes, in 
total, an ad that’s mighty hard to pass by. 


Canadian Club Whisky 

This brand is doing an excellent job of 
playing up the fact that Canadian Club has 
had some 65 imitators, each of whom has 
either been driven or legislated out of 
business. It’s more sincere tribute to the 
product than anything the brand can say 
for itself. As such, this makes highly ef- 
fective advertising. The “out-in-the-cold” 
gag may get in the way of delivering the 
message with utmost clarity; but the net 
effect is impressive and readable. Inter- 


rat in the cold: some of the G5 old fraucs 
. ‘ . od 
that tried te imitate Canadian Club 
« 
Canadian Club 


esting layout by Folke Lidbeck of C. J. 
LaRoche. 


Headliners 

Quite a few this month. Two left over 
from the Christmas holidays: For Medag? 
lio d’Oro Coffee, “The Drink that Mixes 
Best With Gasoline,” by MacManus, John 
& Adams’ Mark Lawrence. For Sonotone 
Hearing Aids, Doherty, Clifford, Steers & 
Shenfield’s Gail Raphael wrote, “Help 
take the silence out of ‘Silent Night’.” Art 
Mayer of Hicks and Griest is responsible 
for a Dixie Cups headline: “At last! A 
paper cup that doesn’t spoil the taste of 


Love...the courtesan or the Queen? 


Catto A Drsoe and ook pe ‘ . the walls. & And em amy lovely 
we that ted 3 and change Light amt Sound Spence be 
ny tae, hedvedy 


Dixie Mira-Glaze Cups 


good coffee.” And there was a real good 
one from Curt LeWald of William M. 
Spire’s for Port Charlotte in Florida: 
“How can you afford to stay up North... 
when it costs so little to live in the sun?” 


Tae ei ee a apa ee Be 
Mpa etre gee 


Advertising Age, March 14, 1960 


What's Doing on the Legal Front... 


The Battle of the Hair Creams 


By Sidney A. Diamond 
Member of the New York Bar 


Occasionally, a judicial opinion contains 
a surprising amount of information about 
marketing problems and how they are 
solved. Trademark infringement cases are 
the best source for this kind of material, 
and a good current 
example is the liti- 
gation between 
“Brylcreem” and 
“Valcream.” 

“Brylcreem,” a 
product of Harold F. 
Ritchie Inc., is a 
cream-style men’s 
hair dressing pack- 
aged in tubes, It has 
been on the market 
for many years, al- 
though sales only 
reached substantial proportions compara- 
tively recently. The figures revealed in 
the opinion are $854,000 for 1953 and $6,- 
000,000 plus for 1959. 


Sidney A. Diamond 


= Chesebrough-Pond’s has produced a 
“Vaseline” hair tonic for a long time. It 
also has had a “Vaseline” cream hair 
tonic on the market in bottles since 1947. 

In 1955, Chesebrough-Pond’s decided to 
introduce a cream-style hair dressing in 
tubes. The determination to do so was 
prompted by a study of the growth of this 
market, and, particularly of “Brylcreem,” 
the acknowledged leader in its field since 
1953. Evidence introduced at the trial 
showed that Chesebrough-Pond’s had 
scrutinized all phases of the “Brylcreem” 
product and its promotion, and had run 
“blind tests” of its new tube product 
against “Brylcreem,” before reaching a 
definite conclusion to go ahead. 

Then came the question of a brand 
name. Chesebrough-Pond’s rejected the 
idea of using “Vaseline” because it pre- 
ferred to create a separate product iden- 
tification for the new item rather than 
risk confusion with its own cream-style 
dressing sold in bottles. The problem was 
turned over to the advertising agency on 
the account (not named in the opinion), 
which came up with a list of approxi- 
mately 250 names. One sub-heading on 
this list was “the ‘Brylcreem’ type” and 
from this group of twenty names Chese- 
brough-Pond’s selected “Valcreem,” which 
it modified to appear as “Valcream.” 

That name appeared to be clear after 
an independent trademark search, and 
Chesebrough-Pond’s introduced “Val- 
cream” in eight test markets commencing 
in August, 1956. It was placed on sale 
nationally in April of 1957. 


= The color scheme of the “Valcream” 
tube was somewhat similar to the one 
used for “Brylcreem”; both tubes had red 
“fez” caps during one period of time; the 
tube orifice for both products was size 20; 
and the sizes and list prices were identi- 
cal (13% oz. tubes selling for 39 cents and 
4 oz. tubes for 59 cents). Although some 
competitive products were on the market, 
none of them had a 1% oz. size, a 39-cent 
price or a size 20 orifice. 

These and other details were brought 
out at the trial in an effort to show con- 
scious imitation by Chesebrough-Pond’s. 
The judge, however, concluded that the 
resemblances between the tubes and car- 
tons were not likely to produce any con- 
fusion, and that the other “alleged evi- 
dence of conscious imitation is nothing 
more than advertising jargon and the use 
of practices which are common in the 
business world in general, and in this 
highly competitive field in particular.” 


= There also was some evidence of actual 
confusion among consumers. Most of this 
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grew out of a television promotion on the 
West Coast in which Gil Hodges offered 
to purchasers of the 59-cent size of “Val- 
cream” a personally signed refund check 
if they mailed the empty carton to a Post 
Office box number in New York. Several 
“Brylcreem” cartons were received in 
response to the Gil Hodges campaign; 
some turned up in the “Valcream” Post 
Office box, while others were sent direct- 
ly to the “Brylcreem” manufacturer. 

The basic legal issue in a trademark 
infringement case, as this column has 
mentioned before, is the likelihood of con- 
sumer confusion resulting from the use of 
the challenged mark. The judge in the 
“Valcream” case made a pertinent obser- 
vation that seems a little startling at first 
glance, but is entirely logical when you 
realize the basis for it. Actual confusion 
does not necessarily prove that confusion 
is likely. 

As the judge said, the evidence of the 
mix-ups resulting from Gil Hodges 
offer really shows only “the usual care- 
lessness and inattention of the purchasing 
public. Any confusion which may have 
arisen,” he went on, “was not attributa- 
ble to any action of the defendant (Chese- 
brough-Pond’s) but rather to the lack of 
reasonable concentration on the part of 
the potential consumers.” 


= Whether or not confusion is likely con- 
stitutes a legal question that is up to the 
judge to determine. He will consider evi- 
dence of actual confusion as having a 
bearing on this question, but the basic 
standard is whether “an appreciable 
number of ordinarily prudent purchasers 
will be confused.” As another judge put it 
in a different case, “The test is the like- 
lihood of confusion, not the number of 
specific instances of customer mistakes 
which can be piled up.” 

Finally, we come to a specific compari- 
son of the two brand names themselves. 
The syllable “cream,” whether or not 
misspelled, is descriptive as applied to a 
cream-style hair dressing and cannot be 
appropriated by any manufacturer as his 
exclusive property. The first syllables 
“Val” and “Bryl” are fanciful and have 
sufficient individuality to be readily dif- 
ferentiated. Nevertheless, the presence of 
“cream” in each trademark creates a def- 
inite resemblance when they both are 


ART & COPY 


| 


WILE CopvicTt ME... 


NO JURY IN THE 


f el 
‘oi = ° eS 
| . a : Ser Rig ma my \) es mee eee no seer meee armel 
+ ae = ; — 
} : res. . “e 
; 1 
fk P i 
t Y D if 
‘ "BD ; Ney. 
2. gb 
é *: ' aie 
: en eg a ‘ 
y you. abe ii eo AS 
ss — P al Reggie i i Be i" 
sia aa ‘a iis rat : 
ea Ps a. Seaeesae } . ‘ 
Ray 2 uncompli ; pea Z fee <<. 
My mae ee ae 4 % wig, ©. 
i - wo Racial : i PAP 4% * 
ae ie a EE eS “ 
b r P : aS eee 
nm a Ske eres - x 
( ot) aa . ” — | , 
eae ps” Sem ca, Ng on : 
2 Nee : ee | wae, © 
bal Bee <3 ae : a 
ee ey eee . 
s AER od hee , 
esky ee aD aly a 
eae ets cok: bist 
Pest: Gt ey ee 
alee : i in ‘ oom den inlatetann 
fame) : > 
‘ a vo = ai ei 
ia. 
fe Pe 
et cea 
det 
Se 
Nhe, : 
Ba boas 
fee 
2 Sta: 
ae ¢ e 
eens ; 
5 ie z 4 me = ‘i . ; noes 
s ~ ‘. eat) toe s 
1a Ae i AN a a bicitcs suarea eat EA ae Aa fe GIES aaa” Agee oe 
is e ee aici tk a ae eae aR aa ee ara Ha 2. eae 
i. . ae etre) ie ey bz oe : 
ei arr aes, x 2" ae ie Pe 2 See = 
ee ¢, vot aI ise a 4 - : ie : 2 ae 
are an.” ae a ; i Sue ce csenn ey eat 
i cm i a a wee ; aati Sate Or eat 
in, heitile ga ee Pe : . eS aaa + 
baal. ee ieorcae a8 — ' i. — a 
os > ma " Ps ee ait : ’ te pies 
tai Seale ee 4 ee Sacks es > et Be : : TS iit ie eae 
a eee ss fe PE? icy i a ‘ % & = hg aS dea me 
xe a Ce: A BAS a " ey. = 
Sane Mebe P onl ek CAM - ha ae prem 3. Seas ta ee eS aS ae Oe f 
fo. thal eer 3 ik Seer re; tree 8 Sete , neta ee “AS es et 
fe ae eae a SE, "ee Ee Se i ae ee er ee Nie et 
ee ee pees vee 5 ee Be es diaaliad 88 eee hn Gil traall st 
‘ ; , Bian Cty eae a is hs ee ee] fit ' 
ay on 2 ie ae < —_ ‘ : 
ae Bia he i 
ee Which woman deserved this Caste of is 
i Ps n ris has one * ‘ . sed vhs y semenes aight yoru van cee. z 
ere : : Z ou * “ “ ; Po “Parat ty elon’ 
bvsipi ‘ele ° oe dr Peat od “ Toor aier nan fo, W canlerty, Uhete are tam 
ad Siena » befieen 9 p Dia whe om eek tae os ave Ueaei’s tavinh . cies tell. jet | 
we a “ . wer m2 = : mgtaved ' Tor: heaterne te aus ‘ Cotton 5 few bneey from Paris. Fes the aie > 
~ o : Wi). Bat sah tos, Wath wus ded Clendll Veo con sll we the pay aquammeincl ranean gap eps. Subitiacall die dite Qube GF emene 
1 = enotrtana Meee eaeneniy 24 Wann tS Lea yan een he Ol epee nana 
ng ee . i —_ ra 
ay a = : 
2 Ne ~~ \ ee , * 
ee he ‘ ‘ 
as ee ES, : 
a P y } 
> a 2 ul x} 
Sh, pide 4 P 
_— ; wy reste ee 
re hat ; * , y: i . a 
: , ; le +> : ‘ a 
Be: ’ ve ea “ 
(ieee ; 4 he a ] | 
bmi eas Set fa Brailes i. ’ ' 
aarti , Resse (erie ! 
i ey . iat 2 
es as i . , 
_ : : Grane a, iy 3 * 4 
. } } oy es rs ae “e : 
; SE, ce eee ea 
RO cE a OA Ne le res aa 
i ‘ SJ on Ste ae Reames ee Gay 
~ = hil Ot = > <a ae! a8 ee 
At last! A paper cup that d .) t spoil the taste of geod coffee! i | O| 
i * j 
CC ee i os 
ars ° 
\ 
: | a. / er | . 
: pos ay. 
; Byer + \ 4 
eee 4 
Mies 
1 eh ie, 
Fo & 
es a 
7 . ite, 
; ‘ 7 ; « e, oh ‘ =, ie 3 
a A ; ; a a ee I 6c 8 i a la ie Sor A SM ac 
‘ hie 4 oo aaa Nr se a iO gl on ah AS 3 * Ra eins ag ee sin i 7 -_ ; ae. ae) Raat Uae nme ifs ey ik nile aa ae 4 ae aes. te sae ieee 
ae f > Syl roa eo) EOS Sac ae 4 So cats 4 ag ae i gpl nal Ze eae Wi eed te a= pe 
~ SOE Tater ree ae ON ee a eee nadie Beoke : 2 Sea a RI oe oe 
ees "eee ey dee yee core ard SE TOS | as, seer Gh Ea 
ee, Opin s ee Vel c= . Ly Ey: ecw ay RE 
eet 5 Oe a Be pee si Rata ee 
Epa pt seh tae bt eae tay faa ge pL ove Siege meet 
on Reg ee aes pene’ et et akecierrtegdl ee rol eal” Hee hint nee ice sec *¥ aa Wiel oc eh Sea ane 
Sere i” SeliBabeaaagesys a oe em ena eee a Mn es Th eet a ia Fs ot Ne ee ee IER te lg eee Re 


A man ‘eho ahi run a manufacturing plant hungers — 
for ideas on how to run it better. He eagerly searches — 
out how the newest and the best plants are doing it. 

He finds out how the ten very best are doing it in 
the May issue of FACTORY. 


ft 


Again this year, as in 25 preceding years, the men — 
who manage plant operations ( ver 70,000 of them) 
will have FACTORY’s May “‘Tép Plants of the Year’’ - 
issue as their ‘bible” for plant oo ideas. . 
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compared in their entireties. 

What is the correct test of confusing 
similarity in a situation like this? Each 
trademark must be considered as a whole. 
But if a part of the mark is descriptive, 
it will be given less weight than the arbi- 
trary portion in deciding whether or not 
confusion is likely. Applying these stand- 
ards, the judge came to the conclusion 
that “Valcream” is not an infringement of 
“Brylcreem.” 

There have been an unusual number of 


The Peeled Eye Department... 


"I'd try to get it on Joe’s page...” 


Media men know Joe Kaselow's daily ad news column is 
just one of many reusons why the TRIB attradts men 
i the top spot for reaching de- 
in management and agencies. Another 


jew York Herald Tribune's open rate of 
$1.67 a line (lower on contracts) maker an effective 
pitch ccomenmcal 


reversals on appeal in trademark cases 
recently, and it is possible that the battle 
of the hair creams will end eventually in 
a different result. Even when legal prin- 
ciples are well established, applying them 
to particular sets of facts can be a diffi- 
cult task, and judges, as well as lawyers, 
may disagree. Regardless of possible ap- 
peals to higher courts, the particular in- 
terest of this decision is the light it sheds 
on the product development and brand 
name problems of “Valcream.” # 


“Your South Coroting plant gives the biggest net profit?” 


“By far. For one thing right from the start South Carolinians 
owt produced srasened workers in our other pleats And the savings 
on tases. # ater, power and (ranspertation all helped the profit 
pictures. | wish alt my plants were in South Caroling... pow.” 


Investigate South Carolina Write ar call Walter Harper, Director, 


State Devotopment Board, POpine 56-2012, Dept. NY-119, Rox 927, 
Columbia S.C. for free booklet, “South Carolina on the March,” 


What Goes on In those Silent, 
Big Wheel Conversations? 


By Dick Neff 


What are the models saying? 

We often wonder who those models are 
who do the talking in those Big Wheel 
conversation ads that are so fashionable 
nowadays. We wonder, too, what they’re 
really saying. 

Take the News- 
week ad you_ see 
here. Now if print 
ads had to play un- 
der television rules 
there’d have to be a 
big caption some- 
where reading: A 
DRAMATIZA- 
TION. 

Maybe we'd have 
a credit or two, too 
—‘Cigaret holder 

: and clock by Tif- 
fany ... Furniture by W. J. Sloane... 
Men’s suits by Brooks Brothers. . .” 

Then, to be really on the up and up, in 
view of all this FTC business, maybe the 
Herald Tribune should demand that 
Newsweek print what the man on the 
right is really saying. 

For example: “A little closer, honey, 
the photographers can’t see a thing.” Or 
—“What happened to that other gallon 
of Manischewitz Wine?” Or—‘“Try one of 
these King-size reefers, man—they’re 
wild!” Or maybe just plain “Zzzzzzzzzz.” 

Give us a hand—what do you think the 
jokers in these ads are saying? 


Dick Neff 


Good morning? 

According to an announcer on radio 
station WPAT in New York, there’s a 
new greeting going around in Washington 
these days: “What's poisonous this morn- 
ing?” : 


ia alg a ase 


ey rate Late oo 
See ered 


‘ Of course Im sure. 
Tread it 
in Newsweek 


One Solitary Ad 

Last December, in a serious moment, 
we brought our readers a message by 
Pinelawn Memorial Park—it seems inap- 
propriate to call it an advertisement—en- 
titled “One Solitary Life.” The “life” re- 
ferred to was that of Jesus Christ. 

Mr. Alfred Locke of Pinelawn wrote us 
as follows in a letter on December 18th, 
four days after the message was re- 
printed: 

“You are at present getting us snowed 


LT Nhe Yo cae iy eg 
EO, me dee 


under with requests for copies from ad- 
vertising agencies all over the country. 
...“I must say that your article has 
scared me a little bit because we, for ex- 
ample, have gotten a letter from the—— 
Brewing Company for copies. It certainly 
has occurred to me, and maybe it has oc- 
curred to you, that this may turn up on 
fancy whisky Christmas cartons, plastic 
give-away rain hats, and the like, as ad- 
vertising. With this in mind, I was won- 
dering if you could dedicate a paragraph 
in a subsequent issue asking your fellow 
advertising men to exercise discretion in 
the use of the message and not destroy it 
by thoughtlessness.” 

We’re happy to do this for him, and 
we’re sorry we’re so slow getting around 
to it, especially since he was kind enough 
to make the following remarks: 

“I am startled by the number of re- 
quests ...I am also very much surprised 
by the number of people who have en- 
closed dollar bills, plenty of postage 
stamps, etc. You must have a very high 
quality readership...” 

All in all, about 200 people wrote in 
requesting reprints, including a _ press 
agent in Hialeah. 

We hope it affected him as profoundly 
as it affected us and many of our corre- 
spondents, judging by the letters which 
Mr. Locke was good ‘enough to send along 
for us to see. 

Just goes to show there’s a little bit of 
good in everybody, even readers of the 
Peeled Eye. 


Strolling through the want ads 

Here’s a classified that ran early this 
year in the Milwaukee Journal: 

WILL OTHER persons who saw a 


Salesense in Advertising ... 


~ 


Advertising Age, March 14, 1960 


black bear blowing a horn in a car in 

a parking lot on E. Capitol Dr. about 

2:30 a.m. New Year’s Eve, please con- 

tact L. V. Barnes at BR 6-4857. 

Says J. A. Bartels, assistant sales man- 
ager of Bruner Corporation, Milwaukee, 
who sent it along: : 

“It is not a gag—it seems that this poor 
fellow saw, really saw, a bear in a car 
parked near a cocktail lounge on New 
Year’s Eve. When relating the tale to 
other individuals, he was, of course, not 
believed and had to set out to determine 
whether or not these ‘hallucinations’ 
would return. It turns out today that this 
bear had been picked up by two individ- 
uals who were traveling to a nearby 
community. They purchased the animal 
from the Milwaukee Humane Society, 
and it seems the bear loves to ride in 
automobiles and beep the horn.” 

Oh, well. As one of the elevator men 
that serves the advertising agency where 
we work said on the Monday morning 
after New Year’s, “It’s a bad day today 
all over the world.” 


Maybe they should tell the Queen? 

A reader in London writes that “One 
of our clients, Johnson & Johnson... 
sent us a Job Production Order reading as 
follows: 

“ “Copy and Artwork required for Baby 
Powder Presentation Casket, intended for 
presentation to the Royal Family on the 
birth of the new Royal infant. We have 
scheduled the baby’s birth for 28th Feb- 
ruary.’” 

Nice of J & J to arrange things so ef- 
ficiently. As it turned out, however, the 
baby was born Feb. 19. We hope every- 
thing was ready on time. + 


What a Silly Ad 


By James D. Woolf 
Creative Consultant 


Brand Names Foundation advertising, 
as I understand it, promotes a serious and 
important concept—namely, “A Brand 
Name is a maker’s reputation.” 

It is a concept not to be taken lightly, 
a concept worthy of 
the reader’s intelli- 
gent and thoughtful 
consideration. 

It is also a concept 
that upholds nation- 
al magazine adver- 
tising. “Magazine 
advertising,” we are 
told, “helps you get 
the most value for 
your money.” 


v2 
James D. Woolf 
= Getting the most 
value for your money, in these days of 
mounting prices, is no laughing matter, 
and for this reason I think the Brand 
Names half-page shown here is not suit- 
able for so serious a subject. I can think 
of only one possible reason for such inane 
and frivolous treatment. 
That reason is the sadly mistaken idea 
that people will not pay attention to 
sensible, serious advertising. 


= Today, more perhaps than ever before, 
advertising needs the respect of the 
American people. I fail to see how this 
silly ad, with its meaningless, crudely 
drawn cartoons, can possibly enhance 
the dignity and stature of advertising. 
Brand Names Foundation has a fine 


bow af the oanufacturer stends behind your 


edveriving helps you get the most value for 
makers 


Magerine 
your money Choose s Name you know. 


BRAND 
NAMES 


SATISFACTION 


tac ew YORE ue sy. 


story to tell. The subject is rich in pos- 
sibilities. But this ad, in my opinion, 
misses the boat by a country mile. 

Let me repeat: Never has there been 
a more needful time to eschew silly ad- 
vertising. + 


* * 


Mr. Woolf’s articles are available in a handsomely-bound 383-page book for per- 
manent reference. Price $5.95. Write Advertising Publications, 200 E. Illinois St., 
Chicago 11, IU., for “Salesense in Advertising,” available on five days’ approval. 
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The varied interests of Americans are shown... in 
periodical review... at every magazine stand. The man 
with an eye for a pretty girl, a handsome new car or 
motor boat, the newest thing in clothes, the latest 
developments in science, art, sports, or politics... can 
keep up with the passing show of American life through 
his favorite magazines. American magazines blanket 
the interests of masculine America... and pinpoint 
them. The magazine advertiser can command 
the attention of all literate Americans... or any special 
audience. He can make his appeal in brilliant color 
against a background of editorial color. Magazines are 
* s a basic media for national advertising because they 
qd YN) eC l | C qd | 4 (| t t reflect the interests of America in print. 
D We know what magazines can do for American advertisers because, 
for more than a quarter century, we have worked with leading 
advertisers and agencies from coast to coast to set new standards 
of photoengraving reproduction for magazine advertising. 
Many history-making color advertisements have passed through 
our shop including the first multi-page insertions. This series of 
advertisements, developed in collaboration with artists and 
photographers who illustrate the editorial and advertising pages of 


magazines, is an appropriate way of expressing our faith in the 
social and economic values of America’s national magazines. 


i) 
i 


COLLINS, MILLER & HUTCHINGS, INC. 


America's finest photoengraving plant 
\Ilustrator: Ted Rand, free-lance illustrator 
painter, teacher, and artist-correspondent 
who works out of Seattle, Washington. 333 West Lake Street, Chicago 


for letterpress and gravure 
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Creative 
Director 


as tissue, 


AD-VERSE REACTIONS 


“with charity toward none” 
By Draper Daniels 


The creative director, as you might expect, 

Is a man who can neither create nor direct. 

A nimble neurosis, surrounded by meetings, 

When the lambs come to slaughter he heeds 
not their bleatings. 

With a double-edged tongue and nerves thin 


He faces each problem by dodging the issue. 


Agencies Ask Us... 


Discovering Those ‘Lines 
of Least Resistance’ 


By Kenneth Groesbeck 


One of my New York friends, referring 
to one of the six essentials of the selling 
idea which I listed in my Feb. 15 piece, 
asks me to define further what I mean by, 
“attuned to the consumer’s predilections.” 
He knows about 


what I mean, he 
says, but how im- 
portant is this at- 


tunement in adver- 
tising and in selling 
in general? And 
how does one go 
about securing it? 

The idea, of 
course, has long 
been familiar even 
to most elementary 
psychology. It has 
usually been called “procedure along lines 
of least resistance” to the mind addressed. 
A still more familiar expression of the 
idea is when we say something is “sure 
fire.” And a final version is when we say, 
“You can’t go wrong if you stick to dogs 
and babies.” 


Kenneth Groesbeck 


® While all advertising people are 
thoroughly aware of this principle, they 
frequently overlook it in producing ad- 
vertising or planning selling strategies. 
This is surprising. You would think, 
would you not, that skilled promotional 
minds would instinctively take the easiest 
way to accomplish their ends, and that 
this way must surely be the one to which 
the victim objects least? 

Actually, too many of us give no 
thought whatever to the preconceived 
ideas of the people we are addressing, to 
the state of their minds, to whether they 
are receptive or hostile. We do all our 
thinking on evolving what seems to us to 
be the strongest or most interesting or 
most unusual presentation of our case. In 
other words, we talk to ourselves. If our 
audience is the same breed of cats as we 
are, we may hit the right slant. If, how- 
ever, as is much more likely, our audience 
is different from us, we might as well ad- 
dress them in a foreign language. 


es We need much greater knowledge of 
the battleground on which we plan to 
fight, where the enemy’s troops are 
massed, and in what force. This is ele- 
mentary to any military strategist. And 
there are many similarities between sell- 
ing and fighting a battle. The person we 
are addressing is our enemy only, of 
course, in the sense that he is hostile to 
us in that he doesn’t want to be bothered 
with what we want to tell him. This is the 


usual situation we encounter in any form 
of selling, indeed in any form of commu- 
nication. 

The first thing to do in planning any 
advertising campaign is to create an ex- 
act image of the mind we plan to talk to. 
Before we shoot, we must see our target. 


# This human being we hope to interest 
and convince is, so far as we are con- 
cerned, a mind only. What is this mind 
like? What is its background? What are 
its capacities? Its weaknesses? Its prej- 
udices? Its knowledge? How intelligent is 
it? And finally, to what favorable or un- 
favorable influences has it already been 
subjected, on the subject we are pursu- 
ing? Is it, so far as our case is concerned, 
virgin territory? Or is it already precon- 
ditioned, for or against us? 

This is a complicated and difficult field 
of research. Any human mind may be- 
long to one of a thousand different de- 
grees of ability, it may be comparatively 
full or quite tragically empty. It is the 
product of heredity modified by environ- 
ment and experience. Upon its basic char- 
acter are constantly being impinged hap- 
penings and sensations which change it 
constantly. It is in a state of flux, fluid, 
moving, changing. Most significant of all 
to us, it works not only influenced by 
reason, but also by emotions. 


s All of this sounds discouraging. How in 
the world are we to produce an accurate 
picture of this changeling, this many fac- 
eted jewel, this harlequin, this bundle of 
strengths and weaknesses, this often il- 
logical, emotion swept organism, the hu- 
man mind? 

Before you answer me in the negative, 
and say it can’t be done, reflect upon the 
profound truth that you will succeed in 
your endeavors almost exactly in propor- 
tion to your knowledge of the mind you 
address. Think how often we say, of a 
successful salesman, politician, writer, 
“He knows human nature.” 

Some people have this ability by in- 
stinct, as it were. They just seem to un- 
derstand what makes the human being 
tick. Most of us, however, have to acquire 
this knowledge by hard work and inten- 
sive study. 


s To understand people, I think we need 
to be interested in them, be in sympathy 
with them, regard them as important. The 
better we like them, the more chance we 
have to understand them. So many of us 
are ourselves blinded by our own prej- 
udices, handicapped by disagreeable ex- 
periences we may have endured, so that 
we fail to see other people clearly. We 


need to know ourselves as well as oth- 
ers! 

Once we have reached the point where 
we understand human nature, we are 
greatly helped by the fact that certain 
basic principles seem to hold true of the 
vast majority of people. Once I call this 
fact to your attention, and I am sure you 
agree with me, I need not labor the point. 
Superimpose upon these accepted general 
principles the specific characteristics 
which mark the particular minds we are 
addressing, and we have a fairly accurate 
picture of our audience. 


On the Merchandising Front... 


Marketing 


Advertising Age, March 14, 1960 


Now take the details of the story we 
wish to tell, and shape them to the easiest 
and readiest acceptance by the minds we 
are addressing, and chances are we have 
an effective and economical selling and 
advertising strategy. 

Long before you come to the question 
“What shall I say?” answer this one: “To 
whom am I talking?” That’s just the col- 
loquial {and therefore far more effective) 
form of “attuned to the consumer’s pre- 
dilections.” I suspect my New York 
friend wanted me to talk plainer English. 
He could be right. + 


Needs the 


Professional Mathematician 


By E. B. Weiss 


The world of marketing is in great need 
of two statistical programs: 

1. Better government statistics (most 
government statistics employed in mar- 
keting are woefully inaccurate). 

2. Top mathemat- 
ical talent to inter- 
pret statistics. 

Marketing will 
get better statistics 
from government 
only if and when 
marketing unites in 
a determined effort 
to prod Washington 
to clean up the sta- 
tistical mess that 
exists in most of 
the federal agencies 
which compile statistics used by the busi- 
ness community. 

But marketing’s use of stavustics is 
more directly under the control of the 
world of marketing. Unfortunately, there 
is every reason to conclude that market- 
ing tends too often (not always, of 
course) to employ kindergarten mathe- 
matical talent in making statistical 
analyses. 

Consequently, even if marketing suc- 
ceeds in getting ... -roved statistics from 
government, the end result will not be 
appreciably more trustworthy as market- 
ing guides unless and until competent 
mathematicians are added to the market- 
ing team. (Even electronic calculators 
will not solve this problem; trained and 
keen mathematical brains are essential 
both in feeding statistics into the elec- 
tronic data processors and in intelligently 
appraising the conclusions of the elec- 
tronic brains.) 


E. B. Weiss 


# Surely it is obvious that marketing, in 
all of its functions, is turning increasingly 
to statistical analysis. But too often, the 
statistics are assembled (from govern- 
ment sources) and interpreted by individ- 
uals who know too little about the 


‘ 


inaccuracies in government statistics and 
who know even less about the science of 
mathematics. The statistical hodge-podge 
that ensues in the form of statistical 
marketing analyses is then presented in 
turn to executives for decision whos 
knowledge of the unreliability of gover 
ment statistics and of the science of 
mathematics is of an even lower order. 
(This is not completely true, of course, of 
some of our giant corporations, although 
even here the role of the mathematiciar 
in marketing is limited.) 

It is both an odd—and an unfortunate 
—situation. It is odd because in most of 
its other functions where professional or 
highly-talented technicians are required, 
industry seeks out the professional sci- {J 
entist and the professional technician. 
This is true not only in the laboratory, 
not only in the engineering and chemical 
functions, but in certain other functions 
as well. 

But in that broad realm now covered 
by marketing, industry tends to rely for 
statistical analysis on individuals whose 
mathematical knowledge can too seldon, 
be classified as of a high profession. 
order. 


es It used to be said that everyone, 
including the shoemaker, fondly imagined 
that some day he would write the great 
American novel. In other words, few 
people seem to doubt their writing ability. 
Similarly, too few in marketing have any 
doubt about their ability to work with 
figures. 

I understand there is only one true 
science—mathematics. Yet in all the 
other arts and disciplines there are few 
lay people bold enough to practice—with 
the possible exception of the _ social 
sciences—where so many with just 2 
year or two of training function as 
psychologists (in itself a most undis- 
ciplined discipline). But in mathematic 
marketing lay people by the thousar 
play with the one great science wit. 
total abandon. 


WITH CHARITY TOWARDS NONE 


“a writer of little manuals 
addresses Draper Daniels” 


By Dave Snazell 


Oh, Schvengali of Gibraltar’s Rock 
—Advertising priest without the frock— 
I’ve scanned those quips you write in verse, 
And pardon if I’m rather terse, 

But when you phrase those words in rhyme 
Which Burnett client pays your time? 
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To give your quality 
product the leadership 
image ... to make it 
stand out as foremost 
in its field...must be a 
major goal of your en- 
tire promotion. Andthe 
first step is the pack- 
age. To the consumer’s 
eye scanning the shelf 
this is the product. 
Pictured here on Rey- 
nolds Aluminum Foil is 
one family of examp- 
les selected from the 
long roster of brilliant 
successes in Reynolds 
Wrap Aluminum Pack- 
aging. Does your prod- 
uct have a place on this 
distinguished list? 


Reynolds rnp] 


SEAL HELPS SELL! 
Proclaim the fact that your 
product has the quality pro- 
tection of Aluminum Foil... 
it pays! Tell the story on 
your package, too... with the 
Reynolds Wrap Aluminum 
Packaging Seal. Used on 
more and more products, 
known to more and more 
x shoppers ... surveys prove 
ie this Seal helps sell! 
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Look to the Leader in Foil Packaging 
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REYNOLDS 
ALUMINUM 


PACKAGING 
LEADERSHIP 


As a leader among packaging 
materials, aluminum foil has 
two kinds of advantages... 
protection and display. And 
Reynolds has gone farthest in 
developing both. Reynolds has 
pioneered in combinations of 
aluminum foil to meet special 
protective requirements...and 
also in new enhancements of 
foil’s inherent beauty—such as 
registered-embossing. Produc- 
tion facilities are unequalled... 
including gravure presses re- 
producing in up to 8 colors. 
Whatever your needs — over- 
wraps, liners, pouches, enve- 
lopes, containers, folding car- 
tons, labels—call the nearest 
Reynolds sales office.Orwrite to 
Reynolds Metals Company, 
Richmond 18, Virginia. 


See these Reynolds shows on ABC-TV 
network: ‘‘BOURBON STREET BEAT" and 
James Michener'’s ‘ADVENTURES IN 
PARADISE"’ Monday nights. 
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Advertising Age, March 14, 1960 


I am not saying that those who work 
with statistics in marketing are all totally 
untrained in mathematics. But I do con- 
tend that too many in marketing are 
involved in statistics in a professional 
way although they have little mathe- 
matical training. 

If our government statistics were ac- 
curate, this would still be bad. But with 
our government statistics in such a mess, 
confusion is being worse confounded. 

When I urge that marketing employ 
more “mathematicians,” I use the term 
loosely. I rather doubt that marketing 
would have use for the great mathemati- 
cians at Princeton’s Institute for Ad- 
vanced Study and, I hasten to add, vice 
versa! But I view with increasing 
foreboding marketing’s mounting reliance 
on poorly-compiled statistics and poorly- 
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trained statistical analysts. More math- 
ematical specialists of various types are 
needed by marketing. 

I confess I am doubly concerned about 
this situation because I lean toward 
disciplined intuition rather than toward 
slavish acceptance of statistical analysis 
in most marketing decisions. Therefore, 
it bothers me to see marketing turn 
away from intuition and lean so heavily 
on what is presumably sound statistical 
analysis. But even granting this personal 
bias, I earnestly believe that marketing 
would do well to upgrade its statistical 
house. This would involve both the statis- 
tics and those who work with them. (This 
might be a subject for discussion by the 
American Marketing Assn., which tends 
strongly toward the statistical approach 
in its programs.) + 


Hopes Rise for Industrial Harmony 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

Don’t look now, but an educational ob- 
ject lesson of comforting proportions 
appears to be emerging from the recent 
labor-management hassles. The an- 
nouncement of the steel strike settlement, 
arranged under the sponsorship of Messrs. 
Nixon and Mitchell, carried with it some 
inferences about responsibility on both 
sides that can’t go unheeded. The prin- 
cipal inference: Get your houses in or- 
der, or the public will do it for you. 

Although there was a certain amount 
of chortling over the settlement among 
union members who concluded that the 
triumph was theirs, the cheering section 
soon subsided. It was apparent that no- 
body won this round. 

It appears that union leadership itself 
is more concerned about the loss than 
management. There are indications in un- 
ion circles that the leadership is alarmed 
about the rising anti-union sentiment 
that has started to appear in firm form. 
The publication of the powerful Oil Work- 
ers union recently remarked, “Public 
opinion has taken a seriously anti-labor 
turn in the past year or two.” The news- 
letter Industrial Relations News, in a spe- 
cial report issued last month, quoted 
Walter Reuther as saying, “We are going 
backwards. We represent in organiza- 
tions a smaller percentage of the work 
force of .America than we did ten years 
ago.” The newsletter points out that at- 
tempts by the unions to make up for 
this shrinkage, by bringing white collar 
workers into the fold, have generally 
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failed. During the controversy over the 
Landrum-Griffin bill, Rep. Joseph Karth 
(D., Minn.) reports that he received 
more than 3,000 letters from St. Paul con- 
stituents. At least 2,500 of these were 
genuine, spontaneous letters, it was 
noted, but only 250 took a_ pro-labor 
stand. The remainder demanded that he 
vote against labor. 

Although “last offers” in the recent 
steel strike were largely rejected by un- 
ion members—this is almost traditional 
in NLRB elections—there was one jolt- 
ing reversal. It wasn’t a triumph for man- 
agement, but it came too close for union 
comfort: Pittsburgh Steel union members 
polled sentiment on “last offer’ accept- 
ance, and a disturbingly high 34% voted 
to accept. 

All this suggests some hope for indus- 
trial harmony—a sort of harmony-by- 
compulsion, but still harmony. Negotia- 
tions in several key industries are due 
within the next few months. The unions 
involved want to arrange good deals for 
their memberships also, but the leaders 
are reluctant to march their members 
into weeks of idleness. Leaders recognize 
too, that this is an election year, a bad 
year indeed ir. which to inflame the pub- 
lic further oy the annoyances of long 
strikes. Candidates for public office may 
wonder whether labor approval this fall 
constitutes a shoo-in, or whether it’s a 
quick kiss of death. 

This is a period of speculation in labor- 
management relations. Only one fact is 
crystal-clear: never did management find 
itself with such a magnificent opportun- 
ity to establish friendly, close relations 
with employes. + 


A Gimmick in ‘Die Cutting 


By Kenneth B. Butler 


Every once in a while the morning 
mail contains a mailing piece which ex- 
cites the imagination not so much be- 
cause of the product advertised as be- 
cause of the way in which it is presented. 

Among such items received in recent 
months was the smart flyer issued to 


promote the Point-of-Purchase Advertis-' 


ing Institute’s 12th annual symposium 
and exhibit. ¢ 


= The main portion of this arresting fly- 
er was a single 6”x9” sheet folded into 
a 3”x9” four-pager, printed in two colors. 
The basic information concerning the 
two events was contained herein, along 
with a listing of the committees respon- 
sible. Presentation of this material was 


neat but routine. 

What was not routine about this flyer 
was the manner in which the registration 
card was prepared and enclosed. 

First of all, the card abandoned the 
usual rectangular format in favor of a 
triangular presentation, with equal sides 
of 7” each. The registration blank was 
placed at the base of the triangle and 
promotional display in the upper tip on 
one side; additional data was placed at 
the base and an ornamental design at 
the tip of the rear side. 


= A 3%” slot was then die-cut in the cen- 
ter of the fold in the flyer so that when 
the card was placed inside, the tip could 
protrude through the opening. This pro- 
truding portion was then folded over, 
lodging it in position and positioning the 


ornamental tip over the folder cover. 

The triangular card was doubtless cut 
to this shape on the paper cutter. 

All in all, it adds up to a tremendously 
effective presentation, and one which did 
a solid job of promoting the POPAI’s 
symposium. 


® Die cutting is a useful technique too 
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often overlooked in the search for new 
and different ways to present promotion- 
al literature. Possibly the hesitation is 
due to the apprehension about costs; ac- 
tually, however, the cost of the cutting 
is seldom greater than the cost of an 
additional color, and the cost of the orig- 
inal plate, whether high or steel rule, is 
hardly prohibitive. + 


Learning from the Retail Ads... 


The ‘You've Got to 


By Clyde Bedell 


(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 


In smaller cities you don’t often find 
good-humored, rather original ads inex- 
pensively put together—that hang to- 
gether—and have any verisimilitude. 

You’re looking at a couple. 
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“You mean | could go to Egypt?” 
“Of course. Anyone can ge anywhere under 
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Dial MA. 4-8816 
Garden Plaza Bidg. 
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e LININGER TRAVEL SERVICE 


Here is art that comes out of a miscel- 
lany of mat services. Rich newspapers 
that will hardly raise a hand to help 
merchants to use advertising intelligently, 
still have to subscribe to a few mat 
services. It’s traditional. Thus papers 
throw a few bones to the good old dogs 
who provide the papers their revenues. 

Many smaller city advertisers have to 
depend on mat services for illustrations. 
In their cramped manner of working, 
they create ads against deadlines. Who 
doesn’t? They frequently have very poorly 
defined ideas as to how to sell forthright- 
ly and effectively. They are probing the 
grab bag of the cosmos for an “idea” as 
they hastily look at the miscellany of 
mat illustrations. 


s Maybe a pic is noted of a couple of old 
wagon wheels. The creative person who 
doesn’t understand selling at all, begins 
to beat his gums together in a silent 
mastication of feather-bearing, errant 
ideas—waiting for one that he can over- 
come physically and overpower in words. 
“Free wheeling service...” No that 
won’t do. “Get wheeling toward us for 
bargains.” No, not very good. “We’re big 
wheels when it comes to service.” Won- 
derful! And another limp and insipid ad 
is born. 

Or the researcher in the mat books sees 
a picture of a garden gate. “What an 


Be Resourceful’ Ad 


... all hands at 
LININGER TRAVEL 
are ready to plan 
YOUR trip to SEA... 


Dial MA. 4-8816 
Garden Plaza Bldg. 
201 N. Stone Ave. 


Be ® 
LININGER TRAVEL SERVICE 


opening!” No, too hard to write copy for. 
“You can’t fence us in.” Ummm. Nope. 
Then, struck with the idea of duplicating 
the pic in two stereos, the brilliant (7?) 
idea comes. Two small gate pics. And 
the headline “Wie Geht’s?” And then the 
ad creator is off on a copy scamper that 
breaks every crazy bone in the reader’s 
body trying to follow the writer’s reason- 
ing—if any. 


= I have watched this process. Far more 
often I have painfully seen its weird 
products. The ads shown here are un- 
usual in that although mat books were 
undoubtedly used for whatever pics could 
be found, the ad writer was skillful 
enough to come up with relevant, com- 
petent copy that fuses with the pics. 

Why is it though, that travel agencies 
often say: “It costs you no more to plan 
with us,” which means to many an 
untutored reader, “We charge no more 
than other agencies”? The real message 
is: “Our service is free to you. We are 
compensated by a small commission from 
whatever transportation and hotels or 
accommodations you select. And it costs 
you the same, whether you use us or not.” 

Summing up, these are good ads pro- 
duced from materials usually poorly used. 
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Wanted: Current, Up-to-Date 
Market Data for AA Readers 


ADVERTISING AGE is looking for all the market data it can get 
from advertising media, trade associations and other sources. The 
data will be used in AA’s Market Data section, which will be 
published for the 13th consecutive year in the April 18 issue. 

The data will be described briefly, and classified by type of 
market or geographic area, thus providing a comprehensive index 
of all available market data in all fields. 

Last year, some 1,675 separate pieces of market data were 
listed in the section, and readers of ADVERTISING AGE sent in re- 
quests for more than 93,000 individual pieces. 

Advertising media, associations, trade groups and others are 
invited to submit market studies or compilations for inclusion in 
this master list. There is no charge for such listings, but the ma- 
terial must measure up to the following standards: 

1. It must be current. Nothing published prior to June, 1959, 
will be accepted. 

2. It must contain market facts. Booklets or brochures which 
contain media data only will not be listed. 

3. It must be available for distribution to advertisers and agen- 
cies, preferably without charge. If there is a charge, or other 
conditions are attached to its distribution, this should be clearly 
stated. 

4. It must be received before March 25, 1960. 

Market data material scheduled for publication before Sept. 1, 
1960, will be listed in a “not yet published” tabulation, provided 
that a 50-word description of each such item reaches ADVERTISING 
AGE before April 1. The description must include probable date 


Audience Profile #5 


‘ i OE 
; 17.9 7 
‘ . 


324,699 WWDC listeners 
(3 out of 4) have sheepskins 
of high school or beyond— 
well above the Washington, 
D.C. average.” This brainy 

audience awaits education to 
your product or service. 


*PULSE Audience Image Study—July, 1959 


. . . the station that keeps people in mind 


WASHINGTON, D.C.—REPRESENTED NATIONALLY BY JOHN BLAIR & CO. 


And in growing Jacksonville, Fla.—it’s WWDC-owned Radio WMBR 


dressed to the Feature Editor, Ap 


of publication and any conditions attached to distribution. 
Actual copies of all other material to be listed should be ad- 


Chicago 11, with any necessary explanatory notes. 


VERTISING AGE, 200 E. Illinois St., 


Agencies Ask More 
Merchandising Aid 
of Radio-TV: Smith 


New York, March 8—Harold 
A. Smith, program promotion and 
merchandising manager of Need- 
ham, Louis & Brorby, last week 
noted that agencies are asking for 
more merchandising from radio 
and tv stations, “and are getting it.” 

Speaking to the Radio & Televi- 
sion Executives Society at its time 
buying and selling seminar here, 
Mr. Smith used the findings of an 
NL&B survey to support his com- 
ments. He said it “may be the first 
survey ever made among adver- 
tising agencies regarding tv and 
radio station merchandising.” 

The survey questionnaire was 
mailed to 100 leading agencies 
which handle between 85% and 
90% of total broadcast billing. The 
research company of Gould, Gleiss 
& Benn, Chicago, conducted the 
survey, receiving replies from 41 
agencies. 

Some of the results: 


e Thirty agencies said there has 
been an increase during the past 
year of requests by clients for 
merchandising support of broad- 


about tv stations. 


e When asked if merchandising 
supplied by tv and radio stations 
equaled that promised at the time 
the original sales call was made, 
two-thirds of the agencies an- 
swered “yes.” 


e The query: “Does merchandis- 
ing support by a station have any 
influence in time-buying deci- 
sions?” was answered “yes” by 11 
agencies, “no” by 27. 


s Mr. Smith said “the larger num- 
ber of ‘no’s’. . . probably surprises 
no one .. . but I hope you noted 
that 11 agencies—or 30% of the 
total—stated that merchandising 
support does have an influence on 
their station purchases.” 

He urged better understanding 
between stations and agencies in 
the area of promotion and mer- 
chandising. 

“Agencies should have more 
personal contact with the station 
promotion manager [who] can do 
much to further agencies’ under- 
standing of his individual station 
and market, and, of course, to di- 
rect promotion activities in his 
area.” ;, 

Mr. Smith noted that “on the 
other hand, [a] station promotion 


cast schedules. 


e Radio stations “almost always | 
respond” to merchandising re-| 
quests, 28 agencies reported; only | 


| 


|20 agencies gave the same report | 


TOTAL ADVERTISING? 


PRESSES. 


LOOK AT THE NEW YORK WORLD-TELEGRAM — 
FIRST AMONG ITS CITY'S EVENING NEWSPAPERS 
BY 2.8 MILLION LINES IN 1959... WITH THE. 
GREATEST GAIN BY FAR! IT’S CLEARLY THE 
ADVERTISER’S CHOICE IN THE EVENING FIELD. 


dd it up yourself: 


man could benefit from some 
knowledge of agency procedure 
and problems.” He cautioned that 
he was not suggesting agencies 
“set up a school room. But I would 
guess there are station promotion 
managers and people all across the 
country who have had no exposure 
whatsoever to agency operation. 
“Both of us—stations and agen- 
cies—have to work a lot harder at 
understanding each other’s prob- 
lems. Once we do this, the result 
will be more effective combined 
agency-station promotion.” + 


Ewing Boosts Two 

Ewing Technical Design, Phila- 
delphia, technical advertising pub- 
lications and graphics company, 
has appointed Chris Justio, for- 
merly art director, to the new post 
of graphics and production direc- 
tor. Willard Freedman, formerly 
chief promotional account execu- 
tive, was named technical publica- 
tions manager. 


Landon Smith Joins French 
Landon C. Smith has joined the 
account service department of 
French Advertising, St. Louis. Mr. 
Smith was previously in the traffic 
departments of Bryan Houston Inc. 
|and Foote, Cone & Belding. 
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ALWAYS BET ON... 


“THE CHAMP"! 


There’s an age old axiom in sporting circles that says, “Never bet against 
‘The Champ’.” 


Those who faithfully followed this simple admonition made millions during 


House beaulifal 


7 oe the heyday of Notre Dame... Joe Louis... The New York Yankees... and 
i [ns ift other legenda t 
Pi gi ry greats. 
Th M St ib Ht all i} “il That’s why, to this day, the so called “wise money” is always bet on the 
with te Hn eau Look champion. 


This same thinking holds good in business, too. Those who administer Indus- 
try’s “wise money” recognize that there is a certain, indefinable “class” that 
marks a Champion and no matter how good the “runner-up” may claim to be 
... he just can’t match it. 

During 1959 “The Champ” in the home furnishing field... HOUSE BEAU- 
TIFUL...had a great year. More “wise money” was bet on him than ever 
before in his 63 year old history. 

He appeared before the public 12 times, as is his custom, and these were 
most exciting appearances acclaimed by both readers and advertisers. His suc- 
cess and popularity are best shown by his performance. 


HERE IS HIS 1959 RECORD 


ADVERTISING . .. For the second year in a row, per issue — and is estimating, for the first 
House Beautiful carried more advertising half of 1960, over 825,000 upper-income 
pages than any other national magazine in Pace Setter families . . . the highest circula- 
the home field...increasing its share of tion, by far, in the quality home field. 


' 
the market TRADE READERSHIP . . . Continues to lead with 


TOTAL ADV. | MAIL ORDER largest published trade circulation. 
NATIONAL HOME PAGES ADV. PAGES 
sapeananenesl = = REVENUE... House Beautiful recorded the 
House Beautiful 1,301 361 highest revenue year in its 63 year history 
oo & Gasden = ...an increase of 14% over 1958. Two is- 
Better Homes & Gardens 1,041 19 sues, October and November respectively, 
American Home 563 61 set all-time records—each over $1,000,000. 


MAIL ORDER... For the 17th year in a row, 
House Beautiful published more pages of 
mail-order advertising than any other mag- 
azine in the world! 


CIRCULATION ... House Beautiful increased 
its circulation by an average of 50,000 copies 


EDITORIAL... House Beautiful editors pro- 
duced 12 outstanding issues — among which 
were the memorable January “Are You 
Dead Or Alive?” issue on personal aware- 
ness and issues on the Pace Setter House, 
the Color Look, Scandinavia and Frank 
Lloyd Wright. 


IT PAYS TO PUT YOUR MONEY ON “THE CHAMP”! 


Only House Beautiful 
delivers leadership where it counts— 
- in actual sales! 

e 

f 


: ee and Little 


retaodelings 


Y ane 


House beautiful 


A HEARST KEY MAGAZINE, 572 MADISON AVENUE, NEW YORK 22, NEW YORK 
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E. B. Weiss’ Comments on Aspirin 
Ad Provokes Anger in Druggists 


To the Editor: Please cancel my) criticism; in fact, we welcome it. I 
subscription to ApveRTISING AGE, hasten to add that Mr. Weiss very 
effective immediately. |often offers sound, constructive 

Several years ago I had corre-|criticism by which more of us in 
spondence with your E. B. Weiss|our industry would benefit. How- 
because of a particular nasty arti-|ever, these constructive criticisms 
cle in regard to drug stores and/are only a part of the story, be- 
the pharmaceutical pro‘ession, This} cause many more are Utopian, 
morning there is another of his| showing ignorance of the business 
typical articles in the same vein,|that he is criticizing—and the last 
all of which carry the implication| segments of his criticisms carry the 
that, aside from being rather stupid implication of deceit. 
merchandisers, we are deceitful) We have our faults and are not 
and crooked in our dealings with| blameless, but I think you will 
the public when it comes to pre-|agree that every business in this 
scriptions and medication (AA,|country has its faults and prob- 
Feb. 1). | lems. However, many of Mr. Weiss’ 

We are not above constructive| Utopian suggestions, implying stu- 


NEW TOTAL MARKET FOR THE ’60s: 


EMPLOYEES 


“Many corporations today still sit stiff-necked around the 
directors’ table worshipping sacred cows and apparently 


regard a ‘corporate image’ as so much advertising P.R. 
jargon. 


“They have yet to realize that the entire 
national community of investors, em- 


ployees, and consumers today is inter- 
twined as never before in history . . . 


““ that brands, in most industries are 
multiplying faster than rabbits, many with 
only marginal differences. 


8y Leo Burnett, 
Leo Burnett Company, inc. 
Chicago, Hlinois 


““— and that the good name of the maker, built on infor- 
mation, is the best and most economical means possible of 
motivating stock sales, product sales and applications for jobs. 


“I confidently predict that ‘corporate image’ advertis- 
ing, newly understood and executed with a new degree of 
skill and imagination, will be one of the great new trends 
of the ’60s.” 


SPONSORED BY BARRON'S, the National Business and Financial Weekly 


A Dow-Jones Publication 


s Pee a i ae ned ft Se Aa ‘= i . i 
PE oe ee oe 


The Voice of the Advertiser | 


This department is a reader’s forum. Letters are welcome. 


|graduate or a senior or junior 


pidity and conceit, show how easy 
it is for an outsider to criticize 
harshly when he is not responsible 
for meeting payrolls; paying bills 
and showing a small amount of 
profit for owners and stockholders. 
Mr. Weiss’ one favorite target is 
the fact that the majority of pre- 
scription items should be on open- 
market display for self-medication, 
which would be the next step after 
self-diagnosis. The fallacy of this 
is obvious to any schoolboy, and it 
is in this category alone that he 
continually implies deceit and 
fraud on the part of hundreds of 
thousands of men and women 
pharmacists in this country. 

Again I say, we welcome con- 
structive criticism, but Mr. Weiss’ 
ivory tower always seems to carry 
him farther than your otherwise 
fine publication should condone. 
Please see that no more copies 
reach my desk. 

H. J. (Ben) Lischer, 


President, Schlegel Drug | 
Stores, Davenport, Ia. 

° 
To the Editor: ...Mr. Weiss’ | 


subject was the dissection of a| 
piece of advertising copy called | 
“So You Think Aspirin is Harm- 
less” which he attributed to a lo-| 
cal association of druggists. 
It is with great pride that I in- | 
form you of the fact that this bit | 
of work orginated from the small } 
offices of the Pharmaceutical So- | 
ciety of the State of New York, | 
a non-profit organization support- | 
ed by the pharmacists of New| 
York State. We are a professional 
group, not a trade organization or 
a merchandising organization. 

In his column Mr. Weiss makes 
many statements about over the 
counter drug items being sold with 
little or no supervision or control. 
Apparently Mr. Weiss does not 
know that the laws and rules of 
the [New York] pharmacy pro- 
fessional education law state that 
proprietary medicines which are 
poisonous, deleterious or habit- 
forming shall be sold only in an 
establishment licensed by the 
board of pharmacy and only by a 
licensed pharmacist, a pharmacy 


pharmacy student under the su- 
pervision of a licensed pharmacist. 

These requirements have been 
established by the New York 
State board of pharmacy, a divi- 
sion of the New York State edu- 
cation department. This board is 
composed of respected and emi- 
nent individuals having as their 
prime function the adoption of 
rules which are in the interest of 
public health and safety. 

I know that Mr. Weiss is also a 
very respected and eminent man 
—in his profession. I am sure the 
well-known’ advertising agency 
which employs him will attest to 
his ability. However, if Mr. Weiss 
wants to write a column dealing 
with the subject of pharmacy, it 
would be to his advantage to 
check his facts with a pharmaceu- 
tical authority. 

Despite Mr. Weiss’ disbelief, this 
ad, every statement of which is 
fact, was prepared purely as a 
public service. It was done to 
acquaint the public with the dam- 
age that can result from the mis- 
use of aspirin and other proprie- 
tary medicines. 

I am happy to report that the 
message of the ad appears to have 
been conveyed to most of its read- 
ers. I am sorry that the message 
did not seem understandable to 
Mr. Weiss. 

For his edification, let me ex- 
plain the advertisement. It does 
not condemn aspirin as a drug. It 
does say that aspirin and other 
proprietary medicines can be 
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ately, that aspirin has caused;by the internal revenue depart- 
many deaths, and that aspirin|ment on expense accounts is no 
should be purchased and handled doubt necessary in many cases. 
with great care. Aspirin is not a | However, it is amazing to me, the 
confectionery. wife of an advertising executive on 
Nicholas 8. Gesoalde, |an expense account, that this is be- 
Executive Secretary, Pharma- jing taken with the apparent re- 
ceutical Society of the State of (signed attitude that I have no- 
New York. - sal i 
’ nyone who has ever been ex- 
Mr. Weiss commented on the ad | posed to the life of most salesmen 
as an attack on competitors’—food | Would argue that such a man must 
and other non-drug outlets—sell-| nq usually does, live his business 


ing drugs such as aspirin. MT.| +, some extent every waking hour 
Weiss thought it ironical that the| q majority of hate aie rom 


druggists, who pioneered in retail- too... 
ing non-drug items many years) 
ago, should object to others invad-| ment frequently includes wives— 
ing their bailiwick and he also) ocnecially if it is home or evening 
pointed out that in most drug | entertainment—the type, cost and 
stores today aspirin and other| number of pieces of wearing ap- 
drugs even more potentially dan-| pare] a wife owns are also neces- 
gerous are sold off self-serve) cary business expenses, as are hair- 
shelves without supervision of any dos, manicures and such... 

kind from qualified pharmacists. | 


Since out of the home entertain- 


I am known as a light drinker. 
|My husband drinks only when he 


g r |feels he must and yet our liquor 
Adman’‘s Wife Wants Fixed bills at home amounted to hun- 


Tax for Expense Accounters dreds of dollars last year—none 
To the Editor: The “crackdown” | deductible! ... 


FINANCIAL DECISIONS MADE HERE 


You beam your financial and institutional advertis- 
ing right to the people who can do something about 
it when you advertise in Barron’s. 

In Barron’s you reach more than 30,000 cor- 
porate officers— the men who make their companies’ 
financial decisions. Further, more than 2,100 
Barron’s subscribers exert their influence in the 
giant corporations which employ 1,000 or more.* 

It’s part of the job for 22,000 Barron’s sub- 
scribers to give financial advice to business organ- 
izations . . . and this doesn’t include thousands 
more who are in the full-time business of giving 
financial advice about business organizations to 
individual investors. 

Barron’s gets the careful attention of this vital 
core of the world of money because Barron’s is 
about money. Your advertising becomes more 
meaningful in this editorial atmosphere... in 
Barron’s advertising, too, is read for profit. 


*These facts from a survey of Barron's subscribers by 
Benson and Benson, independent research specialists. 
For an easy-to-read booklet, summarizing the results 
of this survey, write or call any Barron's office. 


BARR@N'S 


«+. where advertising, too, is read for profit! 


NEW YORK CHICAGO BOSTON LOS ANGELES CLEVELAND 


harmful when used indiscrimin- 


50 Broodway 711 W. Monroe St. 388 Newbury St. 2999 W.6th St. 1325 Lakeside Ave. 
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No argument is very worth while} 
without a solution suggested. Mine| the other fellow’s money. 
is this: Let the income tax depart-| 
ment get together with people who) 
are in a position to see this prob-| 
lem firsthand and together work! 
uncontestable | 
amount of tax for each type of| 


out a_ suggested 
salesman as an average amount to 
pay for his responsibility to his 
government ...It would certainly 
cut down on the cost of govern- 
mental red tape, and best of all it 
would give us all a fine feeling of 
doing our fair share. 

If ever a group has been picked 
on, I believe it is the expense ac- 
count salesman. His predicament is 
not understood by anyone whose 
business life ends when his pencil 
or shovel is put down. These men 
are, by and large, of high intelli- 
gence, honest and patriotic. I say, 
let’s prove it to those who don’t 
know ... 


‘Makeup Man, Again 


Alice D. Lamb, 
Detroit. 


7 a * | 


Verse Curbs If Verbs Err | 

To the Editor: As a postscript to 
your editorial (AA, Feb. 8) “Ev- 
eryone’s Misled by Led,” here’s a 
jingle from the Dartnell “Corres- 
pondence Manual,” intended to| 
help typists avoid the error your | 
editorial warned against: 


“The past of ‘to read’ is ‘read’— 
A word that rhymes with ‘red’; 
But the past of ‘to lead’ is LED, 
And only metal is ‘lead’.” 
Les Lewis, 
Vice-President, Editorial Di- | 
rector, Dartnell Corp., Chicago. | 


| laxsuive principle. Uld-style bulks and 


| 


Agency Men Should Give Own & 
Time to Non-Commercial TV 

To the Editor: It’s a little dis-| 
couraging to see some of the big} 
names in our industry go head-| 
line hunting by attacking tv pro-| 
gramming and rushing to suggest 
half-cocked solutions which prom- 
ise an egg for every egghead. 

These individuals obviously 
choose to ignore the public service 
job already being done by the tv 
industry. 

They also seem to absolve them- 
selves of all individual responsibil- 
ity, passing the buck generously to 
sponsors, networks and an unde- 
manding public. 

And the only hope théy hold out 
centers around either a _ radical 
change in present programming) 
structure—at the expense of the| 
sponsors’ stockholders or a solution | 
via the pay tv route. 

Isn’t it time that we ask a few 
of these self-appointed spokesmen 
of our industry a couple of quali- 
fying questions before we turn 
over the rostrum? 


1. If you really believe that 
sponsors have an obligation to de- 
vote their dollars to public service 
programs, exactly what percentage 
of the programs which your agency 
has bought for your clients fits this 
need? 

2. If you believe that we are not 
adequately serving the educational, 
cultural or public service needs of 
the tv audience, what have you as 
an individual and as an executive 
of an advertising agency done to 
contribute to the programming of 
your local educational tv station? 
What have you done to help finance 
these stations which are specifical- 
ly licensed to serve these program- 
ming needs? 


There is no reason to be self- 
conscious about buying programs 
which offer our clients the great- 
est number of prospects we can 
buy with their dollars. 

But there is good reason to be 
self-conscious if we fail to accept 
responsibility and fail to contribute 
directly to non-commercial pro- 
gramming in the public interest 
where the appeal of subject matter 
is too limited to justify sponsorship 
on other than a philanthropic basis. 


pd pa of constipation). 


It’s easy to be philanthropic with 


It’s apparently a little more dif- 
ficult to be philanthropic with our 
own talents, energies and dollars. 

Let’s encourage those who have 
the time and energy to criticize tv 
programming to devote a little 
more of that effort to doing and a 
little less to talking. 

Inasmuch as the above tramps 
not too lightly on a few well-known 
toes, I respectfully request that my 
name be withheld so that I neither 
join the mourners nor suggest that 
I or my agency are so virtuous that 
we are entitled to criticize. 
Indignant Adman. 

. e 


Here's That Irrepressible 


To the Editor: I thought you 
would like to see the positioning 


of these ads which seems to me in 


Sivtom cote ube of smoldering sex appeal. She 
ean be kind and or cruel. She has been de- 

voted to her husband for nearly 37 years, but they 
have both sought companionship elsewhere. She is the 
incomparable yy > 


Ha saw nal a — = ‘ ———— 
Stops ‘Constipation | 
“ ° ” 
Due to “Aging Colon 
New laxative discovery re-creates 3 essentials 
for normal regularity. 
As you grow older, the internal mus- (1) Cotonam moisturizes dry, 
cles of your colon wall also age, lose hardened waste for easy passage with- 
the strength that propels waste from out pain or strain. (2) Covonam's 
the body Stagnant bowel contents be- unequalled rebulking action helps re. 
come so dry and shrunken that they 


fail to stimulate the urge to purge 
Relief, doctors say, lies in « new 


tone flabby colon muscles. (3) ‘And 
CoLowam acts gently, on the nerve 
reflexes that stimulate the vital “mass 
movement” of your lower colon. 
Covonaip relreves even chronic | 
comslipation overmght, is so gentile it | 
was hospital proved safe even tor ex- 
pectant mothers. And CoLonain woo t 


moisteners may create gas, take 3 or 
4 days for rebel. Old-style salts and 
drugs cramp and gripe the entire 
system. Of all laxatives, only new 
——_ gives you its special }-way 

t works only on the lower 


mterfere with absorption of vitamins 
of other food nutrients. Get CoLonai 
today! Introductory size 434. 


line with the type of copy you use 
on occasions. 
Philip A. Malkin, 
Director of Advertising, El 
Diario de Nueva York, New 
York. 


Photographer Deserves Credit 
for Moravia Book Ad 

To the Editor: Thank you for ex- 
posing the prudishness of the New 
York Times in their treatment of 
Alberto Moravia’s “The Wayward 
Wife,” which you commented on in 
your hefty issue of Feb. 29, Page 3. 
You were kind enough to mention 
us as the agency, but I would have 
been happier if you had mentioned 
the photographer, Philippe Hals- 
man, who deserves most of the 
credit for the success of the book 
jacket as well as the ad. Philippe 
brings to the solution of such prob- 
lems a brain that is extraordinarily 
gifted; his imagination blends the 
requisite sensuality with the ut- 
most in good taste to produce 
works of art. Last season he did 
this with Moravia’s “Two Women,” 
which you may remember. Not 
many authors are so fortunate. 

Aaron Sussman, 
Sussman & Sugar, New York. 


Gillette’s Ad Figure Covers 
Activities Around the World 

To the Editor: We were inter- 
ested—and pleased—to see the 
story on Gillette Co.’s 1959 annual 
report in the Feb. 22 issue of Ap- 
VERTISING AGE. 

All the figures you quote from 
the annual report are*quite correct. 
However, you might like to add the 
footnote that the sum invested in 
advertising represents the total 
spent by all divisions and subsid- 
iaries of Gillette Co. around the 
world. 

Some of your readers may think 
this is the amount spent on adver- 
tising Gillette products in the U. S. 
alone, not realizing that our prod- 
ucts are sold and advertised in 115 
different countries and territories. 

Malcolm C. Stewart, 

Vice-President and Treasurer, 


|pages of 


Gillette Co., Boston. 


PIB Figures on Import Car 
Ads Don’t Include Petersen 

To the Editor: In the Feb. 1 is- 
sue, ADVERTISING AGE carried a 
story on Page 4 citing figures com- 
piled by the Publishers Informa- 
tion Bureau regarding the amount 
of advertising in magazines placed 
by makers of imported cars and 
listing ten magazines which “re- 
ceived 84% of the foreign car ad- 
vertising.” 

The ten magazines carried 600 
pages of import car advertising out 
of a total of 715 pages, according to 
the PIB figures. Apparently, how- 
ever, the, figures apply only to 
magazines which are members of 
the PIB, excluding all others, al- 
though the article fails to point this 
out. 

As one example, Motor Trend, 
a Petersen publication, carried 48.5 
import car advertising 
during 1959, which would rank it 
sixth on the list of ten magazines. | 


Motor Life, another Petersen pub- | 
lication, also carried a volume of|ness paper ads is not enough” i 


import car advertising. 
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sure good thinking on Mr. Buzby’s 


Motor Trend alone accounts for| part and well rates Page 1 prom- 
42% of the 115 pages not carried/inence. Mr. Buzby stressed, and 


by the ten magazines listed in the | 


article. Such magazines as True, 
Argosy, Look, Playboy, Esquire 
and the other Petersen magazines 
that carry import car advertising 
would boost the total to many more 
pages than the 715 mentioned by 
the PIB. 

I feel that the article gives a mis- 
leading impression by not spelling 


out the apparent fact that the fig- | 


ures apply only to PIB members 
and do not represent the many 
magazines which are not members. 
A. M. Benedict, 
Advertising Director, Petersen 
Publishing Co., Los Angeles. 
* 7 a 


Publisher Says, ‘Cut Ad Rates 
15%, Let Agency Bill Client’ 
To the Editor: The story on Page 
1 of the Feb. 15 ApverTISING AGE 
|quoting Mr. Carol Buzby that the 
“15% agency commission on ro 


|more than 15% 


rightly so, why agencies earn 


agency commis- 
sion for a good job done on trade 


| paper copy. 


Our company, as I am sure is 
the case with Mr. Buzby’s, likes to 
deal with advertising agencies 
who are in a position to do a pro- 
fessional job in the exacting trade 
paper fields. Of course it is not 
new thimking on anybody’s part to 
reflect that the whole agency 
compensation setup seems a little 
odd. Many agencies do such an out- 
standing job that they not only 
deserve 15% or 20% but maybe 
even 25%, 50% or 100% of the 
publisher’s net rate. In other 
cases, maybe the 15% compen- 
sation is too much although it is 
our feeling that with the agency 
compensation fixed, there seems 
to be little incentive to continue 
to do a good job or do an even 
better job. 

I often wondered why it would 


from a proud past ™ 


comes a... 


FUTURE 


UNLIMITED! 


Represented by Peters, Griffin, Woodward, Inc. 


Everywhere you look in 
Montgomery you see progress. 
This new futuristic Coliseum, 


a te 


scene of rodeos, sports events, 
and conventions, is only one 
example of this area’s vast growth. 
Expansion means opportunity... 
an opportunity to expand your 
sales in a million market. 

And WSFA-TV covers the area like 


no one else can. 


WIS LFA TW 


NBC / ABC. MONTGOMERY - CHANNEL 12 
The Broadcasting Co. of the South 


WIS-TV Columbia, South Carolina 
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not be a good idea for all trade 
paper publishers to do the follow- 
ing simultaneously: 


1. Cut the rates 15% on the 
published rate card which now 
allows 15% commission to recog- 
nized agencies. 


2. This will show the publish- 
er’s rate card as net—and actual- 
ly what the advertising costs. 


3. The publisher would then bill 
the agency and the agency in 
turn would bill the advertiser. If 
the publisher billed the agency, 
the agency could then add on 
whatever is coming to them for 
their services as an agency for 
mechanical charges, etc. Or the 
publisher could bill the advertis- 
er direct for the space and the 
agency could bill the advertiser 
for its fees and mechanical costs, 
etc. When the advertiser pays for 
his campaign, he could either is- 
sue two checks—one for the pub- 
lisher and one for the agency or 
issue one check for the agency 
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which in turn could reimburse the | good trade paper job but, as the;est, and a considerable degree of| when the deed is done, it is not 


publisher. J. K. Lasser people keep pointing 


4. This procedure would enable |out, “Trade paper advertising rates 


every advertiser and agency to 
have their own compensation set- 
up based on what the agency has 


trade papers do,” so that trade 
|paper rates themselves for those 


|are too low for the job that good | 


amusement, the discussions in your 
columns and others regarding the 
identification of sponsors in tv ad- 
vertising. 

It seems to me that many of 


to offer and the advertiser's ap- | rade papers doing a good job| these discussions put the emphasis 


must go up also. To switch the 
agency compensation around as I 
| suggest would enable trade paper 
|publishers to reflect more realis- 
If we trade paper publishers tically what the trade paper ad- 
were to grant 20% agency com- | vertising investment actually is... 
missions as Mr. Buzby suggests we| Maybe there is some food for 
would simply be upping our rates|thought here in revamping the 
and getting no more dollars in|entire agency compensation from 
our own publishing coffers. I, like |the standpoint of media, in addi- 
Mr. Buzby, am 100% for agencies tion to throwing out any fixed 
getting more money for doing a figure whether it be 15%, 10% 
good trade paper job but in so or 20%... 
doing let’s not do it on the basis of | Emil G. Stanley, 
the fact that trade paper publish-| Publisher, Stanley Publishing 


praisal of these services and what | 
the advertiser is willing to pay or 
can pay. .. 


ers are raising their rates—and| (Co,, Chicago. 
making trade paper advertising 
look like a greater investment. . ” e 


My feeling is that we should | 
switch agency compensation | Product, Not Sponsor, Needs 


around as mentioned. Not only do Identification by Viewers 
agencies deserve more for doing a 


b 


bi 


¥. 
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| Foputation 381000 


panded. New 


Tulsa Metropoliten Area .. . 


“Y\ 


Now Creek County, whose main 


p od ye oy city, Sapulpa, is only 12 miles from 
ignation. Tulsa, is logically added to Tulsa’s 
Metropolitan Area. This new defi- 
a nition of the TRUE Tulsa Metro- 
' politan markets means more sales! 
CREEK Remember, You‘re Not in Okla- 
COUNTY x 7 z 
pay oe homa unless you're “in” Tulsa. 
Sales 381-000 Use the Oil Capital Newspapers... 


*From 1959 SM. Survey of Buying Power 


| TULSA TRIBUNE 


at 
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Represented Nationally by The Branham Co., Offices in Principal U.S.A. Cities 


|in entirely the wrong place. Isn’t 
|the real purpose of advertising tv, 
|or what have you, to identify the 
product in the viewer’s mind? Per- 
haps I can better express this by 
suggesting that the purpose of ad- 
vertising is to form an association 
in the reader’s or listener’s mind 
between a product and a want or 
a need, and to do this so effective- 
ly that when the want or need is 
uppermost in the consumer’s mind 
the product will also come to mind. 

It isn’t a matter of who sponsors 
“Wagon Train” or “Gunsmoke” or 
“This Is Your Life” or “What’s My 
Line,” it’s a matter of how closely 
the advertiser has succeeded in 


|feeling toward the advertiser’s 
| product. The basic question is not, 


To the Editor: I note with inter-|“ Who sponsors such and such a 


URS TULSA'S 


| program?” but “What product do 
| you look for when you have a want 
|or need for the type of product that 
lis advertised?” 

It is quite possible that many of 
the shows that make a poor show- 
| ing on the basis of sponsor recog- 
| nition may be doing an outstanding 
|job of associating product with 
want or need, and thus having a 
| real impact on sales. 
| Alvin Long, 
President, Long Advertising, 
San Jose, Cal. 


Premium Crowds Out Product 

| To the Editor: We are enclosing 
'a side of a detergent box [Ad] 
from a company that is rapidly 
| premiuming itself out of our fam- 
\ily’s business. Mrs. B had been 
| complaining for several weeks now 
|over the fact that each box of this 
|particular brand detergent (of 
| which she is extremely fond) con- 
|tains a piece of dinnerware for 
|which she has no desire whatso- 
|ever. Being a frugal soul, she re- 
|sents the fact that she has to buy 
the space taken up by this china- 


ware, which she doesn’t want or 


| doesn’t need, and does not get the 


|detergent which should be filling 


| this space inside the box she pur- 
chased. 

This morning she asked, “I won- 
der why they don’t put out two 
kinds of packages, one with the 
dinnerware and one without for 
people who are just trying to buy 
the detergent?” 

I think she has been extremely 
tolerant with this manufacturer by 
putting up with this undesirable 
dilution of his product, but I think 
very shortly she will start on a 
search for somebody who is making 
a box full of detergent without any 
of the space being taken up with 
cooking utensils, furniture or din- 
nerware. 

Perhaps there are other house- 
wives who have more chinaware 
now than they have storage space 
for and just prefer to buy deter- 
gent without any cheap stowaways 
inside. 

Have any of your other readers 
encountered this reaction? 

Louis H. Brendel, 

James Thomas Chirurg Co., 

Boston. 


Admen Should Put Nation 
Above Business, He Says 

To the Editor: I would like to 
comment on your article “Brand 
Names Leap With Athletes at 
Winter Olympiad” in the Feb. 22 
issue. 
. . . Why is it that when any 
| truly magnanimous public gesture 
|is made by a company, e.g., do- 
‘nation of college scholarships, re- 
search grants, donation of land 
for a Boy Scout camp site, etc., 
the giving is done by the com- 
pany’s board or by an officer, and, 


creating familiarity and a good| 


j}accompanied by loud self-praise. 
But when the advertising or pro- 
motion department undertakes the 
giving away of company property 
or merchandise, it is attended by 
the most lavish trumpeting? ... 
Why is it that corporate man- 
agement can look at a community 
or the nation and ask itself what 
can we do to help? While the pro- 
motion man must, upon uncover- 
ing a public need, ask himself 
what’s in it for me? The promo- 
tion man has a legitimate inter- 
est in observing the publicity 
attendant upon the Winter Olym- 
pics and pondering if he can turn 
the event to advantage for his 
company. This instinct is under- 
|standable. But why not resist the © 
|urge to exploit an event in which 
nations’ prestige and honor are at 
stake, an event in which only 


amateurs compete and _ which 
bears no. professional attach- 
ments?... 
Stanley Wynett, 
Editor, The Speaker, New 
York. 
La * . 


Great Industry Maligned 


To the Editor: The Reader’s 
Digest article has maligned a 
great American industry. I wish 
to join Mr. Felix W. Coste of Out- 
door Advertising, Inc. in con- 
demning this unwarranted attack 
(AA, Feb. 22). 

There is obviously no substance 
whatever in the allegation that 
the 41,000 mile federal highway 
system is in danger of becoming 
a “highway slum” if billboards 
are erected along its path. Where 
is the evidence? 

It is well known that these col- 
orful posters and their thought 
provoking slogans contribute ines- 
timably to our leadership in the 
free world. Besides, who has not 
admired the beauty wrought on 
the American countryside by the 
ubiquitous billboard? For shame, 
Reader’s Digest. 

Jack Mather, 
E. Northport, N. Y. 


He Says Bedell Extols 

the ‘Mediocre and Hackneyed’ 
To the Editor: After reading 

Clyde Bedell’s commentary on the 

jad in his Feb. 22 column in Ap- 

VERTISING AGE, I am more con- 


vinced than ever that he should 
be carefully folded and _ buried 
among all his old tear sheets. 
Can’t he be replaced by an indi- 
vidual with some insight into 
what creative advertising people 
are trying to do—rather than be- 
ing permitted to extol (which per- 
petuates) the mediocre and hack- 
neyed? 

The “Sentenced To Hang” ad 
deserves a defense, as I think it is 
very effective, even in reduced 
size. Why not have two critics for 
this column every week; Clyde 
Bedell and the copy chief or in- 
dividual responsible for the ad in 
question. We might then get a lit- 
tle nearer the essential truths, 
which would have been appropri- 
ate for an ad in a Feb. 22 issue. 

Charles C. Radow, 


President, Radow & Alpers, 
Columbus, O. 
& _ 


Finds Coftee Ads ‘Asinine’ 

To the Editor: A million thanks 
for Andy Armstrong’s masterpiece 
in the Feb. 15 issue, “We Can Head 
’em Off at the Pass...” 

The entire series of magazine 
advertisements for the League of 
Honest Coffee Lovers has been so 
asinine, so blatantly ridiculous, 
that one is almost led to give up 
the unquestioned pleasures of a 
|good cup of coffee for the anes- 
thetic properties of an extra-dry 
martini , .. 

Harold F. White, 

Editor, The Counselor, Phila- 


delphia. 
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“Ad Age gives the news 
of advertising FAST...” 


Says WILLIAM B. FORS 
Director of Advertising 


Bissell Inc. 


“Having read Ad Age over the years—as ad manager, 
agencyman and media representative—I am 
convinced that no one in advertising can do without 

it. AA gives the news of advertising fast, plus ideas that 


apply to everyone’s business.” 


Although still in his early thirties, Mr. Fors has risen to the 
front ranks of his field. A World War II recipient of the 
Distinguished Flying Cross, he resumed his academic studies 
after three years in the Army Air Corps, earning a B.A. in 
journalism and political science (University of Michigan). 

Mr. Fors started his business career as advertising and sales 
promotion manager for Sparton Radio-Television in 
Jackson, Mich. (1948-1952). Then came a four-year period as 
Michigan representative for Holiday magazine, followed by 
experience as sales manager for the Ceco Publishing 
Division of Campbell-Ewald, account executive work for 
Wesley Aves and Associates and a stint as advertising 
manager for R. C. Allen Business Machines. Late in 

1957, Mr. Fors joined the Bissell Carpet Sweeper Co., 
manufacturer of home-care products, as sales promotion 
manager. He moved up to advertising manager 
about a year later and, early in 1960, was named 
director of advertising for the 84-year-old 
Grand Rapids firm (now Bissell Inc.). 


Advertising Age | === | 
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cals should run public service ads| editorial and promised to give 
telling the truth about “Madison|them “equal space” in a forth- 
Ave. quackeries.” |coming issue. * 

e Doctors and county medical | 

societies should insist that phar-| Diamonite Names Todd 

macies refuse to sell “snake oil | Diamonite Products Mfg Co., 
_nostrums.” | Shreve, O., manufacturer of alumi- 
|e County medical societies should | na ceramic products, has appointed 
\“bring pressure to bear” on local | Coleman Todd & Associates, Mans- 
‘newspapers which accept mislead-| field, O., to handle its advertising. 


| ing advertising. 


aad le The Post Office Department) WBIC, WKDL Name Walton rs 
must police the mails for mislead- | WBIC, Islip, N. Y., which began fr 
ing health advertising as carefully | proadcasting ‘last October, and es 
as it does for pornography. WKDL, Clarksdale, Miss., have ap- al 
STAMP OUT BILLSI—This Outdoor poster design, appearing throughout ie -31 ae h pointed Hal Walton Associates cc 
California, will also appear on car cards, king-size, bus posters and |® The editorial concluded: “If the their national representative. ti 
di : ope h h & public can’t protect itself from the | ee 
isplays in Bank of America’s more than 600 branches. Johnson avarice of advertisers in the health | 
Eewte, Sen Franctocn, to he gency. field, and if the powers of govern- “ rT 7 
mental agencies are limited, the WESTERN HORSEM ‘ 
a 4 = 

Admen Lack ‘Strength to Refuse to Touch’ it, "trai ny doco And tsa JY MOA, seroma ; 

. * ls : ; N 7 National Accounts 
Phony Ad Claims, Medical Journal Charges |i°® ‘hat cannot in conscience be 5. ie Soe be 
neglected.’ S CaN’ fo) THe WESTERN HORSEMAN fi 

Mapison, Wis., March 8—The|sponsible for the truth of claims| Editors of the Journal invited «4 ate. cevana aeeee tir 
Wisconsin Medical Journal has| about such products. comments of advertising agencies calming wenes. coLchane V 
strongly condemned worthless! e Manufacturers of pharmaceuti- | and communications media on the ua 
“remedies” and misleading adver- — oo a 
tising in the health field. ~ - er 

In an editorial titled, “Huck-| ; of 
sters and Hoaxes,” the official | ee ee th at 
publication of the State Medical | lis 
Society of Wisconsin sharply crit-| pe 
icizes certain advertising agencies, | comma aaeesotmameny be 
newspapers and broadcasting sta-| tanta hi a se 
tions for their practices. 

It cites ads promoting “black | ac 
strap molasses, wheat germ, queen | si 
bee (Royal) jelly, happy pills, | at 
arthritis cures, tonics good for 
anything from sexual disorders to} th 
eczema, and nostrums which guar- | ve 
antee to restore the vigor, vitality | 2 mee a : re 
and energy of youth in ‘us folks! eee ae eae © . pI 
who have passed middle age’.” WZ - ies et he Be. ne 

The editorial said, “Despite the | . sits bes et poeesidy iat! gag to 
sad moral tone of this kind of | a) th 
advertising, few advertising agen- WSSS 7 ELE W fit 
cies or media of communication | hY/ pl 
have found the strength to refuse) 
| to touch it. 4a as s 
“d 
= “The advertising lip-service to | GRA DE A lf OQ VE, fe 4A GO, * lit 
‘truth in advertising’ has proved | ru 
remarkably elastic when time and pi 
space sales are involved. Alle-| C) OME INC; 
giance to the code of the National | ' 1 hy) th 
Assn. of Broadcasters, for exam- than aly fy oF her Nor. Shi Larofio 'F SS, Mg fe 
ple, has merely produced a sancti- EL AK Rage ME TG Wo tic 

Of all the folks you see monious evasion of the point. To| ——— id ill 
Rane : advertisers, the restrictive pro- me - - oe ar 
from ABC Cincinnati... visions of the code have become ce, U. 
obstacles to challenge ingenious | co 
sidestepping, rather than _prin- pl 
ciples to uphold. ca 
“But even worse is the irre-| nc 
sponsibility of the local news- 

papers, which continue to accept . 

copy promoting the most errant! Cc} 
nonsense imaginable in the health | bears, hes a ; de 
field.” Soave ® 3 cm se p st 

The editorial said there is no aes ee . Pee nts eos eae aie aan wii : St 
way for any government agency eo ; i i eo ae bY in 

to keep “irresponsible hucksters” na ; aaa es each “8 

out of the health field. ae c Re Ch Ba a) ae he 

: ae “As long as people have tooth ise AOS a eerie MEAL : Bie ens ine tv 
Kees decay, indigestion, headaches, Se ; ' . co 
h sleepless nights, running noses, | ac 
read t e ae middle-age spread or _ cigaret| di 
cough, the gray-flanneled medi-| = 

CINCINNATI cine men will prey on their fear . at 

and offer the security of self- | — i 

administered panacea,” said the : : ; ce ake rel 
| Journal. be 
} qi 
|@ It said the technique of such di 
| advertising is “to exploit the com- ta 

mon conception, to imply rather sh 

than to allege, to capitalize on the PROOF: 
*B. L. Schapker Market Research general respect in which science Within its Grade A telecasting area, WSJS-Television reaches dc 
ha held by most people, to use a consumer population of 1,393,420 with total spendable income m 
half-truths, partial lies, and final- ’ : Pee : . in 
Total ABC circulation, the largest ly to bilk the innocent of literally of $1,827,286,000. In North Carolina’s biggest Metropolitan 
daily in Cincinnati history... millions of dollars.” market located in the rich industrial Piedmont, the WSJS- . 
267,672 Dr. D. N. Goldstein, editorial | Television market represents a more powerful buying force 

director and author of the editori-| than that offered by any other North Carolina station. a 

al, urged the following steps to m 

counter misleading advertising cr 

and the sale of worthless “rem- m: 

edies”’: lie 

e The Wisconsin legislature “A Ss ae ee re 

|should take the lead in enacting | television si 

ROBERT K. CHANDLER legislation to prohibit the sale of | 7 m 
Manager,General Advertising Department |} any product in the health field | Winston-Salem P Greensboro @HANNEL 12 
* |that does not limit its claims to a 
Represented by |factual statement of what it can_ Headley-Reed, Reps. 
The General Advertising Departmer’ | ao Newspapers and other com-_ MST] 
SCRIPPS-HOWARD Newspapers |munications media should be re-' { 
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Broadcasters 
Face Tougher 
FCC Under Ford 


(Continued from Page 1) 
mission of a reasonably well de- 
fined policy whereby the greatest 
freedom will be assured the broad- 
caster in programming his station, 
and whereby at the same time the 
commission will perform the func- 
tion of protecting the public inter- 
est, convenience and necessity with 
the minimum interference.” 


® The new chairman, who is 50, 
served on FCC’s legal staff and in 
the Department of Justice before 
becoming a commissioner. His 
first experience was in a law prac- 
tice in his native state of West 
Virginia before entering military 
service. From 1947 to 1953 he was 
a member of FCC’s legal staff. Lat- 
er he changed to the Department 
of Justice, where he was associ- 
ated with Attorney General Wil- 
liam C. Rogers in an advisory ca- 
pacity. The Attorney General was 
believed to have been influential in 
securing his appointment to FCC. 

During service on FCC he has 
advocated active investigation of 
situations where questions arise 
about program performance. 

Last summer he scored some- 
thing of a “scoop” by publicly ad- 
vocating that FCC abandon its cur- 
rent statistical questionnaire on 
program performance, and adopt a 
new plan which requires stations 
to report in narrative form what 
they have been doing to justify a 
finding that they operate in the 
public interest. 


s Commissioner Ford also has ex- 
pressed confidence FCC will have 
little difficulty framing anti-payola 
rules and new laws “to restore 
public confidence in the industry.” 

He has clashed frequently with 
the former chairman, John Doer- 
fer, who feared current investiga- 
tions would lead to harmful and 
illegal restrictions. Denying that 
anyone plans to change the basic 
U. S. system of broadcasting he 
commented recently, “Let me em- 
phasize the future of the Ameri- 
can system of broadcasting does 
not hang in the balance.” 


= President Eisenhower obtained 
Chairman Doerfer’s resignation to- 
day, less than a week after a new 
storm blew up over his use of the 
Storer Broadcasting Corp. yacht 
in Florida. 

His association with Mr. Storer 
had been a matter of controversy 
two years ago, when the House 
committee on legislative oversight 
accused Chairman Doerfer of in- 
discreet fraternizing with industry 
members. But nothing came of it 
at that time. 

In his letter of resignation, 
Chairman Doerfer reiterated his 
belief that service on FCC re- 
quires day-to-day contact with in- 
dustry people, and that these con- 
tacts sometimes ripen to friend- 
ship. ; 

He contended these friendships 
do not imperil either the govern- 
ment official or the member of the 
industry. 

The President termed the deci- 
sion to resign “a wise one.” 


s This was the second of the ad- 
ministration’s FCC appointments to 
crumble under fire from the com- 
mittee on legislative oversight. Ear- 
lier, Commissioner Richard Mack 
resigned as a result of controver- 
sies over grants of Miami tv per- 
mits. 

Chairman Doerfer was named to 
FCC in 1953 and was designated 
chairman in 1957. His term of of- 
fice was not due to expire until 
June, 1961. # 


Advertisers Raise 
Questions on Fine 
Print in CBS Rules 


(Continued from Page 1) 
30-minute shows and an unspeci- 
fied number on the case of hour 
entertainment shows) is not ex- 
ceeded and if the major sponsor 
does not object. 


® The crackdown on number of 
program interruptions will hit 
hardest in the news and public af- 
fairs field. A quarter-hour news- 
cast can be interrupted only once; 
only four interruptions will be 
permitted in an hour show; a half- 
hour show can be interrupted 
twice. 

Newscasters and commentators 
will stop giving those lengthy lead- 
ins to commercials. Their lead-ins 
will be limited to “now a word 
from [name of sponsor].” 

There is also a new provision 
about product acceptability: “Com- 
mercial copy which may be ac- 
cepted for entertainment programs 
is not necessarily acceptable on 
news and public affairs programs.” 


= ADVERTISING AGE surveyed some 
major tv billing agencies to get 
their reaction to these CBS 
changes. Here is what two of the 
agency men had to say: 

e Richard A. R. Pinkham, senior 
vp, Ted Bates & Co., who has been 
meeting with CBS executives on 
these changes, pointed out that 
separate problems are involved 
relating to each advertiser. He said 
there is a large area of agreement 
with the network and a small area 
of disagreement. 

Bates, which has several clients 
on CBS news shows, appears to be 
willing to go along with efforts to 
avoid viewer criticism of commer- 
cia] intrusions in newscasts. 

The area of disagreement be- 
tween the agency and CBS in- 
cludes the number of interruptions 
permitted in a 30-minute enter- 
tainment program. 

Mr. Pinkham doesn’t consider 
piggyback positioning an effective 
substitute device. 

The agency executive pointed 

out that a number of advertisers 
have put their minor brands into 
network tv recently because of the 
flexibility and economy of this 
type of pattern. If the new rule 
calling for a maximum of three 
commercial positions is inflexible, 
some of these brands “may go back 
to spot tv where they came from,” 
Mr. Pinkham said. 
e Oliver Barbour, vp and director 
of radio and tv programming at 
Benton & Bowles, indicated this 
agency is still waiting for clarifi- 
cation from the network as to pre- 
cisely what the standards mean. 

Mr. Barbour raised two points of 
possible concern: (1) The defini- 
tion of an interruption and (2) 
the interpretation of billboard. As 
an example he cited the integrated 
commercials in the “Danny Thom- 
as Show,” where the product sell 
is fleeting, but must of course be 
included. These General Foods 
commercials, he said, get good 
mail response. “If we have to give 
that up, it will hurt a great deal,” 
he said. 

The Benton & Bowles executive 
said the advertiser will have a 
gripe if the new billboard rule 
means he is confined to saying 
merely the advertiser presents. 


s AA also queried Herbert A. 
Carlborg, director of program prac- 
tices, to see what kind of sell now 
carried on CBS will be verboten 
under the new taste and accept- 
ance standards. 

Mr. Carlborg said the rules re- 
lating to commercial copy accept- 
ance for news would be a matter 
of negotiation. “Our aim,” he em- 
phasized, “is to create the proper 
climate for news and public affairs 


shows.” # 


Last Minute News Flashes 
BBDO Names Gillen to London Post 


New York, March 11—Following its entry into the international 
field, Batten, Barton, Durstine & Osborn is moving William R. Gillen 
to London, where he will become a director of BBDO International and 
take charge of European liaison with U:S. clients. Mr. Gillen has been 
vp and assistant to the president. The move follows BBDO’s acquisi- 
tion of Dolan, Ducker, Whitcombe & Stewart and Patrick Dolan & 
Associates (AA, March 7). 


Oliver Corp. to Meet with Six Agencies in April 

Cuicaco, March 11—Oliver Corp. is reviewing its advertising pro- 
gram for its agricultural and construction machinery, both foreign and 
domestic. Six agencies, including Buchen Co., the incumbent, will 
make presentations in April. R. L. Dinnsen, advertising and sales pro- 
motion manager, said no other agencies will be considered. The ac- 
count bills an estimated $1,000,000. 


Louis Brockway to Leave Y&R in May 


New York, March 11—Louis N. Brockway, chairman of the executive 
committee at Young & Rubicam, has “asked to be relieved of his 
duties” on May 1 to get “more leisure and a less strenuous working 
schedule.” Mr. Brockway will continue as a Y&R director and will 
handle some special assignments. He has spent 30 years at the agency. 


Edison Electric Hears Agencies; Other Late News 


e Edison Eleetric Institute and member utilities will hear presentations 
March 28 and 29 for the $2,500,000 Live Better Electrically account. 
Fuller & Smith & Ross, the present agency, as well as Leo Burnett Co.; 
Compton Advertising; McCann-Marschalk; Batten, Barton, Durstine & 
Osborn, and possibly one other agency will solicit the business. 


e Erwin-Lambeth Inc., Thomasville, N. C., manufacturer of uphol- 
stered furniture, has named North Advertising, Chicago, as its agency. 
The account, which bills nearly $100,000, was a direct advertiser. 


e Lehn & Fink Products Corp. has appointed Geyer, Morey, Madden 
& Ballard to handle a new drug product, expected to go into test mar- 
kets within the next few months. 


e Arthur W. Cowles, formerly vp and assistant general manager of 
the Chicago office of Marsteller, Rickard, Gebhardt & Reed, has been 
elected exec vp and general manager of the agency’s Pittsburgh office, 
succeeding Rodman S. Reed, who has been promoted to vice-chairman 
of the board. Mr. Reed, one of the founders of the agency, will con- 
tinue to headquarter in Pittsburgh. 


e Herbert W. Warden has closed down his agency, H. W. Warden 
Associates, a shop he launched in August, 1958, and will join Grey 
Advertising on March 15. Moving with him will be Potato-Plus, Junket 
Quick Fudge mix and a new, unnamed product of Salada-Shirriff- 
Horsey and the Bantob cigaret account. 


e Warner-Lambert Pharmaceutical Co. has appointed Cunningham & 
Walsh to handle advertising for a proprietary drug product. Warner- 
Lambert would not name the product, but it is thought to be Sterisol, 
a mouthwash which has been test marketed through Warwick & Legler. 


e Personal Products Co., Milltown, N. J., is test marketing a rolled 
sanitary napkin called Roll-nap in Providence. A half-page spread in 
the March 9 Providence Evening Bulletin describes the new product as 
“individually wrapped, purse-size, deodorant protected.” Young & 
Rubicam, New York, is the agency. A similar product is also being 
tested by Scott Paper Co. through Compton Advertising. 


e Tintex, formerly at Mogul Williams & Saylor, has switched its 
account to Grey Advertising, New York, effective next month. The 
home dye product is made by Park & Tilford, a subsidiary of Schenley 
Industries. Grey also handles Amitone, marketed by Norex Labora- 
tories, also a Schenley division. 


e Advertising agency profits in 1959 reversed their downward trend 
of recent years, Frederic R. Gamble, president of the Four A’s, told 
the National Business Publications meeting at Boca Raton last week. 
Mr. Gamble Friday said details of agency profit performance will be 
available in “about two months.” 


chased in the U. S.” 

Also in the order against FC&B 
is a provision that it must not fur- 
nish advertising or promotional 
material on behalf of a Swiss or- 
ganization to U. S. retail watch 
dealers “on a basis which discrim- 
inates against any type or class of 
such dealer.” 


Decree Limits 
Agency’s Clients 


(Continued from Page 1) 

In addition, it is enjoined for a 
five year-period from represent- 
ing more than one association of 
Swiss watch manufacturers. 

FC&B resigned the Watchmak- 
ers of Switzerland account in De- 
cember, 1958, and now has no cli- 
ent in the watch field. The decree|Watch Assn.; Eterna Watch Co. 
also listed Ebauches S.A. and F.H.|of America; Concord Watch Co.; 
(Federation Suisse des Associations | Diethelm & Keller; American Rol- 
de Fabricante d’Horologerie) as|ex Watch Corp.; Rodania Watch 
FC&B accounts. Co.; Movado Watch Agency; Jean 

The order prohibits FC&B from|R. Graef Inc.; Norman M. Morris 
“advertising or engaging in pro-|Corp.; Henri Stern Watch Agen- 
motional work or other public re-|cy; Berco Inc.; and Wyler Watch 
lations activity for or on behalf of|Corp., all of New York. 
any association of Swiss manu-| Five Swiss and five U. S. com- 
facturers of watches or any or-|panies did not sign the consent 
ganization representing such man-|judgment. The Swiss defendants 
ufacturers or association which are|are Federation Suisse des Asso- 
designed to induce or influence the|ciations de Fabricants D’Horolog- 
people of the U. S. to purchase|erie; Ebauches S.A.; Gruen Watch 
Swiss watches only through retail| Mfg. Co. S.A.; Eterna A.G. Uhren- 
jewelers, unless such advertising| fabrik; and Wittnauer et Cie. U. S. 
or promotional work or other pub-| defendants are Bulova Watch Co., 
lic relations activities are also de-| Benrus Watch Co., Longines-Witt- 
signed to inform the people in the|nauer Watch Co. and Watchmak- 
U. S. that there are sources other | ers of Switzerland and Information 
than retail jewelers from whom) Center, all ‘of New York, and 


@ The other 12 agreeing to the 
consent judgment are American 


such Swiss watches may be pur-|Gruen Watch Co., Cincinnati. # 
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Hartenbower New 
TV Code Head as 


McGannon Leaves 


Swezey, Cash, Seaton, 
Potter Listed as Possible 
Successors to Fellows 


WASHINGTON, March 11—Direc- 
tors of the National Assn. of 
Broadcasters this week elevated 
E. K. Hartenbower, KCMO-TYV, 
Kansas City, to chairmanship of 
its tv code review board and made 
plans to select a three-man board 
to run the association until a suc- 
cessor to Harold E. Fellows is 
named. 

The three interim administrators 
are Clair McCollough, Steinman 
Stations, Lancaster, Pa.; G. Rich- 
ard Shafto, WIS, Columbia, S. C., 
and Merrill Lindsay, WSOY, De- 
catur, Ill. 

Mr. Fellows, chairman of the 
board and president, died of a 
heart attack Tuesday (see story 
on Page 50). Already being men- 
tioned as successors are Robert 
Swezey, former exec vp and gen- 
eral manager of WDSU-TV, New 
Orleans; Norman E. (Pete) Cash, 
president of the Television Bureau 
of Advertising; Interior Secretary 
Fred Seaton and former Sen. 
Charles Potter (R., Mich.). 

Mr. Hartenbower succeeds Don- 
ald H. McGannon, president of 
Westinghouse Broadcasting Co., 
who leaves the code board. NAB 
said it was because he had been 
“appointed twice” and is ineligi- 
ble for reappointment. Mr. Mc- 
Gannon, however, has not served 
two full terms. 


= Meanwhile the directors desig- 
nated NAB’s secretary-treasurer, 
Everett E. Rivercomb, acting ad- 
ministrator of the association. 

Ultimate selection of a succes- 
sor to Mr. Fellows is to be made 
by a committee of seven to ten 
persons, also to be picked by the 
chairmen and vice-chairmen of 
the radio and tv boards. The com- 
mittee may include persons out- 
side the industry. 

The NAB board also okayed: 
e An amendment to the tv code 
standards reducing maximum 
number of participation spots in 
programs of one-half-hour or long- 
er from the current six to five 
per half hour. 


e Three new appointments to the 
tv board: George Whitney, KFMB- 
TV, San Diego; Robert W. Fergu- 
son, WTRF-TV, Wheeling, and 
James R. Gaines, WOAI-TV, San 
Antonio. 

e A decision to expand the tv 
code staff with (1) a New York 
office to maintain continuing con- 
tact with New York-based net- 
works, agencies and advertisers, 
and (2) more personnel in Los 
Angeles and Washington. 

e A plan to allow non-NAB sta- © 
tions to subscribe to radio stand- 
ards of practice for a nominal fee. 
This is seen as a step toward an en- 
forcement program comparable to 
thatintv.# , 


NORMAN GEARE 


PHILADELPHIA, March 11—Nor- 
man W. Geare, 67, retired adver- 
tising executive, died March 10 af- 
ter an illness of several weeks. 

Mr. Geare was president of 
Geare-Marston when it became the 
Philadelphia division of Ruthrauff 
& Ryan early in 1957. Later that 
year R&R merged with Erwin, 
Wasey & Co. to become Erwin Wa- 
sey, Ruthrauff & Ryan. Mr. Geare 
then retired. He had been with the 
old Eugene McGuckin Advertising 
Co. in Philadelphia before forming 
Geare-Marston in 1928 with the 
late Harold Marston. 
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Perrottet Botthof Cahners 


NBPers—Relaxing between business sessions at the 1960 annual spring meeting of the 
National Business Publications in Boca Raton were Louis Perrottet and Bud Mast Jr., 
Conover-Mast Publications, New York; Laurie Botthof, Standard Rate & Data Service, 
Skokie, Ill.; Norman L. Cahners, Cahners Publishing Co., Boston; Bud Haywood, 
Haywood Publishing Co., Chicago; Les Watt, Watt Publishing Co., Mount Morris, IIL; 


Watt 


Haywood Mast 


Meldrum Study Helped Republic Steel 
Hike Readership 10%, NBP Is Told 


(Continued from Page 1) | 
their publications serve. ~ 
@® Much of Tuesday’s “agency | 
day” program dealt with new} 
studies of advertising effective-| 
ness. One study, by Meldrum &| 
Fewsmith, Cleveland, which will 
not be fully released until next 
month, reportedly led to changes 
in Republic Steel ads which have 
increased readership by 10% dur- 
ing the past four years. 

The other, a progress report on 
the work of the council on adver- 
tising readership of the Industrial 
Advertising Research Institute, 
suggested that a reliable technique 
for analyzing factors which stimu- 
late readership has finally been 
achieved. In tests on two industrial 
publications the IARI results con- 
form to some of the conclusions 
reached by Meldrum & Fewsmith, 
while conflicting with others. 


es Arthur A. Early, director of 
marketing services, and Niles A. 
Wilson, research director, both of 
the Meldrum agency, described 
how Starch ratings for 1,800 ads by 
Republic and its competitors in 65 
business publications had been an- 
alyzed during the past four years 
to isolate factors common to ads 
with high readership and ads evok- 
ing high coupon response. 

On the basis of a “new set of 
benchmarks” which came out of 
this research, they said, Republic 
has (1) eliminated non-functional 
color; (2) gone to bleed in all 
pages; (3) secured an idea of the 
seasonal pull of all products and 
how they vary; (4) had a 10% 
gain in readership and hopes for 
another 10% to 15% gain; (5) 
learned that audiences of some 
publications are more responsive 
than others, and (6) had its choice 
of repeat ads greatly simplified. 


= Mr. Early assured the publish- 
ers that Republic designed the 
study to learn more about the use 
of white space, and he stressed 
that the conclusions are specific 
only for Republic. “Other business 
paper advertisers have different 


noted. 

Full details of the Meldrum & 
Fewsmith four-year study of Re- 
public ads are not to be released 
until next Month. Meanwhile, some 
of the specifics mentioned at the 
NBP meeting included: 


e A second color doesn’t increase 
readership and sometimes even 
hurts it. 

e Use of bleed effectively in- 
creases readership. 


e People in illustrations some- 
times seem to reduce interest. 


e Square halftones are superior to 
other illustrations. 


e Right hand pages do better than 
left hand pages. 


e Single-page ads facing other 
ads are superior to ad pages facing 
editorial. 


e A repeated ad usually gets 
about as much readership as when 
it first ran. 

e Generally, position in the first 
quarter of a magazine is best for 
an advertiser, and the last quarter 
is poorest. 


e Ads in the first quarter of the 
year draw superior response from 
a seasonal standpoint. 


= Because of the multiplicity of 
products it sells, Republic has 
been spending over $1,000,000 an- 
nually in 130 business publica- 
tions, the agency people pointed 
out. Since these publications reach 
25,000,000 persons annually and 
have an average Starch of 20, a 
gain in readership of 10% repre- 
sents 500,000 additional readers. 


@ The report on recent progress 
by the council on advertising read- 
ership of IARI was presented by 
John W. DeWolf, of G. M. Basford 
Co. 

After six years of effort, he 
said, the committee hac finally 
agreed on 58 “variables” which can 
be used in evaluating the reasons 
for readership results. 

The committee has discovered, 
he said, that no over-all set of 


Harper Eiserer Kihlstrum 


verti-ers in all publications can be} 
laid down. Meaningful material | 
can be secured only when each 
publication is studied individual- 
ly, he said. 


= The readership issue was raised 
from the floor following a talk 
yesterday by C. E. Geary, manag- 
er, direct current motor and gen- 
erator department, General Elec- 
tric. Asked how GE rates its ads, 
he said readership ratings are 
wonderful for judging the techni- 
cal skill of an agency. But, he said, 
he doesn’t consider ads from that 
standpoint. 

“An ad can’t be all things to all 
people,” he commented. “As soon 
as you try to sell a budget on a 
high Starch, you get yourself in 
deep water.” 


s A panel also got into readership 
Monday when Robert L. Hartford, 
Machine Design, used an analysis 
of high Starch rated ads from In- 
dustrial Marketing to demonstrate 
that ads are most effective when 
they provide information which 
helps the reader solve his problem. 

Introducing a round table on 
promotion, he pointed out that ads 
which gave useful ideas generally 
outranked those which simply of- 
fered to provide information. 

He noted the average-noted rat- 
ing in six Starch studies of IM 
advertising in 1959 was 17; this 
is higher than the average-noted 
figure for other business papers 
being Starched, he said. 

Members of his panel were 
Randy Brown Jr., Sales Manage- 
ment; Sal Marino, Penton Publish- 
ing Co.; Richard M. Beeler, Beeler 
Publishing Corp.; Lee B. Berg- 
strom, Consumer Packaging, and 
William A. Wilson, Pit & Quarry. 


= The opening-day program also 
included Rep. Hale Boggs (D., La.), 
sponsor of legislation nullifying 
recent Internal Revenue Service 
regulations which bar tax deduc- 
tions for any ads dealing with 
legislative issues. He said new pol- 
icy statements filed by the Com- 
merce and Treasury Departments 
with the House ways and means 
committee last week provided en- 
couragement for advertisers (AA, 
March 7). No tax law or regulation 
should stand which “impairs the 
ability of the public to communi- 


Jaenke Hollins Driscoll 


Rep. Boggs argued. 

Also on the Monday program 
was a panel discussion of the work 
of TF clubs, which raised the pos- 
sibility that the Business Paper 
Week observance, which started 
in Cleveland last fall, will be at- 
tempted simultaneously this year 
in New York and Chicago also. 
The panel included Robert W. Mc- 
Kenna, Chilton, presiding; G. C. 
Hooker, Industrial Equipment 
News, Chicago; W. G. Sheehan, 
Southern Automotive Journal and 
Electrical South, Cleveland; Stan- 
ley F. Girard, Tool Engineer, Chi- 
cago, and James L. Ozanne, Foun- 
dry, New York. 

Also on the NBP program were 
heads of major assocations: Fred- 
eric R. Gamble, president of Four 
A’s; Lowell McElroy, ANA, and 
Harold A. Harty, chairman, Assn. 
of Industrial Advertisers. 


= The meeting concluded today 
with two panel sessions. One, on 
“The Challenge of In-Plant Dis- 
tribution,” included as panel mem- 
bers T. Richard Gascoigne, Hay- 
den Publishing Co., and Louis J. 
Perrottet, Conover-Mast Publica- 
tions, new NBP chairman. 

The other, on “Cutting Compo- 
sition Costs,” was led by Leonard 
A. Ejiserer, American Aviation 
Publications. Discussion leaders 
were George Cameron, Chilton; 
Raymond Coombes, Mechaniza- 
tion; Norman A. Olson, Consumer 
Packaging, and Frank Richter, 
Watson Publications. 


s NBP officers installed at the 
meeting were Louis J. Perrottet, 
Conover-Mast, chairman of the 
board; John W. Hartman, Bill 
Bros. Publications, vice-chairman 
for legislation; Marshall Haywood 
Jr., Haywood Publishing Co., pub- 
lications vice-chairman for oper- 
ations; Milton B. Kihlstrum, Mil- 
ler Publishing Co., vice-chairman 
for membership; David Watson, 
Watson Publishing Co., vp for pub- 
lic relations; Leonard A. Eiserer, 
American Aviation Publications, 
treasurer. 

Four new directors are Richard 
M. Beeler, Beeler Publishing Corp.; 
C. Laury Botthof, Standard Rate 
& Data Service; Kingsley Rice, 
Technical Publishing Co. and Rice- 
Youmans Publishing Co., and Nor- 
man Cahners, president, Cahners 


problems and sales strategies,” he 


conclusions applicable to all ad- 


cate freely with its legislators,” 


Publications. + 


Advertising Age, March 14, 1960 


Gillette Wilson 


Robert E. Harper, NBP; Leonard Eiserer, American Aviation Publications, Washing- 
ton; Milton B. Kihlstrum, Miller Publishing Co., Minneapolis; Russell C. Jaenke, Pen- 
ton Publishing Co., Cleveland; Red Hollins, W.R.C. Smith Publishing Co., Atlanta; 
Maury Driscoll, Industrial Publications, Chicago; Scranton Gillette, Scranton Publish- 
ing Co., Chicago, and Jack Wilson, Wilson-Carr, Chicago. 


Sen. Neuberger, 47, 
Active in Much Ad 
Legislation, Dies 


WASHINGTON, March 9—Sen. 
Richard L. Neuberger, 47, who died 
today, figured prominently in 
many legislative matters of partic- 
ular interest to advertising and 
publishing. 

During his one term in the Sen- 
ate, he successfully sponsored leg- 
islation to control billboards on 
the new federal interstate highway 
system. He provided the decisive 
vote which forced the 1958 postal 
rate increase bill out of the Senate 
post office and civil service com- 
mittee. A year ago he was identi- 
fied with a proposal to subsidize 
anti-tobacco educational programs 
in public schools. He had also been 
active lately in behalf of a tax 
loophole bill which would have 
tightened up on deductions for 
such purposes as entertainment, 
company owned yachts and hunt- 
ing lodges. 

His death creates a vacancy in 
the Senate post office and civil 
service committee at a time when 
the committee may have to deter- 
mine whether to consider addi- 
tional postal rate increases sought 
by the administration. # 


First Ad Display Agency 
Association Formed 


An organization meeting of point 
of purchase display companies 
throughout the country was held in 
St. Louis March 10, 11 and 12 to 
organize the first national associa- 
tion in this field. The group will 
be called the American Assn. of 
Advertising Display Agencies. Its 
members provide point of pur- 
chase planning, creative and pro- 
duction services. 

Russell S. Kribs, Russell S. Kribs 
Associates, is chairman of the or- 
ganizing committee. He resigned as 
marketing vp of Tel-A-Sign, Chi- 
cago, last May when he formed his 
own company in St. Louis. 


WPIX Promotes Harris 

Blaney Harris, formerly an ac- 
count executive at WPIX, New 
York, has been named to the new 
post of program sales manager of 
the tv station. 


Haggerty Beeler 


Dix Hook 


Hartford 


AT EASE—At the 1960 spring meeting of the National Business Publications in Boca Ra- 
ton were Lee Haggerty and Arthur H. Dix, Conover-Mast Publications, New York; 
Dick Beeler, Beeler Publishing Corp., San Francisco; George Hook and Carroll Buzby, 
Chilton Co., Philadelphia; Robert L. Hartford, Machine Design, Cleveland; William A. 


Wilson Stewart 


Buzby 
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Gascoigne Mrs. Mast 


Pope Richards 


Wilson, Pit & Quarry Publications, Chicago; George Stewart, Constructioneer, East 
Orange, N. J.; Ernie Gauley, Consulting Engineer, St. Joseph, Mich.; Jay Herz, Mod- 
ern Medicine, Chicago; Dick Gascoigne, Hayden Publishing Co., New York; Mrs. Bud 
Mast Jr.; George Pope, Foundry, Cleveland; Ray Richards, Purchasing, New York. 
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Small Company Needs Ad Tactics 
Different from Competitor's: Peterson 


5 Small Brewers 
Form Ad Co-op, 


(Continued from Page 3) of advertising research for E. I. du 
motion of Inland Steel Products| Pont de Nemours & Co., said that, Budget $1 000 000 
Corp., said that an “advertising op- | “In general, techniques for measur- af . 
eration should be so ciosely inte-| ing attitudes are not as accurate as F 
grated with sales that management|we would prefer. The measures (Continued from Page 3) . 

P a ; Each brewer-member maintains 
cannot think of advertising as a|currently being used tend to be his separate identity and continues 
thing apart or something that can|8ross and relative measures. By to make and distribute his own 
be left out without really hurting|8TOSs measures I mean they are brand 
sales. Almost all sales problems good for dividing people into ex-| But association members have 
are advertising problems as well,|treme groups; that is, the most} agreed to utilize what Mr. Morris 
and, with the right approach, ad-|favorable group, the indifferent! describes as “a common family of 
vertising can often solve them.” group, and the unfavorable group. EASTER — Alumi- | advertising,” and particularly a 

Mr. Cheney added: “It does lit- If we try to differentiate ac- “ ” 3 
; num Co. of Amer- |central theme and “character” in 
tle good to point out to manage-|Ccurately between those who are ’ ’ : P : 
Se : , ica is using this |their ads, as developed by the 
ment that advertising is not an|Mmildly favorable and those mod- : Morris agency 
exact science; that inspired adver-|erately favorable, there will be) full-color display an tanta s 
a - 7 * ; | ; : The principal common denomi- 
tising will never be conceived by a|™any errors made,” he said. piece for its Al- nator in member advertising is 
calculating machine. I don’t think| As an illustration, Mr. McNiven | coa Wrap to pro- a trademark character—a jolly 
we should say to management that noted, “I can measure a table top mote sale of little man with handlebar mus- 
‘cutting down on advertising to| With a ruler calibrated in inches| Easter hams. A |tache and beetlin 
ae . ‘ red ‘ g eyebrows. 
, save money is like stopping the|@nd you can have one calibrated in| special premium 
clock br ond time.’ prema 2s oe pp get the) offer of a two- |# For Jones Brewing, in the Pitts- 
I do think that we should do Swer, Unless, OF COURSES, We | piece Wear-Ever |burgh area, he’s “Stoney,” since 

4 everything possible to convince|Convert centimeters to inches or .  * in 3 ’ 

, ; : : carving set is in- |this is the name of Jones’ beer. 
management of the effectiveness of | Vice versa. In attitude measure- : F ‘ s 

— . 7 cluded For Holihan Bros. in Massachu 
advertising, and to prove what it| ment, you usually don’t know what , setts, he’s “Mr. Holly.” For Ceont- 

- does for sales,” he asserted. exact unit you are using, so it is livre Brewing, in Indiana, he’s 

- extremely risky to convert the 4 |rooms—the vast majority of toy |“Crownie,” to go with Old Crown 

a ® In defense of ad budget cuts,|S°°res into any other system or oy en ee makers neglect to advertise. beer. 

y Dean Axtell, manager of Inland|©Y€" t© compare the scores with But when they do, tv gets a big-| As Mr. Morris explains the copy 

eC Steel’s budget division, said, “The those obtained in any other way.” - ‘ger and bigger lion’s share. The concept: 

uf advertising dollar is . . . competing TV Ads Topping medium has made it possible to| “We're trying to create an image 

e with such expenses as salaries,|® To those considering a study of sell expensive toys as never be-|of such distinction that it will be 

- which are very difficult to cut.”| public attitudes toward their com-| say fore. It has an important bearing| recognizable wherever it’s used. 

- The major reason why advertising | Pany, Mr. McNiven offered the fol- 59 5 $6 000 000 on buyers’ orders. It has shortened|We think we can build up the 

e is prone to be sliced, Mr. Axtell| lowing suggestions: l rj pl cen oe that — to be! prestige of .the smaller concerns 

'S offered, is “that it is an easy ex-|¢ Decide in 8 sellers for three or four years |by creating ads which convey a 

’ advance exactl ; : : 

n pense area to obtain cost reduction. | areas you need to Sead Naa (Continued from Page 3) to one, but it has increased the | feeling of quality. Our association 

x “Advertising expense .. . is very ° Television advertising by toy-| volume during the that one year’s| members can’t outspend the big 

e difficult to evaluate or justify ob-| °® Decide exactly whom you want| makers exceeded $6,000,000 last|life to make it more than worth|companies so we have to try to 

r jectively,” he said. “No good meas- to talk to. year, a figure almost double the | while. outthink them.” 

. uring sticks are available to de-|e Decide in advance what you are : — i-t pron a = Advertising of list prices has im- The Morris agency gets the 

‘ termine the proper amount of| going to do with th 7 reperm som we Peeve , usual commission on the ads it 

e going to do wi e answers when Burea f Advertisi M : pelled discount and loss leader 54s 
advertising expense and it is dif-| you get them edly, VETERE. AGaEes , , places for association members. 

n higit ter the udvertiien menense|’ _” and Sunday supplement advertis- — - the — Py ser some |For other association work, such 

il to prove just what would happen| °® Don’t forget the general public|ing, however, dropped some $100,- age ac (tine a = —— as market research, it bills. each 

n if his budget is cut.” has very little knowledge of your|000 according to Publishers In-|*!St Price (though certain custom- |... yany in strict proportionate to 

r- Mr. Axtell said. “I think it is|CO™Pany and even less interest in| formation Bureau—for a total of|©TS object). Some buyers attempt | » tual use. 

oe : . ’ it $1,642,081. The PIB figures int to stay clear of items which they : 

1 improper, for example, to ask how |*”’ abponadabsees cnigedl : po! think ane “naturals” for inae-tnak- Mr. Morris says he.first got the 

ht much advertising we can afford at|}e When designing the question- re the continuing shift to tv by er or heavy discounting idea for bringing a number of 
a certain sales volume. Rather, we/naire, keep the questions or tasks the toy men. . But the magic spell of tv has small independent concerns %o- 
should ask what is the minimum|you want the respondent to per- One large manufacturer said, ‘+ wij] |Sether on the marketing front 

Rs : DeT-\ «Seles are runnin f head | Worn off to the extent that it will ; . . 
amount of advertising necessary to| form as simple as possible. oo Se Me eet longer sell out a toy at retail when his agency first obtained the 
achieve a certain.sales volume. that we’re embarrassed to give you | — 4 a. «|Jones Brewing account 11 years 
7. e When you get the results, follow | the figures.” simply because it is advertised; it 

nt It would be well to present] i. gecision rules you set up in P will do little or nothing for a me- | ®8° 

es management with alternatives to d d don’t t ‘ ‘ diocre item 

: shew them how much advertising advance and don't try to get some-|@ Charles S. Raizen, president of “i ae ’ .,;_ | Looking into the problems con- 

in : : thing out of the study that it *t|Toy M f Television’s demonstrative abili- ; 

g oO y that it wasn oy Manufacturers of the U.S.A.,|.. , — fronting the small brewer, he 
to 1s necessary to increase sales vol- d . d t : a a 9 e ties will keep it in the forefront ing ’ 
ume 5% or 10% esigned to give you. commented: “This year’s toy fair , : became convinced that they had 

a- sing ALP will be held with ir of fi- |Of 1960 ad plans. Projected budg- ; 

ill “This is easier said than done, I with an air of conti-| ots at this time call for tv in-|C°™mon problems which could be 
k but if h _|@ “How not to measure the corpo-|dence and enthusiasm resulting : solved only by united, coordinated 

of now, but if we can show a rela ; ; : creases ranging from about 18% 

Its tionship between advertising and| "ate image” was.offered by Charles from the completion of the best for Remco to a 250% increase fore..|¢ffort. In_ particular, he observed 

ca sales it is a simple mathematical|K- Ramond, technical director of | year in the history of the Ameri- pols ia iT whi h probably | their need for “real brand recog- 

: the Advertising Research Founda- | ¢4n toy industry.” oe ee ee oe ee tail 

‘O- problem to determine what level)” I p - | Will pass the $1,000,000 mark for ; 
of advertising is most profitable for | 4°". t was probably a year in which ion St ie Ss. Since the Morris agency took 

bs the corporation.” He cautioned that the negatives|™ore advertising dollars were F over the Jones Brewing account 
as he offered concerning research| Spent than ever before, although Hellmann Forms Company; (Stoney’s Beer), this company’s 

‘ were given “in the interest of bet-| the companies with budgets of ap- volume has just about tripled. To 
as = Dr. J. N. Peterman, director of : : Bellus to Transcontinent 

. Be ae : ter research for us all, and not be-|Preciable size number only about achieve this growth, the company 

hi- psychological research for Buchen a dozen Gordon A. Hellmann, formerly ae * 
. - ; cause I have adopted an unwhole- . : eer has used an advertising campaign 
his Co., noted “that there is no such : : ‘. director of advertising and sales a ; oti 
; : somely negative attitude. e Mattel Inc. appears to have - : that might be described as “stick 
thing as a corporate image except » appe promotion of Transcontinent Tel-|; ” : ; 
. “ae ‘ »| Dr. Ramond then proceeded to! been 1959’s biggest advertiser, with |*..; in the eye” copy with emphasis on 
as it exists in the minds of people. re - ’ evision Corp., New York, has } : 
: op note the “only three things wrong] an expendit timated at $1,- ’ tie outdoor signs. But it also has 
He emphasized that “in the case|—. : penditure estima a *~ |formed Hellmann Marketing Serv-| ; , : : 
P , with most corporate image re-| 250,000 or more—mostly in televi-|: . 8 invested in considerable point of 
of corporate image studies, even 7 3 . : , A y ice at 654 Madison Ave., New . “ 3 P 
ac- : search: That it is logically inade-| sion—with better than $800,000 in epee ; al sale material, and the distribution 
| more so than is true of most other : , 4 York. Specializing in visual sales : 
ew research, the time to set the stage quate; that it cannot be done, and | network tv. Mattel sponsors “Mat- iatienn | th uani of menu booklets suggesting ways 
ew v4 " ‘ . that it is not used.” ty’s Funday Funnies” over the presen a P ° je new. company to combine beer with food. 
f for use and application of the find- : a . will provide consultation and cre- 

o . ; , He said that “if the study doesn’t}; ABC network on a 52-week con-|_,: 7 : The 1960 program for U.S.A. 
ings is not at the completion of the ot eta ; : : : ative services for clients in broad- : : 
survey work, but rather, before its help decision making, it hasn’t been | tract and is considered a pioneer ti d related field. members, as now projected, will 

—e initiation.” ‘ used. Only in this sense has it been| daytime network tv toy advertis- — Patios . - . , be built largely around outdoor 
: : 7 my experience that many corporate | er. — pe, ere Sa ads, with copy changed monthly. 
Sidney J. Levy of Social Re- images are useless.” sales manager of KFMB, San Di-| «4 number of boards are now 
search Inc., outlined ways in which Corporate image research cannot| ° Louis Marx & Co., believed to|ego, has replaced Mr. Hellmann as | ,,ger contract. As many as 700 
the corporate image can be of val- oe dete. tee S0kk tn eed alee) be the world’s No. 1 toymaker, also| director of advertising and sales| signs may be leased —80% of them 
ue to companies: opinions about the company are so agg sor nap a a aban of ban ge angen Join-| posters. The others will be spec- 
e It provides management with a faint or infrequent that their meas- “ efby tha: ted atte Fg ay oe oa cae = t ° neW | taculars, but Mr. Morris feels that 
perspective and an overview of its; urement by an existing method is roa satiate — pong 7 a = ore ~ en eke (ae spectaculars will be dropped 
relationships. almost impossible. # ristmas season with a spot tv er is Carleton Hence, previously | next year in favor of posters to 
program, where it probably spent | national sales manager of WBRE- | permit more frequent copy change. 
e It is helpful when a company close to $1,000,000 in about ten) TV, Wilkes-Barre, Pa. | 

has stockholders and management BBDO Names Emory, LaFarge | weeks. The seven items that were : 3 The program also will include 
is interested in effective communi-| Brooks Emory, formerly senior | promoted on the air reportedly sold O'Mara & Ormsbee Boosts 3 'some spots on a few tv stations, 
cation with them. vp of Lennen & Newell, has joined} out at retail. James T. Ritter has been pro-|radio spots and from two to four 

Batt Bart Dursti & O ted f the Ch ] ff | ad canal f 
_| Batten, Barton, Durstine S- moted from the icago sales staff; ads a month in a few newspapers 
her , onther ces bapa - B arsenten | born, New York, as account group|® Among the other major toy ad-|of O’Mara & Ormsbee to western | serving certain markets. As yet, 
corporate image plays an impo: rtant | Dead on Warner-Lambert Phar-|vertisers in 1959 were Revell, Rem-| sales manager, succeeding Charles no magazine ads have been used, 
B — P |maceutical Co.’s Bromo-Seltzer|co, Ideal Toy, Lionel, Gilbert,|L. Healy, who was named vp and|but consideration is being given 
ards : account. Mr. Emory had been with | Parker Bros., Milton Bradley,| western manager of the news- to some split run ads in August or 

e The corporate image can be | Young & Rubicam for 20 years | Transogram, Amsco, Playskool. |paper representative company. At! September this year. 
ast crucial in attracting talent from before: joining L&N a year ago.| Considering that there are some the same time, Alfred G. MacKen-| Media choice differs to some 
od- competitive executive and profes- John LaFarge, also formerly with | 1,400 exhibitors at the ten-day toy|zie has been promoted from the extent in various marketing areas 
sional markets. Lennen. & Newell as vp and copy fair, which spreads out through |New York sales staff to manager because of differing local condi- 


|group head, has joined BBDO’s 


s Malcolm A. McNiven, manager copy department. 


two hotels, two toy buildings and of the Detroit office, succeeding tions, especially laws governing 
dozens of permanent toy show- | Robert A. Jobson, who resigned. | beer sales and distribution. + 
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(Continued from Page 2) 

| network shows on an alternate! 
| week basis, giving the advertiser | 
a billboard and a one-minute com- | 
mercial one week and a cross-plug 
the following week. This type of 
buying can be made over several 
programs for a short period of 
time. Last September we bought a 
very effective plan of this type for 
Du Pont’s car waxes for a concen- 
trated period of three months this 
|spring,” Mr. Traviesas continued. 
| The BBDO executive said that 
'tape will enable stations to pro- 
duce local shows to fill some of 
|the time that has formerly gone 
|to syndicators’ fare. He predicted 
\that stepped up competition will 
|cause the costs of syndicated pro- 
grams to “reach the leveling-off 
|stage.” Additional income from 
'the international market, he said, 
may help syndicators meet addi- 
tional expenses without raising 
their prices to U.S. buyers. 


# Mr. Traviesas began his speech 
by presenting the sales story for 
ithe “flexible medium of syndica- 
| tion” as it is outlined to potential 
|clients when BBDO finds suitable 
properties. The major points 
stressed: 

1. Economy—“‘In many in- 
stances, a quality, top-rated syn- 
dicated show can do the job at less 
than the cost of a good tv spot 
campaign. For instance, this sea- 
| son Schaefer beer needed a tv 
exposure in Hartford, but did not 
have the dollars for an effective tv 
spot campaign; so on our recom- 


‘Four Just Men.’ The show is 
doing well in this market, which 
means that with a minimum 
amount of dollars we are getting 
reach, association and a merchan- 
disable property.” 

2. Market selection—“An adver- 
tiser can reach any one market, or 
a group of markets, where sales 
'jand sales potential justify either 
|a television effort or a supplemen- 


Ohio farmers buy each year... 


CEE NE Fo 
ESE FF 
Building Materials ....................::0::c00ese00002373,822,000 


Drugs eonsereresenernsascossncssnnscesssescessecesnccesnssccosss gh Op NO |tary television expenditure. A 

Furniture and Appliances..........................$171,470,000 ‘scoring punch’ can be directed 

i . where it is most needed. Weak 

a Retail Food NTE seatiadn ied van te tien, 0s ts 
III cissesexscciscrerovessernscenorvecseooseinvenesthil at aU the case in many network buys. 


Again, as an example, Lucky 
Strike is in about 50 markets with 
Ziv’s ‘Lockup’ and ‘This Man 
Dawson.’ These markets are in 
areas where Lucky Strike feels 
|\they need added tv impact to 
support their network vehicle. 
Also, when we first inaugurated 
MCA’s ‘Secret Agent 7,’ we com- 
bined a regional order with dual 
filter Tareyton, whereby Lucky 
Strike took the bulk of the stations 
and Tareyton took the remainder.” 

3. Choice of station and time— 


LL Ea ~ Fr. 


*Rural sales as compiled from Sales Management and government data. 


Total spendable income reaches $1,277,100,000 yearly! 
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mendation Schaefer bought ITC’s|- 


-~ 


Advertising Age, March 14, 1960 


a. Traviesas Tells Rough 
Ram Road Ahead for TV Film 


|ment. (However, I must hasten to 
say that any negative comments 
I make today about the use of spot 
announcements do not mean that 
we don’t advocate spot campaigns 
at BBDO. We recognize each tv 
vehicle for its specific merits, 
depending on the objectives of 
each campaign.” 

7. Merchandising and promotion 
—‘Syndication affords the sponsor 
the opportunity to merchandise 
and promote his tv property, 
something that is difficult to do 
with spot announcements. Stand- 
ard Oil of California received for 
the premiere of ‘Sea Hunt,’ on 26 
West Coast stations, more than 
$100,000 worth of promotion in 
the form of on-the-air promos, 
newspaper ads, outdoor signs, per- 
sonal appearances by Lloyd Brid- 
ges, and point of sale material. 
Similar promotional case histories 
can be told about Conoco in con- 
nection with ‘Whirlybirds,’ Ballan- 
tine and ‘Bold Venture,’ Brown & 
Williamson and ‘MacKenzie’s 
Raiders,’ and many others,” Mr. 
Traviesas said. 


s The sellers were represented by 
E. Johnnie Graff, National Tele- 
film Associates vp, who said syn- 
dicators have been aided by the 
fact that many stations have in- 
creased discounts for program unit 
buys while cutting discounts for 
announcement buys. 

Nevertheless, he was not opti- 
mistic in his analysis of syndica- 
tion’s financial plight, with many 
syndicated shows losing money. 
“T think it would help everyone 
in the industry if we all faced up 
to the fact that buyers, sellers and 
even talent must realign their 
thinking if syndication as we know 
it is to survive,” he said. Once a 
syndication outfit commits for 
production, even for a low budget 
show, it must be prepared to spend 
about $1,300,000 for 39 episodes. 
“Figure print and lab costs at 
$10,000, another $30,000 for adver- 
tising the series and that’s now 
$1,340,000. Then 35% for sales and 
distribution costs, or about $400,- 
000 more to be added on before 
pricing the show, for a total of 
roughly $1,750,000 that must be 
grossed in sales before the profits 
show or even before he pays the 
bank interest,” he said. 


es “On this basis, and knowing 
that about 85% of his potential 
revenue comes from the top 25 
markets, he must price markets 
like Pittsburgh at $950, Boston at 
$900, Chicago at $2,250, New 
Orleans at $450 and New York at 
$4,250. These are prices, remem- 
ber, based on cost, but unfortun- 


“Even the best tv network doesn’t | ately they’re way out of line un- 


have the best station in every 
market. 


opportunity to pick the best sta- 


each market.” 


shows such as “The Honeymoon- 


| period can do.” 


trolled program conditions. 


26 West Coast markets.” 


less the shows can be placed in 


Syndication affords the|prime time or a good adjacency. 


| Otherwise the sets in use and the 


tion and time period peculiar to|resultant ratings make the cost- 


|per-1,000 look sick and the media 


4. Rating getter—‘Ratings of | buy a bad one. 


“So going into the marketplace, 


ers,’ ‘Phil Silvers Show,’ ‘Sea Hunt’ | the syndicator knows he’s got one 
\and ‘Highway Patrol’ and others|strike against him. Now if he’s 
give an indication of what a good| lucky enough to start with a good 
\syndicated show in a good time|regional sale that guarantees him 


about $20,000 an episode, he’s 


| 5, Nighttime minutes—“‘An ad-_ , insulated against bank pressures 
'vertiser who needs at least a min- | | and panic selling,” Mr. Graff said. 
ute to tell his story and who wants | 
'to reach the entire family can use|the wheeling and dealing starts 
\a syndicated program under con- almost with the first can of film, 
This | and stations watch for the sign of 
has been true of Standard Oil Co. 
of California, a BBDO client, which | cheaply as possible. 
has used ‘Sea Hunt’ effectively ~~ 


But, he noted sadly, sometimes 


|trouble and move in to buy as 


The arithmetic continued: 


6. Program a ts vs.,/m “The usual good syndication 
spot announcements—‘“Special re- show grosses $1,500,000 first time 
search that we have done at BBDO around, or around $40,000 an epi- 
has proven that a commercial|sode. Take off the print costs, 
within a program is much more advertising, bank loans and finally 
effective than a spot announce- sales and distribution costs, and 
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NOW... 
= | ; m= Old Forester 


OPTICAL ILLUSION— 
The bespectacled 
man in the KLM 
Royal Dutch Air- 
lines ad is not 
holding a bottle 
of Old Forester, 
but it looks that 
way. The ads ran 
in the Los Ange- 
les Times and 
both advertisers 
have the same 
agency—but the 
ads were placed 
by different of- 
fices of Erwin 
Wasey, Ruthrauff 
& Ryan. 


bo. 
“#00, 
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the syndicator nets about $25,000. 
That’s probably $6,000 or $7,000 | 
less than the show cost him a 
make. 

“Some years ago, he used to! 
smile and say, ‘I’ll make it on the 
residuals.’ We know today this is 
wishful thinking. The only money 
from residuals is made by actors, 
musicians, and the guilds. 

“The syndicator finds that when | 
he goes into re-runs, he encoun- 
ters a soft market, loaded with 
dumped product, antagonistic sta- 
tion program people, no time 
availabilities and a sales overhead 
just as heavy as first-run selling. 
If he grosses $15,000 per episode, 
he’s lucky. And that’s only if the 
show did well, ratingwise, the first 
time around. Now take off $2,000 
for residual payments, sales ex- 
pense of 35%, some tardy bank 
payments and then try to make 
the numbers check out. 


s “To crystalize it even further, 
some of Ziv’s hottest properties, 
like ‘Highway Patrol,’ shows like 
our own ‘Sheriff of Cochise’ have 
only grossed approximately $2,- 
000,000 since inception. 

“On the other hand, shows that 
come off the networks are usually 
completely amortized, and _ the 
syndication coin is pure gravy. 
That’s why there is such a price 
differential in the marketplace 
between the off-net shows and the 
straight made-for-syndication 
films. 

“And that’s why syndicators are 
completely justified in asking tal- 
ent guilds to create a different 
wage scale for network produc- 
tion,” Mr. Graff said. 


= On the upbeat side, Mr. Graff 
gave a number of specific exam- 
ples showing how advertisers— 
such as Kellogg, Budweiser, etc.— 
have been sold on a specific use of 
syndication and with great results. 


Burnett Joins Roche, Rickerd 

Hal Burnett, for the past 10 
years president of Burnett & Lo- 
gan, Chicago, has been named 
publicity director of Roche, Rick- 
erd & Cleary, Chicago. Mr. Burnett 
served as Washington editor and 
executive editor of ADVERTISING 
Ace and as editor of Industrial 
Marketing, before opening his own 
publicity and sales promotion 
agency. 


Safeway to Co-Ordinated 
Safeway Stores has appointed 
Co-Ordinated Marketing Agency, 
New York, to handle radio and 
television advertising in the met- 
ropolitan area. This advertising 
formerly was placed direct. 
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Grocer May Sell 
Aspirin j in N.Y., 
Court Declares 


BuFFAaLo, March 8—Aspirin may 


|be sold in supermarkets, a New 


York state supreme court judge 
ruled yesterday. 

Justice Reid S. Moule affirmed 
the right of Loblaw Inc. to sell 
Bayer aspirin in its stores, despite 
the absence of a registered phar- 
macist. 

Loblaw, a supermarket chain, 
sought this ruling in a suit brought 
against three New York state bod- 
ies—the board of pharmacy, board 
of education and board of regents. 

These bodies had prevented Lo- 
blaw from selling aspirin on the 
ground that, although aspirin is 
available without a prescription, 
it is a potentially dangerous prod- 
uct and should not be sold ex- 
cept under the supervision of_a 
pharmacist. 

The state groups 


the Pharmaceutical Society of the 
State of New York. The society 
last summer placed in the hands 
of its members an ad, 
think aspirin is harmless,” urging 
them to run it in their local news- 
papers to warn the public about 
“the growing number of acciden- 
tal poisonings involving aspirin” 
(AA, July 20, ’59). 


or habit forming.” 

Justice Moule’s decision paral- 
lels one made in 1958 by a Wash- 
ington, D. C., judge, who ruled 
that “restricting aspirin sales to 
druggists affords no real protec- 
tion to the public.” Justice Moule 
said: 

“The faets before the court fail 
to show any such relation in the 
sale of Bayer aspirin tablets to the 
public health or welfare as would 
justify the exercise of the police 
power of the state.” + 


‘Detroit News’ Issues Rates 
for Zone Advertising 
Detroit News, Detroit, has begun 


able on Wednesday only). Auto- 
motive, political and general rates | 
for the three areas range from 47¢ | 
to 53¢ per line flat. 
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make 
sure 


you get 
the order 


localized advertising 
in the state farm paper 
which has earned his 
confidence . . . brings 
buying results 


& 


Farmers like our kind of paper. It’s local . . . an informed 
“next door neighbor” . . . because we edit only for Ohio 
people and Ohio agriculture. Farmers prefer us 2 to 1 
over any other farm publication. Your product gains add- 
ed interest and respect in this environment. Farmers be- 


had been| | 
strongly backed by retail drug-| 
gists, through their organization, | 


“So you) 


8 Loblaw was supported in its ac- | 
tion by Sterling Drug, marketer of | 
Bayer aspirin. Sterling told the| © 
court that aspirin is a proprietary | 
medicine that “is not deleterious | 


offering zone advertising (avail- | 


come even more interested when you use techniques of 
| STRAIGHT-LINE ADVERTISING — local pictures, 
case histories, prices, terms, dealer listings. We can insert 
these quickly and at low cost because we print by gravure. 
Want proof? Send for free folder. 


7 Oo faeange 


1010 ROCKWELL AVE., CLEVELAND 14, OHIO 


STRAIGHT-LINE ADVERTISING available also in — 
s MICHIGAN FARMER © PENNSYLVANIA FARMER 
THE INDIANA FARMER ® THE KENTUCKY FARMER 
THE TENNESSEE FARMER & HOMEMAKER 
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The Advertising Market Place | 


AVERAGE PAID CIRCULATION FOR 6 MONTHS ENDING DEC.31,19599 48, 389 


HELP WANTED 


HELP WANTED 


POSITIONS WANTED 


TOP 
SPACE 
SALES POSITION 

o deere now available on mass con- 
sumer magazine of major publishing 
company. A rare and rewarding opportu- 
nity for an alert,- agressive and success- 
ful salesman seeking his final move. 


|\If you can write 
|eopy that sings, 
if you have had sound retail 
experience ...if you are looking for a 
challenge and bright future with one of 


WANTED! 
FEMALE COPYWRITER 
WHO IS “FASHION-ABLE” 
imaginative fashion 
and brings results... 
fashion 


Exceptional growth potential for right | Chicago’s most dynamic fashion centers— 
man. Salary plus. Chicago territory.| THEN BY ALL MEANS ANSWER THIS 
Send resume and snapshot. AD. Please submit complete details. 
Box 3431, ADVERTISING AGE Salary commensurate with ability and 

200 E. Illinois St., Chicago 11, Illinois experience. Replies held in_ strictest 


WRITER 
Technical and Publicity 
To prepare catalogs, specification sheets, 


confidence. Our staff knows of this ad. 


Box 3484, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


literature and news releases on a variety 
of technical products. Work with sales 
and engineering departments, plus ad- 
vertising agency, printers, artists, media. 
Requires technical aptitude and writing 


BARNARD’'S 
A Specialized Placement Service 


ADVERTISING, PR, EDITORIAL, SALES, 


SECRETARIAL & GEN OFF 
call or write 


experience. Vacancy in advertising de- | Miss Barnard Mr. Pollard 
partment of expanding multi division| WA 2-2306 220 8. State St., Chicago 4 
electronic and metallurgical manufac- | Advertising 


turer. Highly attractive future prospects. 
Please reply to: 
Advertising Manager 


ART DIRECTOR 


We are looking for an experienced man 
or woman to head up our fashion Art 


P. R. Mallory & Co. Inc. Dept. Work Monday thru Friday. All 
3029 East Washington Street company benefits plus good starting 
Indianapolis 6, Indiana salary. 


Production Manager for 
professional publisher in 
design books, purchase printing 


small, active 
Chicago to 
and 


CRAS. A. STEVENS & CO. 
25 N. State St. 


MOLENE PERSONNEL SERVICE 


binding services and materials, SUPEFVISE | PUDLICITY  ............0csssecverversnesneenennnrsnenes editors 
production, control costs. Excellent | advg. mana EER SSS 
opportunity for person seeking a re- | artists ...... media ...... production ...... sales 


sponsible position with a variety of 
production activities Beginning salary 
approximately $6400 dependent upon 
qualifications. Send full details on educa- 
tion, experience, and qualifications. 
Box 3457, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chicago, SU 7-2255 
ADVERTISING SALES 
If you are an aggressive salesman, good 
closer, sold business magazine advertis- 
ing and ambitious to get ahead, we have 
a real opportunity and permanence for 
you in our Cleveland office. Building 
publication with an old and respected 
large multiple publishers of business 
magazine. Salary, incentive, commission 
and expenses. Send complete resume to 
Box 3260, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


READERSHIP RESEARCH 
Advertising Research Salesman 
Chicago office of national advertising re- 
search company has opening for junior 
sales-service account executive. Experi- 
ence with readership studies important. 
Sr. V.P., Daniel Starch & Staff, Mama- 

roneck, New York. 


TEXTILES COPYWRITER—We’'re looking 
for an advertising copywriter good on 
homefurnishings and fashions who is also 
thoroughly grounded in the knowledge of 
man-made fibers, mills, converters and 
the textile trade generally. She should be 
personable, about 30 to 40. Location: 
Philadelphia. Give all details in letter. 
Box 3482, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


COPYWRITER: A man who really loves 
good, smart industrial copy. A man who 
is creative and, while not necessarily an 
engineer, understands technical products 
and appreciates their application. A man 
who enjoys organizing and writing ex- 
ceptional sales literature. A man who is 
productive, self-supervising and creative. 
To such a man, this sound Philadelphia 
advertising agency offers, not blue sky, 
but a full return on your productivity. 
Write in confidence. 
Box 3483, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
ADVERTISING MANAGER 

Our Advertising Manager is moving up 
in the Company. Do you have a good 
general advertising background? Are you 
a good administrator? Do you have a 
strong background in Direct Mail Ad- 
vertising to business firms? If so, we | 
offer a career opportunity at a good) 
‘salary with our rapidly growing Co. Our 
direct mail alone has won the D.M.A.A. | 
award 3 years in a row. Don’t delay. | 
Write Mr. E. Huebner, Manpower, Inc., | 
820 N. Plankinton, Milwaukee, Wisconsin. | 


“All is grist which comes to our mill” 
ANdover 3-4424, 105 W. Adams St. Chgo 3 


ADVERTISING SPACE SALES 


Opportunity for young man in twenties 


to represent midwest territory for inter- 
national business publisher. Chicago of- 
fice. Must be aggressive and able to 
compose own “action getting’ sales 
letters. Basic knowledge of advertising 
helpful. Salary and incentive arrange- 
ment commensurate with qualifications. 
Expenses. Write giving full particulars. 
All replies held in strict confidence. Our 
people know of this ad. 

Box 3502, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


CHICAGO PRODUCTION DEPT. 
OPPORTUNITY 

Production dept. of one of Chicago's 
leading ad agencies interested in young, 
ambitious man with some experience in 
buying type, engravings, printing, etc. 
Will work as assistant to Production 
Director and eventually have own ac- 
counts assigned. Phone for appt., 

Mr. McIntyre, Financial 6-4708. 


POSITIONS WANTED 


VERSATILE ARTIST 
Seeks spot with South-Southwest agency 
or publication. 6 yrs. exp. layout, finish, 
production all media. Young, married. 
For resume, samples write: 
Box 3485, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Presently employed space salesman, age 
38, with 12 years experience in industrial 
and consumer fields seeks growth oppor- 
tunity. Has excellent sales record and 
references. Must be New York City based 
but willing to travel Direct all inquiries 


to Mr. Alberto Gavaci, President, APG 
Assoc. Advertising 38 East 29th Street 
New York, New York 

Acct exec, zealeous, creative-8 yrs 


diversified exp servicing & selling accts 
(industrial, retail, trade, small consumer, 
etc.) Will reloc, pref South. 

Box 3486, ADVERTISING AGE 
630 Third Ave., New York 17, New York 

ARTIST-ART DIRECTOR 

Crisp roughs and comps, plus finish art 
line or wash. Throughly experienced, 
versatile mature artist desires permanent 
agency connection. 

Box 3487, ADVERTISING AGE 
4041 Marlton Ave., Los Angeles 8, Calif. 

YOUNG MAN—PUBLISHING 
Likes to work! Wants pressure, people, 
action. Persuasive, organizer. Business 
degree; Law degree in October, 1960. De- 
sires interest with growing regional or 
consumer publication. Excellent back- 
ground with Philadelphia magazine pub- 
lisher. Married; children. Age 26. 

Box 3488, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


Just recently I sold my company. 
been looking around bo 
“Specialists, we want specialists,” 


Unfortunately. I couldn’t fill the 


management people, create ideas 


keep a few bucks. I have an MBA 
under 35 years old. 


I'M SHOCKED! 


r something exciting to do. What a shock! 


ears. To stretch a point, one agency was looking for a man with 17 
years’ experience writing collateral copy for bat guano. And a 
manufacturer wanted a sales manager with ten years’ experience 
selling nail clippers to three toed sloths. 


read this far, you might be interested in knowing that I can swing 
my weight in a meeting, fire up a sales organization, deal with top 


merchandise, and stimulate those around me to better things. 

Briefly, my background includes nine years with one of the big 
50 agencies and top responsibility on national accounts. Then I 
started a company of my own in a different industry and from 
scratch made it successful enough where I could sell out and 


If this description fits the image of someone you would like to work 
with, then get in touch. Just send your name and telephone num- 
ber on company letterhead, and I'll call you . . . preato. 


Box 990, Advertising Age 
200 E. Illinois St., Chicago 11, Illinois 


And for the past two weeks I’ve 
has been beating a tattoo in my 


bill in either case. But if you’ve 


that sell, write copy that moves 


in marketing and finance and I’m 


CREATIVE ACCOUNT EXECUTIVE 
10 yrs. 4A agency. Strong new business 
plans, mdsing. Have some billing. 

Box 3501, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


PR-WRITING CHGO., DET., CLEVE.; 
Nwspr-mag. exp., IM award '58 BA, age 30 
Box 3491, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
LET EXPERIENCED, well-known indus- 
trial editor handle your company exter- 
nal, tech writing, brochures, PR. Sensible 
contract rates. Write Tower Publications, 
53 W. Jackson, Chgo. 


Art Director-Consultant offers layout 
help. Temporary, free lance. NYC area. 
Box 3492, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


SALES CREATOR (Chicago) 

Exec. Salesman caught in merger squeeze. 

Strong in ideas. Sadler says, “This man 

can learn fast, analyze well and has 

very strong sales ability.”. Now earning 

$15,000 but will consider incentive plan. 
Box 3493, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


YOUR WIFE 

has probably read my ads, heard my 
jingles, seen my TV _ spots. Creative 
young pro, now copy Dir.—Partner, small 
agency, wants a challenge & a future 
with your company or agency. Exp. pkg. 
gds., home furn., all facets adv. & sls. 
prom., will relocate. Money: high teens. 
May even be worth it. 

Box 3494, ADVERTISING AGE 

630 Third Ave., New York 17, New York 


DIRECT MAIL/MAIL ORDER EXEC 
Can plan, prepare, administer your direct 
mail campaigns....or launch your new 
mail order operation. 12 years top man- 
agement of successful mail 
Creative; energetic; versatile. Sound 
working knowledge of all aspects of 
mail merchandising, markets, lists, print 
media. Creates high-response copy & 
layouts. Age: 36. 

Box 3495, ADVERTISING AGE .- 
630 Third Ave., New York 17, New York 
CAN YOU USE MAN with a possibility 
of substantial billing in near future? 

Box 3496, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


INDUSTRIAL ADVERTISING MANAGER 
Media ¢ Direct Mail 
Movies @ Meetings © Trade Shows 
Solid experience all phases industrial 
advertising, sales promotion, and public 
relations—merchandising through direct, 
dealer, and redistribution sales. Can step 
in and take charge. Available now. 
Box 3497, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Versatile Adman Available 
Seasoned, young (29) adman seeks ass't 
ad manager, contact or ad sales position 
in Chicago. 5 years experience with 
agencies and leading advertiser. Married 
—college graduate. Marine Corps PIO 
experience. 

Box 3503, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Well regarded creative copy-contact man 
(35). Heavy promotion & merchandising, 
cosmetics, intagibles, etc. Relocate with 
agency or advertiser. 

Box 3504, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

FREE-LANCE WRITER 

Copywriter for Sears, Fields, Walgreens. 
Publicity hse. organs, collateral for Ar- 
mour. UN 9-0347 or DA 8-2410 (Evanston, 
tl.) 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per line. 
Add two lines for box number. Closing deadline: Copy in written form in Chicago 


Wednesday 
ified only): 


office not later than noon, 
Coast Repr ive (Cl 


cl ifad 


5 days preceding publication date. Pacific 
Departments, Inc., 4041 Marlton 


Ave., Los Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles: Monday noon, 
7 days preceding publication date. Display classified takes card rate of $18.75 per 


column inch, and card discounts on size 


POSITIONS WANTED 


and frequency apply. 


BUSINESS OPPORTUNITIES 


order firm. |. 


ASSISTANT ADVERTISING 
MERCHANDISING MANAGER 


Real opportunity with lead- 
ing record company for 
aggressive young man with 
music, electronic back- 
ground. Box 984, Advertis- 
ing Age, 200 E. Illinois St., 
Chicago 11, Illinois 


WOMAN 
COPY SUPERVISOR 
COSMETICS 


You will need at least five years’ 
agency experience — complete 
facility in print and TV—the 
ability and drive to start from 
scratch and come up with a 
finished selling campaign. 

You will have the cooperation 
and respect of a group of pros 
—the well-known Wade advan- 
tages—a _ self-respecting salary 
—the fun of working on one of 
the country’s fastest-growing 
cosmetic accounts. 

Please mail résumé to Mary Afflick. 
WADE ADVERTISING, INC. 
20 N. Wacker Drive 


Chicago, Illinois 


Tr. Ace’t Executive or Adv. Mer. 
Creative planner & doer. Requisite exp. 
Box 3489, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Art Director. 4A agency record. Can do 
unique things to the old cliches. 
Box 3490, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


EXPERT FREE-LANCE COPYWRITING 
Agencies ... Ad Managers... Art Studios: 
Cali me for “rush hour’ service. Avail- 
able for copy-contact at any time...no 
“evenings only” limitations. Versatile, 
professional, reasonable. Top references, 
samples. HOLDEN—NA 2-6355 (Chicago). 
PUBLIC RELATIONS 
Solid experience in industrial publicity, 
press relations, company publications, 
photography. College grad, family, age 
seek a challenging position with 
agency or industry. Write 
Box 3506, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


REPRESENTATIVES WANTED 


CHICAGO PUBLISHER'S REP 
Wanted by West Coast Publisher of top 
paid and audited graphic arts trade book. 
Presently running advertising for more 
than twenty-five major accounts in ter- 
ritory, potential more than three times 
this volume. For the right man—com- 
plete territory protection and aggressive 
home-office sales help. Must know 
graphic arts industry. Send late snapshot. 
Box 27 R 596, ADVERTISING AGE 
4041 Mariton Ave., Los Angeles 8, Calif. 


REPRESENTATIVES AVAILABLE 


Young, Experienced, Chicago based 
publisher’s representative offers immedi- 
ate coverage of Midwest area. 

Box 3498, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


FORMER INDUSTRIAL AD MGR who 

knows what A.M. needs to know wants 

media job. 5 yrs. coll., 33, Chicago area. 
Box 3505, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


BUSINESS OPPORTUNITIES 


SUCCESSFUL PUBLISHER desires ad- 
ditional capital for expansion of profit- 
able publication in consumer and trade 
field. Should return investor active or 
inactive 100% profit within 12 to 18 
months PLUS excellent capital gains 
return. Write today. 

Box 3480, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

TRADE SHOW CONSULTANT 
Available to companies and/or associa- 
tions organize and produce successful 
trade shows. 

Box 3496, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


Our 49th Year 


SENIOR COPYWRITER $15M 
MEDIA BUYER 10M 
ACCOUNT EXECUTIVE Open 


ASST. PRODUCT MGR., woman 8M 


MARKETING SPECIALIST, consumer 
products 13M 
SLS. PROM. MGR., food exp. 9M 


RADIO-TV COPYWRITER, woman 6M 
SPACE SALESMAN, trade 
publication 10 
MANY MORE—MAIL 


RESUME ” 
GLADER CORPORATION 


110 S. Dearborn St., CHICAGO, ILL. 


Wanted—Advertising Agency with Vol- 
ume Typography to invest in up-to-date 
Complete Typographic Plant. 
Box 3499, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
One-woman ad agency wants to rent 
space Midtown. Private office required. 
Box 3500, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


BE A TRADE JRNL PUBLISHER 
IN CALIFORNIA 

Small but long established magazine in 
vital industry has great big potential in 
competent and ambitious hands. Cash 
talks but terms O. K. to right buyer. 
Box 27 R 544, ADVERTISING AGE 

4041 Mariton Ave., Los Angeles 8, Calif. 


MISCELLANEOUS 


TOP QUALITY RESUMES! 
100—$3.75—-ADD 50 MAIL ORDER 
IBM EXEC. TYPE—FAST SERVICE 
MINIATURE BILLBOARD CO. 
10 E. 44 St. NY 17—YU6-9262 


FULLY COMMISSIONABLE! 


Advertising Specialties, Business Gifts, 
Premiums, Sales Promotion Novelties, Cal- 
endars, imprinted items of all kinds. 
House of a Thousand Ideas! Let us help 
you select the right item for your partic- 
need. Low quantity prices, less 
* to Ad Agencies. Write today! 

Palomar Products 

5410 Wilshire Bivd., 
Los Angeles 36, Calif. 

WE. 1-1811 


NEWS AND FEATURE WRITER, 
male, age 24 to 26, for position in 
growing public relations depart- 
ment of Chicago advertising agen- 
cy. Must have two to four years 
news and feature writing experi- 
ence on newspapers, trade or con- 
sumer magazines. Excellent oppor- 
tunity for rapid advancement. Send 
detailed resume and work samples. 
Write Box 986, ADVERTISING 
AGE, 200 E. Illinois St., Chicago 11, 
Illinois. 


WRITERS 


to join advertising staff to pro- 
duce corporate and sales liter- 
ature including product bro- 
chures, external magazine and 
advertisements. Prefer young 
experienced men. Degree re- 
quired. Electronics background 
helpful. Salary open. Send 
resume and representative sam- 
ples. Please do not call. 


Mel Schinkel 
Director Corporate Advertising 
Collms Radio Company 
Box 1891, Dallas, Texas 


Phone: CEntral 6-5353 


Stuttgart 
(Switzerland) 


to turn over their branch office in 
(75 employees; billing: 5 Million 


GUNTER BLASE 


owner of the advertising agency Gunter Blase, 
(Western Germany), and Zurich 


will stay in New York from Ist to 10th of April and is very in- 
terested in contacting American advertising agencies which intend 


Europe to a full advertising agency 
Dollars) in Germany or Switzer- 


land. Please send your inquiries for the purpose of personal dis- 
cussion to: Box 983, Advertising Age, 630 Third Avenue, New York 117, N.Y. 
From ist of April you 27n send your inquiries to: Giinter Blase, c/o 
Hotel Waldorf Astoria, Park Avenue, New York. 


PUBLISHER 


We are publishers of several heavy industry trade mag- 
azines. One of these—in the general manufacturing field 
—needs a publisher. This man must have a successful 
space selling record. He must have had some magazine 
promotional experience. He should know something about 
factory management, production planning and material 
handling. He should be in the middle-late thirties or very 
early forties. This is an outstanding job for an outstanding 
man who wants to make some money. Tell us everything 
about yourself—in absolute confidence. 


Box 985, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
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COPYWRITER 

INDUSTRIAL 
Excellent opportunity in fast growing 
agency for experienced industrial writer. 
Should have 5 years agency background, 
versed in Chemical or Plastics industry. 
Trade ads, sales prom., etc. Write in 
confidence giving background, experience 
and present earnings. 

Box 988, Advertising Age 

200 E. Illinois St., Chicago 11, Illinois 


r-—ADVERTISING AGENCY ol ae | 
s 


Owner of one of New Jersey’ 
long established, fastest growing 
small ad agencies seeks contact 
with principal ONLY of successful- 
ly operated small ad agency de- 
sirous of growing with us. Your 
personal ability to take over our 
entire inside operation—(not your 
billings)—is prime consideration. 
Write in complete confidence. Box 
987, ADVERTISING AGE, 630 Third 
Avenue, New York 17, New York. 


Fine, Fast, Fairly Priced Photography 


pics 


Photographers 
DEARBORN 2-1062 
187 NORTH LASALLE STREET, CHICAGO 1. LINCIS 
PUBLICITY 
CONVENTION INDUSTRIAL 


COMMERCIAL 


ACCOUNT EXECUTIVE 


To join fast growing Chicago In- 
dustrial Agency. Must have at 
least 5 years experience in Chem- 
ical or plastics field, knowledge 
of marketing, merchandising and 
sales promotion. Excellent oppor- 
tunity for right man. Give full 
details, clients served and salary 
requirements. Write in confi- 
dence. Box 989, Advertising Age, 
200 E. Illinois St., Chicago 11, Ill. 


SALES MANAGER 
Outdoor Advertising 


Expanding Midwest company offers 
an excellent opportunity for a man 
with sales management experience 
in the field of outdoor advertising 
to take over an aggressive, estab- 
lished sales force and train and 
direct its expansion. The man who 
qualifies must have potential to 
become a member of top manage- 
ment at the policy-making level. 
Will start up to $15,000. Send resu- 
mes to: 

Mr. Patrick Coughlin 

Graebner & Company 

401 Mobile Oil Building 

Minneapolis 2, Minnesota 


ARE YOU THIS MAN? 


Right now you control an adver- 
tising account or accounts that 
add up to around $500,000. 

But you're not satisfied with just 
that. You want to team up with 
men who are just as energetic and 
ambitious as you are. 


You are looking for an opportunity 
to control your own destiny, to 
establish yourself as the head of 
your own agency, to protect your 
own interests and find security for 
the future of yourself and your 
family to participate in the growth 
of an agency already well estab- 
lished, in New York City. 

All of this is possible if you are 
this man. 

First, please write to Box 972, AD- 
VERTISING AGE, 630 Third Ave.., 
New York 17, New York, giving us 
the facts about yourself. Naturally 
your reply will be held in strictest 
confidence. Our staff knows of this 
ad 


HAVE YOU WRITTEN 
SUCCESSFUL DIRECT MAIL? 


Here’s an opportunity for you 
to create and write for some of 
the largest direct mail accounts 

* in the country. Ours is an agen- 
cy rapidly expanding in the di- 
rect mail field and we’re looking 
for a writer who can grow with 
us. If your ideas and copy have 
sold and you're looking for 
more responsibility and the 
money that goes with it, we’d 
like to talk to you. The salary 
is open depending on your ex- 
perience and ability. Send us a 
resume in complete confidence. 
Our employees know of this 
ad. Box 991, Advertising Age, 
200 E. Illinois St., Chicago 11, 
Illinois. 


Inland Dailies Had | 
January Increases in | 
Total Linage: IDPA 


Cuicaco, March 8—Midwest| 
|newspapers with circulations aver- 
|aging 10,000 and 25,000 showed 
| gains in January in national auto- 
motive advertising but big losses in 
other national advertising, accord- 
ing to Inland Daily Press Assn. Lo- 
cal, classified and total linage were 
up in both groups, IDPA said. 

IDPA’s “Advertising Index”! 
showed the 10,000 circulation 
newspapers up 7.2% in national 
automotive, down 16.6% in other 
national, compared with January, 
1959. This group of dailies showed 
a drop of 6.2% in total national, 
but local ads were up 3.2%; classi- 
fied jumped 4.5% and total ads 
increased 2.5%. 

The 25,000 circulation group 
gained 5.4% in national automo- 
tive, but lost 21.1% in other na- 
tional and 13.7% in total nation- 
al. Their local was up 7.5%; class- 
ified 8.6% and total advertising, 
6.3%. # 


K&E Appoints Four 

Robert Fitzgibbons, formerly 
with D. P. Brother & Co., has 
joined the Detroit office of Kenyon 
& Eckhardt as an account execu- 
tive. In New York, K&E has named 
Sidney Belanoff, formerly a lectur- 
er at Brooklyn College, and Arthur 
Kover, previously in the reading 
office at Yale University, project 
supervisors in the research depart- 
ment. Robert W. Kellogg Jr., for- 
merly with Campbell-Ewald Co., 
has rejoined K&E as a member of 
the copy department. He previous- 
ly was with the agency from 1955 
to 1957. 


The Midwest's 
outstanding placement 
service for Adv. * Art & 
allied fields. 
By appointment only 
59 E. MADISON + SUITE 1417 
CHICAGO 2, Ill. 
CEntral 6-5670 


BIRCH 
Pe, Pr ea ne | 


5 SQ. INCHES 
FLUSH MOUNTED 


Overnight by 
Airmail 


DON HARRIS NEEDS: 
MARKETING RESEARCH EXEC. Eastern 


oe TO $17™M 
AE, traffic appliances. Fast-rising 
EE sac hahosebee otebsrcencnce $15M+ 


MEDIA DIRECTOR, one who reads mar- 
keting plans. Important office, top agency. 
All media. Good presenter to important 
ale etn Boren) gies 2 SI ee TO $15M 
COPY, important Midwest agency, to 
write on petroleum products, also to farm 
GRRE paddvaevivcndabentns> iva Gee 
COPY, WOMAN, upper-rank dept. store 
writer with deft, sprightly flair for high 
fashion and beauty. National mfr. $10-12M 
ASST. AE, right-hand man to v. p., big 
agency's Chicago office. Grocery-product 
exper. Mid 20’s to early 30’s........ $10M 


DON HARRIS, Director 
Advertising and Marketing Division 


MONARCH PERSONNEL 
28 E. Jackson, Chicago, WAbash 2-9400 


Better Jobs and Lower Fees 


ASST. A.E. grocery b/g 10-13M 
AD. MGR. consumer products 15M 
AD. MGR. food processor 15-20M 


AD MGR. industrial manufacturer 8-11M 
COPY SUPERVISOR ad agency 20-30M 


COPY CHIEF trade papers 8-11M 
COMMUNICATIONS cinema b/g 9M 
EDITOR (2) nat’! trade paper 6-8M 


VISUAL AIDS SPECIALIST expd. 8-9M 
WRITER data processing, exp. 10-12M 
EX. HOUSE ORGAN electronics 12-14M 
ART DIRECTORS ad agencies 9-12M 
ART DIRECTORS retail stores 10-15M 


Send 2 complete resumes to us 
for confidential handling 
WALKER 
83 So. 7th St., Minneapolis 2, Minn. 


Po SiR AM oie er een 


Rhodes 


McKearnan 


Matthews 
Gerhold 


FC&B RESEARCHERS MEET—Attending the annual Foote, 
Cone & Belding directors of research meeting in 
San Francisco Feb. 25-26 were Thomas McKearnan, 
New York; Taylor Rhodes, San Francisco; Paul E. J. 
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Tully 


DuBois Zielske 


Gerhold, chairman, New York; E. C. Pomerance, 
Chicago; Cornelius DuBois, New York; Hugh Ziel- 
ske, Los Angeles; William C. Matthews, San Fran- 
cisco, and Richard Tully, senior vp. 


NAEA Gets 1,200 
Contest Entries in 
First Five Weeks 


Cuicaco, March 9—More than 
1,200 persons have already en- 
tered a slogan contest sponsored 
by Newspaper Advertising Exec- 
utives Assn. to promote the Audit 
Bureau of Circulations, Robert 
Pace, NAEA secretary, announced 
today. 

Mr. Pace said that entries have 
been mailed to him from all sec- 
tions of the U. S. and Canada. He 
pointed out that official entry 
blanks are now available from 
NAEA headquarters, in Danville, 
Ill., or from any newspaper mem- 
ber of NAEA, but he added that 
slogans may be submitted without 
use of the official entry blanks. 

Most of the entries have been 
from personnel of agencies and 
national advertisers, Mr. Pace said, 
but quite a number have been sent 
in by local advertisers. The con- 
test, which will close April 4, of- 
fers prizes of $300, $200 or $100 
for the slogan of 25 words or less 


ENTRY BLANK 
wine “. 
« . 
@: 
ae 


SLOGAN CONTEST 
$600 in CASH PRIZES 


i $300 i $200 i $100 i 
for a SLOGAN of 25 WORDS or LESS 
best expressing the role of ABC-eudited circulation os the basic and 

mot important measurement in the evelushon of print media 


EXAMPLES: “Den shew 1 to me HH sin ABC” 
“Lats start ith ABC belere we ge te XYZ 
“T want all the foots, bet | want ABC ft 
Nome _ 
Compeny - 
ae " 
YD decensreens et 


“best expressing the role of ABC- 
audited circulation as the basic 
and most important measurement 
in the evaluation of print media.” 


s Alan Wolcott, exec vp of ABC, 
told ADVERTISING AGE that the bu- 
reau has received numerous in- 
quiries since the contest was an- 
nounced last month (AA, Feb. 1). 
“T am pleased that NAEA is spon- 
soring the contest,” he said. “I 
feel that any move which focuses 
more attention on ABC auditing 
procedures is in the best interests 
of the entire industry.” 

Entries should be addressed to 
ABC Slogan Contest, Newspaper 
Advertising Executives Assn., Box 
147, Danville, Ill. Personnel of me- 
dia are not eligible to enter. + 


Jack Wyatt Elected VP 
Jack Wyatt, advertising sales 
manager of American Builder, has 


been elected a vp of Simmons- 
Boardman Publishing Corp., New 
| York. 


DRO es ABET! emer EN Mon cee eee ae on otis 
Se ee en a ge eee 


Keystone Adds 12 Affiliates 
Keystone Broadcasting System, 
Chicago, has added 12 new affili- 
ates. They are KDXE, North Little 
Rock, Ark.; WGOR, Georgetown, 
Ky.; WPLB, Greenville, 
KTTN, Trenton, Mo.; KNCY, Ne- 


braska City, Neb.; WCNL, New- 
port, N. H.; WMPM, Smithfield, 
N. C.; WTOE, Spruce Pine, N. C.; 
WKSK, West Jefferson, N. C.; 
KBUY, Amarillo, Tex.; KRIC, 
Beaumont, Tex.; and WLES, Law- 
renceville, Va. 


You could 
probably even 
sell a USED 
TENNIS RACKET 
in the Ad Age 
Classified Section! 


... for The Advertising Market Place is sort 
of a one-big-family meeting place where over 
177,000 marketing men get together each 
Monday to hire, buy and sell. They are alert 
to unusual situations. Surprising results are 
scored by these low-cost ads. Try it. 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


lay Classified Rates: take card rate of $18.75 per column inch, 
and card discounts, size and frequency apply. 


1 am enclosing $ 


1 State 


Clip and mail 
this form to: 


THE ADVERTISING MARKET PLACE 


ADVERTISING AGE 
200 E. Illinois St. 
Chicago, Illinois 


4041 Marlton Avenue 
Los Angeles 8, Calif. 
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SURE WE 
MEAN 
BUSINESS! 


by 

Bert Ferguson 
Exec. Vice-President, 
WDIA 


“The secret of success is constancy 
to purpose.” Disraeli said that, and 
it’s a definition you just can't argue 
—no matter what you're trying to 
achieve! 

That’s why we say, “When it comes 
to selling the Memphis Negro Market, 
Success is spelled W-D-I-A!” Our 
constant purpose has always been to 
deliver profitable, high volume sales 
for satisfied advertisers . . z in m 
market they just can’t reach wi 
any other medium! MORE THAN 
JUST A RADIO STATION ... 
WDIA HAS BECOME A POWER- 
FUL ADVERTISING FORCE IN 
MEMPHIS—AMERICA’S 10th LARG- 
EST WHOLESALE MARKET! 


We're proud of our success story! 
America’s only 50,000 watt Negro 
Radio Station—that’s WDIA! Only 
50.000 watt station in the area— 
WDIA! First station in the country 
to program exclusively to Negroes— 
again, WDIA! 


POWERFUL ADVERTISING FORCE 


Negroes make up 40% of this high 
volume market, and you simply can’t 
sell the Memphis Negro without 
WDIA! 


Low Negro newspaper and maga- 
zine readership means you can’t 
reach the Negro with these media. 
Television ownership is low. And, 
because he listens first and foremost 
to WDIA, you can’t sell the Memphis 
Negro with any other radio station! 


WDIA's_  all-Negro’ entertainment 
staff commands the Memphis Negro’s 
loyal listenership! How? With a 
triple-threat combination of exclu- 
sive Negro programming, personal 
appeal, and hard-hitting salesman- 
ship!. Known far and wide for its 
“50,000 Watts of Goodwill” through 
active public service and civic leader- 
ship—WDIA has become a vital part 
of its listeners’ daily lives! 


It's A Big Buying Market! 


It all adds up to this: WDIA’s 
fabulous success story can mean high 
volume sales and profits for you! 


Within WDIA’s listening pattern 
are one-and-a-quarter-million Ne- 
groes. The biggest market of its kind 
in the entire country! They have 
total earnings of $616,294.100 per 
year. And they spend, on the aver- 
age. 80% of this income on consumer 
goods! 


Only WDIA reaches and sells this 
enormous audience. That’s why, no 
matter what your budget is for the 
Memphis Market . . . no matter what 
other media you’re using . . . a big 
part of every advertising dollar must 
go to WDIA! Otherwise you are 
missing 40% of the Memphis Market! 


And, in this big buying market, 
the Negro buys quality—the Negro 
buys quantity! To cite just a few 
examples, last year Negroes in the 
Memphis market area bought 63.7% 
of the cooked cereals sold in Mem- 


phis . . . 388% of the cooking and 
salad oils . . . 61.3% of the flour... 
% of the toothpaste .. . and 45.1% 


of the hand lotions and creams! 


In the past 10 years, national and 
local advertisers have invested 
$4,396,854.81 on WDIA. This promi- 
nent list of advertisers includes: 
WONDER BREAD .. . PROCTER & 
GAMBLE .. . CHEVROLET... 
TETLEY TEA . . . NATIONAL BIS- 
CUIT COMPANY ...MUM... 
CARNATION MILK. 


Yes, in the Memphis Market, 
WDIA means business for you! We 
can prove it! Just drop us a line to- 
day. We'd be proud to send you facts 
and figures. 


Top Rated by All Audience Surveys 
for Ten Years! 


WDIA IS REPRESENTED 

NATIONALLY BY THE 

BOLLING COMPANY 
EGMONT SONDERLING, 


President 
ARCHIE S. GRINALDS,JR. 
Sales Manager 
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‘Electronics’ to 
Print ABC Statement 


New YorkK, March 9—Electron- 
| ics will carry its full, official ABC 
\circulation statement in a special 
five-page section in its March 18 
issue. James Girdwood, publisher | 
of the McGraw-Hill publication, 
said, “As far as we know, such a} 
statement has never before been | 
published in a magazine for elec-| 
tronics men.” 

The statement—showing 52,200) 
average total paid circulation for 
the six months ending last Dec. 31, 
is being published, Mr. Girdwood 
explains to subscribers, because: 

“We want you to know what 
company you keep. 

“It explains why we ask so many 
|questions of our subscribers. 

“We want you to know that the 
editors know who you are, and 
| therefore know how to help you.” 


s ABC, he adds, “constantly urges 
and helps editors to develop and 
supply the kind of information and 
help for which you are willing to 
pay.” 

It helps us “describe the audi- 
ence to our advertisers and pros- 
pective advertisers. This is impor- 
tant to you because . . . without} 
advertising, Electronics would have | 
two alternatives: (1) Increase the 
subscription price to cover the true 
cost of the publication, or (2) re- 
duce the editorial service.” 


= The ABC statement, he con- 
tinues, provides “the advertiser 
with information which he can ap- 


Loc! 


PARTY GOERS—At a cocktail party given by 
San Francisco chapter of the American Assn. 
Newspaper Representatives were Robert Brisacher, 


~ 
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Kinsley Burns 

Mrs. Isabelle Brisacher and Stanley Peterson, all of 
Cunningham & Walsh; Bob Kinsley, Sawyer-Fer- 
guson-Walker Co.; Joe Burns, Fitzpatrick Associates. 


those publications which promise, 
the most effective results. Like the 
editors, he too, can study the peo- 
ple in the audience and gear both) 
his product and copy in terms of 


up to your expectations, you will 
reject the service and the audience 
of the publication will shrink. Ad- 
vertisers will find the medium less 


praise and evaluate in selecting 


Allen Joins NBC-TV 

Sidney P. Allen, formerly vp, 
sales, of Mutual Broadcasting Sys- 
tem, has been named a general 


| sales executive at NBC-TV, New 
: “Most publishers recognize this | 
“And, because of all of this, you| fact and gear editorial service to} 
| the needs and interests of the sub- 
ecess or failure of an|scriber, knowing full well that a 
ABC publication is in the hands of | publication’s success will be con- 
its subscribers. If the editorial) tingent on how well it performs in 
service rendered does not measure|this vital area.” # 


York. He will report to Thomas B. 
McFadden, vp, national sales man- 
ager, NBC-TV. No one has been 
named yet to replace Mr. Allen at 
Mutual, but Eugene H. Alnwick, 
sales manager, is expected to move 
into the vacancy. 


TOPEKA 


AMERICAN AGRICULTURE IS CHANGING 
MORE RAPIDLY THAN ANY OTHER INDUSTRY 


In editing and publishing eight state farm papers, stretching from Pennsylvania to Kansas, 
we are brought face to face with the truth of this statement. 


FARMING IS BECOMING HIGHLY LOCALIZED 


Farmers in Michigan are having fewer interests in common with <huse in Tennessee. The 
problems of a Missouri farmer are different from those of a Pennsylvania farmer. That is 
why our state farm papers, each edited for its localized readers, are doing such a good job for 
agriculture and for advertisers. 


We have realized for a long time that we were selling Capper’s Farmer Advertising in com- 
petition with our state farm papers, and therefore, we have discontinued Capper’s Farmer. 


We can offer advertisers, who want to reach the heart of the agricultural market, a direct, 
effective and flexible means of communicating with farmers through our local state farm papers. 


LET US HELP YOU 


DIRECT YOUR ADVERTISING MESSAGE TO FARM CUSTOMERS 
THROUGH THEIR OWN LOCAL FARM MAGAZINES, THE STATE FARM 


Qicar Kw, happen, PRESIDENT 


CAPPER PUBLICATIONS, INC., DIV. 
STAUFFER PUBLICATIONS, INC. 


PAPERS. 


N FRANCI 
8th & Jackson a _ 


333 N. Michigan Ave. 342 Madison Ave. 
Flanders 7-442) 


3142 Wilshire Bivd. 
SUtter 1-7440 


57 Post St. 
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Cuba Ad Business Gets 
Shellacking by Castro 


(Continued from Page 3) 
the advertising business. On the 
contrary, it is probably the most 
advertising-conscious government 
in the world. Advertising has sim-| barrage of advertising on many 
ply dried up, because no products | subjects. 
—mainly U.S. products—are avail-| There have been campaigns to 
able to sell. | get people to file their income tax 
Fighting to establish a manu- | reports, to explain the agrarian re- 
facturing base in Cuba, the gov-/| form law, to get rabid dogs off the 
ernment has stopped importations| street and to urge the sparing use 
of dollar goods wherever it can.| of water, among others. | 
The effects can be seen without | | 
any difficulty: Empty automobile|# This advertising is not the crude | 
showrooms, vending machines de-| propaganda that is often the trade- | 
void of U. S. cigarets, stores out;}mark of governmental promo- | 
of stock or short on many product) tions. It is paid advertising; the 
lines. bulk of it goes through agencies 
Cuba does make its own ciga-| and it is quite competently done. 
rets, and these brands are avail- The government has used news- 
able and well advertised. As a|Papers, magazines, radio, televi- 
matter of fact, cigaret and beer|sion, posters and cinema screens 
promotions now seem to be hold-| to reach the public. From a tech- 
ing up the entire Cuban advertis- | nique standpoint, Cuban admen do | 
ing business. | not fault this advertising. The film | 
|spots on tv and movie house 
agency men|screens have, in fact, been quite 


|marathon tv talks given by Sr. | 
Castro. The various government | 
ministries here have information | 
divisions and lay down a continual | 


s In many cases, 


here say, even Cuban manufac-| clever, using a good deal of humor | 


turers have cut their budgets, ex-|and often leaving the audiences | 
plaining: “Why advertise when | in stitches. 
we can sell everything we put on| Fidel Castro continues to be an 
the market right now?” |immensely popular leader here 
Uncertainty about the future| and most observers believe this 
also has led to weaker spending| heavy advertising has helped to 
on the part of some U. S. manu- | cement his ties with the populace. 
|@ The two agencies that have gar- 
nered the bulk of the government 
advertising are Publicitaria Sibo- 
ney, a shop organized some five 
years ago to handle Gravi tooth- 
paste, and Publicidad OPTLA, the 
Bacardi and Hatuey beer agency, 
headed by veteran Cuban adman, 
Raul Gutierrez. A film company 
asssociated with Publicidad Guas- 
tella has also benefited, and small 
segments have been handled by 
McCann-Erickson, Soria, Ruiz & 


USTED 


puede hacer 


gsc 


’| fortunate. 


a POR CUBA Co. and Publicidad Alvarez Perez 
} uf tanto como ef que més: —although McCann no longer does 
/ ; CONSUMA any work for the government. 
PRODUCTOS One of the big topics of con- 
CUBANOS! 


a 


ve wonene o¢ Cle Cabame w Clectricidad 


ter 


BUY CUBAN—A message from the 

Cuban Electricity Co. urges Cubans 

to be patriotic and “consume Cu- 

ban products.” Headline advises: 

“You can do as much as anyone 
for Cuba.” 


facturers with local operations. Es- 
so Standard Oil, for example, has 
sharply reduced its advertising 
here. 

Media, as well as agencies, are 
feeling the pinch. Magazines and 
newspapers have thinned. There 
are huge blocks of unsold radio-tv 
time. Poster sites are empty or 
carry ads for products no longer 
available. Two television stations 
and half a dozen newspapers have 
been “intervened” by the govern- 
ment, the latest being El Mundo 
and its companion tv station. 


s The slack in advertising has 
been taken up somewhat by the 
government itself. This is—and 


perhaps it is typically Cuban—an| 


advertising-happy government. At 
the recent Latin American adver- 
tising convention in Caracas (AA, 
Feb. 29, March 7), the delegates 
agreed that governments could 
strike a blow for their own stabil- 


versation among Cuban admen 
these days is the departure of 
Mariano Guastella, the exuberant, 
unpredictable head of Publicidad 
Guastella, heretofore regarded as 
Cuba’s largest agency, with bill- 
ings in excess of $3,000,000. 

| Mr. Guastella left Havana two 
weeks ago for Spain to confer 
with his client, Pedro Domecga, the 
big Spanish liquor producer. 


= Mr. Guastella was reported to 
be interested in establishing an 
agency in Spain to handle Pedro 
Domecq and to promote greater 
trade between Cuba and Spain. 
One agency president here said: 
“You know, you can never tell 
with Guastella. He might be back 
in one month or eight years.” It 
was recalled that some 10 years ago 
| Mr. Guastella went off to Mexico, 
|established an agency and joined 
| forces in a short-lived union with 
McCann-Erickson. 
| No important agency here has 
| been “intervened” yet by the gov- 
|ernment, but if advertising con- 
| tinnames to decline this might very 


| well happen. It is virtually impos- | 


|sible to go out of business. If a 
company pleads it can no longer 
meet its payroll, the government 
simply steps in and takes over 
the company. 


s Today, most agencies in Havana 
are carrying payrolls not justified 
by current billings. McCann- 
Erickson, for example, is carry- 
ing a staff of 72, perhaps the larg- 
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|imiports must be sharply restrict- 
ed, so that the savings in foreign 
exchange can be used to indus- 
trialize the nation. This, he has 
told the Cuban people, is the road 
to increased consumption—and he 
has warned them that it will take 
time. 


|@ The government’s economic pol- 
jicies are being supported by in- 
|tensive propaganda. Automobile 
windshields, store windows and 
outdoor signs carry stickers pro- 
| claiming: “Buy Cuban Products” or 
“Buy the Products the Country 
| Produces.” This is, of course, pure 
| propaganda; at the present time, 
{there isn’t much choice. Cubans 
|who have been accustomed to 
|smoking Camel cigarets or shav- 
ing with Noxzema shaving cream 
| now have to find substitutes. 

| The anti-foreign-products cam- 
|paign has given Cuban advertis- 
| ing quite a patriotic touch. Com- 
|panies with plants here—even 
|U. S. companies—do not fail to 
|point out that their products are 
Cuban-made. 

| 

. Colgate-Palmolive, a company 
headquartered on Park Ave., puts 
|a picture of its Havana plant in 


: : : =o : — : : : |its ad and notes slyly that it man- 
help it ride out this crisis—as it|activity is still being allowed. | | ractured the fisst ‘Caben teste 


| has ridden out crises in other Lat-| Such a step would have been a| te back in 1926 
in American markets. | body blow to McCann, which uses | Paste bac “. . en a - 
| Other agencies here are not so|its Havana office as a production Nestle, & Swite- _ Company, 
| advertises Nescafe as “un producto 
center on Esso and Coke for the 4 ~ pak Conidae inowk 
Those agencies handling export| entire Caribbean area. |Cu one. ad ates ns American 
accounts out of New York may be The new regulations—and there |‘? —s ee & ro followin 
hit the hardest. Publicidad Inter-| are new ones promulgated every | institution, now be A aserrite 
| Americana, headed by Kenneth| week—have made both Time and a. i) seme OF iss “7 poaten | 
| Campbell, has several of these ac-| Reader’s Digest nervous, but they | The largest ane 
|counts, and Godoy & Godoy—|are still maintaining their pro- | Suear in the world. 
| formeriy Godoy & Cross but now/duction centers here. The Latin} 
| split asunder into the Godoy shop| American edition of Time and all|® One of the saddest features of 
}and Publicidad F. Cross—handles | the Spanish editions (except the|Havana today is the absence of 
/all the J. Walter Thompson Co.| Argentinian) of the Digest are|U. S. tourists, despite a plus-$1,- 
business here. printed by Omega Press here. /000,000 campaign by the govern- 
The government has made it| ment in U. S. media and attractive 
= With the exceptions of McCann|clear by now that it intends to) lures such as half-price air fares. 
and Grant Advertising, which has| control or closely regulate all in-| Havana hotels are depopulated 
a shop run by a Cuban adman,|dustry in Cuba. Ten days ago,and running heavily in the red. 
Aurelio Maruri, no U. S. agency| Premier Castro announced a 1960 Waiters and busboys stand around 
has put a branch office into|industrialization program of $250,-|six-deep, waiting for a customer. 
Havana, despite the previously | 000,000. He said then that if for-|In the casinos, only one or two 
eign capital came into the country|tables are running. The Havana 
it would have to be invested | Hilton, probably one of the most 
through the government. palatial hotels ever built, glistens 
in luxurious but somber silence. 
= Charging that in the past for-|In Havana’s Vedado, the procur- 
eign investors in Latin America|ers now outnumber the tourists. 
have been interested only in fast] Cuba took in some $65,000,000 
profits, Sr. Castro declared: “If| from tourist business in 1957. Last 
we entrust our entire future to| year it collected about $10,000,000, 
private foreign capital, that cap-|and 1960 may bring a new low. 
where the 15% has to be shared|ital will not only want to control | 
by the two agencies. However, it| our economy, as has happened be- a The government is nevertheless 
is precisely this export business| fore, but will also want to control| merchandising its U. S. tourist 
that has slowed to a trickle here. | our politics, as also happened be- | promotion to the Cuban people. 
There are other problems, too.| fore.” In the center of Havana, right 
A new Cuban regulation prohibits The Cuban workers, through! across from the Hilton, there is 
the importation of all advertising| their trade unions, have agreed to|now an_ exhibition explaining 
materials—mats, films, ete——that| finance a good portion of this in-| some of the government programs, 
are to be used in Cuban advertis- | dustrialization via 4% payroll con- and one section is devoted to the 
ing. All of this work now has to| tributions, which the government) U.S. campaign. 
be done here. promises will earn 7% interest.| It is pointed out here that the 
The state factories established un-| tourist commission’s agency, Har- 
der this program will belong to a/ris & Co., Miami, is reaching mil- 
public company, Pueblo S.A. ‘lions of Americans with beautiful 
Sr. Castro has explained that/ four-color ads in leading maga- 


ee 
om 


VY gh yt ee . 
SESE nao cn 
COLGATE DIGS CUBA—Colgate-Palmolive Co., one of Cuba’s largest 
advertisers and a non-user of agencies in Cuba, has joined the “Buy 
Cuban” crusade with a toothpaste ad showing its Havana plant, 
where it made the first Cuban toothpaste back in 1926, and a 
Palmolive ad featuring testimonials from the “beautiful queens of 
the revolution,” including Lusita Gastell, “Queen of the Revolution- 
ary Air Force”; Haydee Jorges, “Queen of the Rebel Army”; Vivian 
Suarez, “Queen of the Revolutionary Police”; Cira Gonzales, “Queen 
of the Revolutionary Navy”; and Sonia Leon, “Queen of the Queens,” 
who says: “I have used Palmolive since I was a child because it 
leaves the skin smooth.” 


healthy Cuban ad volume. One 
major reason why they have not 
is the 10% extra commission Cu- 
ban media have traditionally al- 
lowed on all accounts originating 
in New York. Under this system, 
the originating agency in the U. S. 
collected 10%, while the Havana 
associate collected the full 15%, 
quite a contrast to those markets 


s At one point, the government | 
was also set to ban the exporta- 
tion of such materials. But this! 


Unico mares coe Gos tapes Ge cigerres cen Mitre 


ity if they did more advertising to| est in Havana. McCann, of course, 
tell the public what they were up|is fortunate in that it has two 
to. On this test, the Castro govern-| good local advertisers, Coca-Cola 
ment passes with flying colors. | (which dominates the Cuban mar- 

Under the leadership of Sr. Cas-| ket) and a Cuban cigaret brand, 
tro, the government has emerged Competidora, as well as the Esso 
as possibly the largest advertiser | account. Beyond these, it has the 
in Cuba. This is not counting the’ financial backing in New York to 


EL hombre de ahora fume 


COMPETIDORA | 


wrawais oe 


THREE MAINSTAYS—Locally-produced beer, soft drinks 
and cigarets keep the Cuban ad business from cav- 
|ing in completely. McCann-Erickson handles Com- 


petidora and Coke; OPTLA produces the Hatuey 
beer advertising. McCann’s Competidora copy notes 
that “Cuban tobacco is the best in the world.” 
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azines; several of the ads are dis- 
played. 


® Cuban admen shake their heads | 


Need Source Material 


For a Campaign? — 


Press Clippings can provide you with 
the necessary source material for a sales 
or advertising campaign based on actual 
events .. . can enable you to use real 
news rather than fictional situations to 
substantiate your claims and to convince 
your prospective customers. Invaluable 
for agency new business presentations. 
Interested in learning how we can 
serve you? 


y Est. 1888 
PRESS CLIPPING BUREAU 


165 Church St., New York 7, N. Y. 
Phone BArclay 7-5371 
1868 Columbia Rd. NW, Wash. 9, D.C.—CO 5-1757 
Magee Bidg., ~~. : 22, Pa. — COurt 1-5371 
14 E. Jackson Bivd., Chicago 4, IIl.—WA 2-5371 
1456 N. Crescent Heights Bivd., Los Angeles 46, 
Calif.—Phone Oldfield 6-0304 
One Operations Office (Livingston, N. J.) 


| 
|}@ The Cubans—admen included— 


at the failure of the tourist drive. | 
They point out that the govern- 
ment has unnecessarily dissipated 
the entire value of the campaign 


|by its anti-American -pronounce- 


ments. One adman said he saw one 
issue of an American paper that 
earried a full-page Cuban tourist 
ad while the front page featured a 
new blast against the U. S. by Sr. | 


| Castro. 


are bitter at what they feel has 
been unfair treatment in the U. S. 
press. They allege that U. S. news- 
papers have inflamed Americans 
against Cuba by playing up every 
little incident into big Page 1 sto- 
ries. 

One adman said: “Surely, there’s 
not that much interest in Cuba 
in the U. S., is there?” 

The Miami newspapers, in par- 
ticular, have few friends here. 
One agency president said: “Those 
Miami papers have done a beauti- 
ful hatchet job on us. Naturally 


LEADING ADVERTISER—Fidel Castro’s revolutionary government be- 

lieves in advertising. Two different ads urge Cubans to have their 

farmlands irrigated (“If you don’t have the money, the Ministry of 

Agriculture will take care of it for nothing”), and buy government 

savings bonds which bear interest and which are tied to a.lottery 
(top prizes: $100,000 and 10 modern houses). 


iCompuand lems 
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merchandising. Advertising should 
assume some _ responsibility for 
helping these youngsters and their 
families eat better.” + 


| Allied Paper Launches Push 
Allied Paper Corp., Chicago, will 
|use detailed sales aids, direct mail 
}and color inserts to promote its 
four major product categories, col- 
| orcraft, solar offset, coated papers 
jand book (publishing) papers. 
| Among publications for which in- 
serts are slated are Advertising Re- 
quirements, Art Direction, Graphic 
Arts Monthly, Inland Printer, 
Modern Lithography, National 
Lithography and Printing. 


Mullen Joins WCBS 

James F. X. Mullen, formerly a 
{senior copywriter in the advertis- 
|ing and promotion department of 
ABC-TV, has joined WCBS, New 
| York, as assistant to Dick Stahl- 
|berger, manager of sales promo- 
| tion. 


NEWSPAPERS +. MAGAZINES + TRADE PAPERS 


selves. Well, they have done their | 
| job well.” | 


they want all the tourists them- 

“e a While Cuban advertising men do 

not see any brilliant future unfold- 

at work ing for them, they do give grudg- 

ing credit to Sr. Castro for some of 

=e, his accomplishments. They point 

out that he has built schools, end- 

ed the gambling that used to be 

rampant here and eliminated all| 
corruption in the government. 

“The government is so honest 
now it’s almost sickening,” one 
adman said. Under a new law, a 
civil servant caught taking money 
| can get the death penalty. 

Few Cuban admen are prepared 
today to make any long-range 
predictions on the course the ad- 
vertising business will take here. 
There are those who say, “In the 
end, we may have it better than 
ever.” But the prevailing senti- | 
ment seems to be one of fear that 
things are going to get much worse 
in the immediate future. As one 
agency man said, on parting, “I 
hope you’re praying for us.” # 


This Phillies Cigar spot is one of a series featuring 
the ability of a good cigar to ease the tensions of ev- 
eryday life. Filmack’s “film-sense” combined the 
rootin’, tootin’ tempo in animation followed by 
smooth, easy, live action to emphasize a situation in 
which the relaxation of a cigar would be welcome. 


Price Ads Becoming 
Obsolete in Food 
Retailing: Kiefer 


Cuicaco, March 8—Retail food | 
store advertising is destined to/| 
change from mere price listing to 
more creative copy and layout in 
the 1960s, according to Mrs. Marie 
Kiefer, executive director of Na- 
tional Assn. of Retail Grocers of 
the U. S. and editor of Nargus Bul- 


letin. It’s great to have help 
Mrs. Kiefer told the Advertising 
when you need it— 


Executives Club here today, “Food 
advertising in newspapers totals 
about $500,000,000 annually, and 
although most is still price adver- 
tising, the change is coming—in 
fact it’s already started.” 

The modern young homemaker 
buys “an idea,” not a price, Mrs. 
Kiefer said; she buys family en- 
joyment, not an item. She expects 
assistance from the retailer, and 
that includes better food advertis- 
ing which will give her ideas for a 
family or company meal, the Nar- 
gus executive added. 

“The enterprising retailers I 
work with rely heavily on trade 
publications for sales and promo- 
tion ideas. Trade magazines in the 
food field provide the manufactur- 
er with an additional sales force,” 
she said. 


—willing, wholehearted, result-ful help! It's a likely 


reason why many harassed advertisers, up against a 
tough photo-engraving problem or a stiff production 
situation, try ROGERS’ skilled, comprehensive service— 


and stay on as regular customers. Experienced master- 


2KFilm-sense at work—the happy blending of creative 

ability, mechanical know-how and a staff ready to 
tackle your needs and your budget. To learn more about 
“‘film-sense,” send for your copy of our new booklet ex- 
plaining Filmack’s many approaches to film problems. 


craftsmanship that assures day after day delivery of 


uniformly excellent reproductions plus this readiness to 


go to bat in emergencies, must prove to be mighty safe 


guarantees of permanent satisfaction. 


= Commenting on the youthfulness 
of today’s young homemaker, Mrs. 
Kiefer said that in 1959 there were 
272,000 new brides 18 and younger. 
“They constitute a mighty big mar- 
ket, and food retailers nationwide 
are giving more and more atten- 
1331 S. WABASH AVE., CHICAGO 5, HA 7-3395 1 | tion to their shopping needs,” she 
630 NINTH AVE., NEW YORK 36, PL 7-0900 a ie . 
(Complete Production Facilities at Both Locations) tated geocsg el 


ers in the purchase and use of master-eraftsm 
\products is an important part of. en of photo-engraving 
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engraving company 
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INDUSTRIAL MOTION PICTURES + SOUND SLIDEFILMS * SLIDES 
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Earthquake in Morocco... the 
agony of a city shaken to death. 
Reported in LIFE in pictures and 
the first-hand story of a woman 
buried alive for about 40 hours. 


S, Sagpgs Nagggente 
est @ 


An artificial muscle for polio pa- 
tients invented by the man who 
triggered the first atom bomb. 


InLIFE Magazine visit the London 
of Antony Armstrong-Jones, un- 
official court photographer and 
fiance of Princess Margaret. 


Khrushchev called the movie 
“Can-Can” naughty and decadent. 
Was he right? See LIFE’s color 
pages and judge for yourself. 


The story of a man who 20 years 
ago fell into a hole in the ground 
and found it full of gold ingots. 
Can he find it again today? 


Se 


The civil rights battle...in the er 
Senate and the South, seen by Rane 
LIFE photographers and artists : 

and described by best-selling au- 

thor, Harry Golden. 


The latest creations from the 
French high-fashion houses. Dis- 
cover how you can buy these de- 
signs at 1/10th the Paris price. 


BEAUTY & 


= 

: 
+ 
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Hard to believe that so much can happen in a week of life and LIFE. 
And in weeks ahead, LIFE will spark with the stories that you don’t 
expect—plus many things you know right now that LIFE will cover, 
like: Khrushchev’s visit to Paris—De Gaulle’s visits to London and 
Washington—the summit meeting—the summer Olympics in Rome— 
the Wisconsin primary—the political conventions—the frenzy of the 
presidential campaign. Predictable or unpredictable—you can expect it 
in LIFE. Is it any wonder that 6,700,000 people buy LIFE every week? 
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